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License Cutback 
Might Help Radio 


Improve, Says Ford 


LEXINGTON, Ky., Oct. 19—Fed- 
eral Communications Commission- 


Succeed Gamble — 
i « 
as 4A S$ President er Frederick W. Ford today lined 
up with radio industry leaders who 


Coronapo, Cat., Oct. 19—John| have been urging the commission 
Henderson Crichton, editor of Ap-| to consider the need for restric- 
VERTISING AGE, today was named) tions on the number of new sta- 
president-elect of the American) tions coming on the air. 

Assn. of Advertising Agencies. Mr.| Existing FCC policies provide 
Crichton will succeed Frederic R.} for approval of every station that 
Gamble, who is scheduled to re-| can be physically accommodated. 
tire next May. ; Commissioner Ford said today that 

Mr. Crichton, at 42, is a 20-year competition is so severe in many 
veteran at ADVERTISING AGE. He populated areas that it may be 
joined AA’s Chicago staff in 1941) forcing managers to concentrate 
after having worked in the promo-| on survival instead of good serv- 
tion department of LaSalle Steel) ice, 


AA's Crichton to 


@ While he said he is not prepared 


7 icy at this time, he would like 
|| Congress to provide money so that 
| the commission could appraise the 


to advocate a change in FCC pol- | 


(Continued on Page 12) 


Dentists Battle 
Over Toothpaste 


on ns Ad Policies 


ADA Hits Colgate, 
Votes Down Plan to Ban 


4 


John Crichton 


Co. He was subsequently assigned 
to AA’s Washington office, and} 
after serving as a lieutenant (j.g.) 
in the Navy during World War II, 
he returned to AA, this time with | 
the New York editorial staff. 
In 1949, Mr. Crichton was named | Rating Used by Crest 

executive editor of the newspaper, | 

and on Jan. 1, 1958, he became) PuiLapeLpHta, Oct. 19—Procter 
editor, succeeding S. R. Bernstein,|& Gamble won a victory today for 
who advanced to editorial director.| its Crest toothpaste, and its major 


Business Papers 
May Hit $1 Billion 
by ‘70: Lasser 


ABP Told Industry 
May Become Largest 
Ad Medium of All 


Cuicaco, Oct. 19—The business 
paper field is recovering from the 
recession “much faster than nor- 
mally would have been antici- 
pated”; total advertising revenue 
may hit $530,000,000, compared 


with $546,000,000 last year (the| 


peak year); and trends indicate 
the total may exceed $600,000,000 
in 1962, and top $1 billion by 1970 

This cheerful report was handed 
in at the annual fall conference of 
the Associated Business Publica- 
tions yesterday by J. K. Lasser & 
Co. 

James Kobak and Jack Hand, 
Lasser partners, took a look at re- 
cent trends in the business paper 
field to predict enormous growth 
during the next decade: 

“In 1960 there were 2,275 busi- 
ness papers. By 1970 there can be 
3,000. In 1960 distribution of busi- 
ness papers amounted to 45,000,- 
000 per issue. By 1970 there can 
be 75,000,000 distribution. In 1960, 

(Continued on Page 12) 


| 


A graduate of the University of| competitor in this field, Colgate- 


Palmolive Co., drew censure for its 
|“misleading advertising.” 

The house of delegates at the 
102nd annual convention of the 
American Dental Assn. rejected a 
|resolution offered by the North 
Carolina delegation to eliminate 
|Group B classification for brand 
|name proprietary products. In ef- 
fect, this would have removed even 
the partial approval of Crest as an 
effective anti-caries dentifrice. 

The vote was 292 to reject the 
resolution, and 72 to accept, with 
| 52 abstaining. This action en- 
|dorsed a report by the _ refer- 
| ence committee on dental research 
jand therapeutics, which recom- 
|mended rejection of the resolution. 


|@ At the same time, delegates ap- 
proved a resolution offered by the 
same committee that “the council 
on dental therapeutics be re- 
| quested to take all necessary steps 
to prevent the misinterpretation 
through advertising of its action 
on therapeutic agents, particularly 
dentifrices, by the public.” 

The vote, which started at 7 a.m. 
today, followed several days of 
invective and bitter personal at- 
tacks against those who requested 
action to eliminate any brand 
name approval. Dr. W. R. Alstadt, 
of Little Rock, Ark., who wrote 
and circulated the original letter 
asking for such action, spoke up at 
the reference committee hearings. 
He told ApverTIsING AGE, after be- 
ing “double talked” by members 
of the council on dental thera- 
peutics, that charges he was be- 

(Continued on Page 12) 


BREAKTHROUGH! 


For more poty-unsaturates new GOLDEN GLOW 1s 
BETTER THAN THE BEST CORN OIL MARGARINE 
..- WONDERFULLY DELICIOUS, TOO! 


Made with rare, expensive safflower ot! 
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SSRIS See 
NEW FROM LEVER—Lever Bros. is 
| testing Golden Glow, a premium 
| margarine made from safflower oil, 
in Syracuse, Providence, Columbus 
and Ft. Wayne, using newspapers 
and television. Suliivan, Stauffer, 
Colwell & Bayles is the agency. 


Admen’s Judgment of Ads May Not Be 
Relevant to Public's Attitude: Cox 


Tap Public’s Views to 
Offset Interchange’s Bias, 
Chairman Advises 4A‘s 


Coronabo, CAL., Oct. 18—Adver- 
tising and its image continued in 
the spotlight this week as the 
American Assn. of Advertising 
Agencies moved to the Pacific 
Coast for its western region meet- 
ing. 

The three-day session, conclud- 
ed here today, was largely a re- 
peat of the Four A’s program at 
its central region meeting in Chi- 


see Page 3 and editorial on Page 
6 


s Advertising that might be ob- 
jectionable to the public at large 
jmight not affect the professional 
|adman, and vice versa. This is one 
reason why the ad business must 
be concerned with internal stand- 
ards as well as with its external 
image, Edwin Cox, chairman of 
\the executive committee of Ken- 
yon & Eckhardt and of Four A’s, 
| told the western session (for other 
| news of Mr. Cox see story on Page 
| 81). 

Citing the work of the joint copy 


cago last week (AA, Oct. 16). Much | interchange committee of the Four 
of the discussion in Coronado, as | A’s and the Assn. of National Ad- 
in Chicago, centered on an off-|vertisers, Mr. Cox warned that pro- 
the-record rundown of a “thought | fessionals sometimes lose touch 
leader” attitude study completed|with what the public considers 
recently by Group Attitudes Corp., | 


and commissioned last spring by 
the Four A’s. The study was de- 
tailed in closed session by John G. 
Mapes, of Hill & Knowlton, par- 
ent company of Group Attitudes 
(for other coverage of this study 


For other news of the Bos- 
ton Conference see Page 3. 
Boston, Oct. 17—The Boston 
Conference on Distribution is sel- 
dom remarkable for its verbal 
swordplay, but the repartee and 
the ripostes were flying as Colston 
E. Warne, Amherst economics pro- 
fessor and head of Consumers Un- 
ion, engaged with Harry Harding, 
exec vp of Young & Rubicam, and 
former chairman of the Four A’s. 
Dr. Warne got the first turn at 
bat, and he had plenty to say in 
criticism of advertising. 
Consumers have no quarrel with 
advertising as such, he said, but 
the medium is misused and has 


Ads Don't Do What Admen Say: Warne 
Anti-Ad Case ‘Insubstantial’: Harding 


promotion of brands, frequently 
neglecting product information. 
Mr. Warne commented, “We are 
witnessing a rededication to truth 
in advertising’ and to the “un- 
soiled sale,” and noted the public 
relations campaign to improve the 
image of advertising. He thinks 
these are not enough. 


s “Payola of one kind or another,” 
he said, “seems to be the accepted 
modus operandi in a good deal of 
merchandising effort.” He thought 
payola in advertising came in the 
cooperative and allowance pro- 
grams, and said it was “no secret 
in industry that these bribes to 


been altered into a medium for (Continued on Page 110) 


Last Minute News Flashes 
P&G Tests Star Dust Dry Bleach 


CINCINNATI, Oct. 20—Newest Procter & Gamble Co. product is Star 
Dust dry bleach, now being tested in the Albany-Schenectady and 
Grand Rapids areas via tv, r.o.p. color and Sunday comics. The pre- 
mium-price heavy duty bleach is using a “whiteness” selling theme. 
Benton & Bowles, New York, is the agency. 


| Owens-Illinois Interviews Three Agencies 


| 'ToLepo, Oct. 20—Owens-lIllinois Glass Co., now considering decen- 
| tralization, has interviewed three agencies, but emphasized there is no 
| dissatisfaction with J. Walter Thompson Co., New York, the present 
| agency. Meldrum & Fewsmith, Cleveland; Clinton E. Frank Inc., Chi- 
| cago; and Campbel]-Mithun, Minneapolis, were interviewed. The com- 
pany reportedly wanted information on some smaller agencies in case 
decentralization should result in one or more of its five major divisions 
seeking a new agency. No more agencies will be invited, the company 
said. Billings are about $1,500,000, most of it from Libbey glass. 


Vickers & Benson, Ogilvy Get Bristol-Myers Business| 

ToroNnTO, Oct. 20 Bristol-Myers of Canada has pulled its products | 
out of Ronalds-Reynolds, effective Jan. 1. Ogilvy, Benson & Mather gets | 
Ban deodorant and Ipana; Vickers & Benson adds Bufferin, Ingram | 
lather shave, Minit-Rub and 4-Way cold tablets to its other B-M) 
products. No ad figures were released, but Ogilvy’s share has been es- 
timated at $650,000. OB&M has also added about $250,000 worth of 
billings from Rowntree Co., which moved its Aero and Coffee Crisp 
bars and fruit pastiljes from J. Walter Thompson Co. 

(Additional News Flashes on Page 109) 


objectionable advertising. 

“One of the committee’s appar- 
ent limitations,” Mr. Cox said, “is 
that the kinds of criticisms re- 
ceived from professional advertis- 
ing people differ considerably from 
|those reported in studies of the 
public at large. 


s “For example, 75% of criticisms 
in public studies arise from tele- 
vision, while only about 20% of 
those recently received in the in- 
terchange concern this medium. 
“Is it because it’s easier to clip 
and send in print ads than to note 
station and time of tv broadcast? 
Or is it because advertising people 
do not listen to commercials as 
(Continued on Page 116) 


Shaw Resumes 
Presidency as 


Guerrant Resigns 


Agency Head Also 
Announces Appointment 
of Brand as Exec VP 


Cuicaco, Oct. 20—Some key per- 
sonnel shifts were disclosed this 
week at John W. Shaw Advertising. 

Mr. Shaw, currently board chair- 
man, will assume the post of presi- 
dent as well as retaining his board 
chairman’s job. He succeeds David 
E. Guerrant, who has resigned and 


David E. Guerrant 


John Shaw 


will announce his plans next 
month. 

Perry Brand, who resigned two 
months ago as vp and chairman of 
the plans board of Clinton E. Frank 
Inc. (AA, Aug. 7), has joined Shaw 

(Continued on Page 110) 
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Fels’ $4,000,000 


Account to Manoff 


Agency’s Billing Has 
Zoomed to $15,000,000 
From $3,900,000 in ‘59 


PHILADELPHIA, Oct. 19—Fels & Co. 

has named Richard K. Manoff Inc., 
New York, to handle its $4,000,000 
account, effective Jan. 1. Fels was 
resigned last week by Aitkin-Ky- 
nett Co., Philadelphia, because of 
differences over Fels’ new market- 

; ing philosophies (AA, Oct. 16). 

Bs cer Manoff, which reported billings 

of $3,900,000 in 1959 and $5,100,000 
in 1960, is currently billing “about 


vertising agency leaders. That ses- | 
sion, to be held in three locations, | 
will begin next April 23 and end/| 
/on May 4. New York, White Sul-| 
|}phur Springs, W. Va., and Wash- 
ington, D. C., will be the meeting 
sites. He told AA in an interview | 
in March, 1960, on his return from | 
a swing around the world, that he| 
was looking forward to the inter- | 
national session. 


® Born in Kewanee, IIl., Nov. 22, | 
1896, Mr. Gamble went to Knox 
College and was later a Rhodes) 
scholar at Oxford. He was adver- | 
tising and sales manager of the! 
Straus Bros. Co., Chicago, from | 
1923 to 1925. During the next four | 
years he was an advertising repre- | 
sentative of the Curtis Publishing | 
Co. In 1929 he was named execu-| 
tive secretary of the Four A’s, a 
post he held until 1940, when he 


$11,700,000.” Earlier this year it 
added Laddie Boy dog foods, Dur- 
kee-~Mower and two other accounts, 
still unannounced. The agency 
also handles Welch’s grape juice, 
Schrafft’s candies, Old London 
foods, Bumble Bee tuna and Coup 
instant soup. 


s In New York, Mr. Manoff said he 
did not plan to open a Philadelphia 
branch office to assist in the han-| 
dling of Fels, 95-year-old maker | 
of soap and other household clean- 
ing products. Mr. Manoff said 
branch offices are “a myth.” He 
added, “They turn out to be inde- 
pendent agencies with their own 
managements, their own philoso- 
phies and directions, and their own 
standards.” 

Mr. Manoff, former vp and su- 
pervisor on packaged goods ac- 


is 
: 


became managing director. 


Eastern Accounts’ 


West 


Ingalls 


His 


title was changed to president in| 
1944. = 
| 
| 


Guild Tells West | 
Coasters: ‘Seek | 


FARM PUBLISHERS—Agricultural Publishers Assn., meeting last week in 
Chicago, got a new president, Tom Hickey, vp and ad director of Ne- 
braska Farmer. Re-elected were G. P. Swanson, Cowles Publishing 
Co., vp; Irving W. Ingalls, secretary, American Agriculturist vp and 
ad manager; and J. W. Sampler, treasurer, National Livestock Por- 
ducer editor and publisher. E. C. Nash is the association’s executive 


Sampler Nash 


Swanson Hickey 


secretary. 


If You Want New 
Business, You Can Get 
It, He Says; Jets Help 


Los ANGELEs, Oct. 17—“I feel the 
Coast advertising agency 


Tacoma, Oct. 


debut into tv last 


Fir Plywood Group 
Lets Chips Fall—It'll 
Still Back Brinkley 


Plywood Assn., which made its|is a good medium to tell our story 


of “David Brinkley’s Journal” on|the producers with all kinds of 


tent. Know NBC will do the same.” 

Mr. Ritchie explained that the 
association has no interest in ad- 
vertising in which the advertisers 
dictate editorial policy, and said 
that the association feels the same 
18—Douglas Fir |about tv. He added: “What we need 


week as sponsor | and we can’t get it if we fence in 


counts at Kenyon & Eckhardt, who 

started his own agency five years 

ago, said he prefers his staff to 
(Continued on Page 113) 


AA's Crichton to 
Succeed Gamble 


business has suffered from an in- 
feriority complex for many years. 

“In this day of jet planes... 
there is no earthly reason why an 
advertising agency based in Los 
Angeles or in San Francisco or 
in Seattle or Portland shouldn’t 
handle accounts all the way back 
to the Eastern Seaboard. 

“When we went into business in 
1949, I took the Western Advertis- 
ing list of accounts and took out 
the industrial accounts and the 


NBC, picked up some flying brick- | phony sacred cows.” # 


bats from tv fans who didn’t like| 
Mr. Brinkley’s fare, but the asso- 
ciation stood firmly back of Mr. 
Brinkley and his “freedom to re- 
port what he sees.” 

NBC reported several thousand 
letters after the opening show on 
Oct. 11, about four-to-one favora- 
ble. Chief criticism came from 
Cocoa Beach, Fla., which Mr. 
Brinkley pictured as a “govern- 
ment-controlled Disneyland.” 


PPG Agrees to Give Similar 
Ad Aid to All Dealers 


The Federal Trade Commission 
has accepted a consent order which 
requires Pittsburgh Plate Glass Co. 
to stop giving advertising assist- 
ance to some dealers without mak- 
| ing similar services available to all 
who compete with them. 

The consent order stems from a 
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Florida Citrus 
to Tell Agency 
Decision Oct. 27 


Adverti 
Pur 
Writs 


Varying Desires for LaKE\ 
P Corp. h 
Product, Marketing iihee & 
Stress May Affect Choice iaries, 
Potter I 
By Robert Heady Foote, C 
LAKELAND, Fia., Oct. 18—The les. Con 
Florida Citrus Commission, which account. 
last week pared a list of seven $1,300,0 
agency hopefuls to four, has set Trans 
Oct. 27 as its decision day. At the ness fro 
same time, the commission’s chair- and Cut 
man, Key Scales Jr., promised an Hilton, | 
overhaul of the group’s advertising ton in N 
by establishing “more clear-cut moveme 
authority” for ad “supervision and ing opel 
direction.” a hea 
The winner of the $3,000,000- ae oe 
plus citrus account (which might Wrisl 
go considerably higher, based on markets 
1961-’62 crop estimates) is ex- coe, We 
pected to be announced at a regu- 1958. P 
lar commission session. The group Malden, 
will choose one of four finalists cura me 
selected after two days of presen- talcum 
tations (AA, Oct. 16). The final- the Cali 
ists: Benton & Bowles, the incum- gust for 
bent; Ted Bates & Co.; Campbell- 
Ewald; and Lennen & Newell. ® At th 
The final decision will be in- Purex 2 
fluenced by a special “executive” the Pott 
session Oct. 26. Representatives of ing to } 
the four agencies will meet with $900,000 
the commission for a last verbal solidate 
go-’round. No additional presenta- agency. 
tions or plans will be required. This 
luctant 
® Mr. Scales’ statement on policy, status o 
issued Oct. 16, read: accounts 
“During the course of the pre- cided w 
sentations by seven agencies, it products 
became apparent that, regardless able am 
of which agency is selected to could bi 


handle our account, we need to dof 
two things to strengthen our ad- 
vertising and promotional effort: 

1. ‘“‘We must tie in our consume 


Nev 


as 4A’s President 


(Continued from Page 1) 
Missouri, Mr. Crichton will join 
the Four A’s on Jan. 15, 1962. 


® The Four A’s has been seeking a 
replacement for Mr. Gamble since 
mid-1957, when he announced his 
intention to retire in the spring of 
1962. In the interval, a special Four 
A’s committee—comprising Robert 
M. Ganger, of D’Arcy Advertising 
Co.; Louis N. Brockway, of Young 
& Rubicam; Atherton W. Hobler, 
of Benton & Bowles, and Mr. Gam-'! 
ble—worked for a year seeking a| 
candidate. Last February, the Four | 
A’s engaged Booz, Allen & Hamil- 
ton to assist in the search. 

On Aug. 16, the advisory council 
of the Four A’s unanimously rec- | 
ommended Mr. Crichton. 

Under Four A’s bylaws, the ad-| 
visory council recommends a pres- | 
ident and his term of office, and) 


exactly 250 advertising accounts 


financial accounts, and there were 


worthy of the name in the entire 


agencies fighting for them.” 


speech about getting new business, 


Agencies Assn. | wired NBC: 


“Wish to assure you we have! ager of Automotive News, succeed- 
complete confidence in David) ing Jake Goldstein, who is retiring 
Brinkley’s integrity, taste and abil-| Jan. 1 after more than 50 years 
ity to do a good reporting job.| in the advertising field. Mr. Gal- 
Will resist any pressures here to| lagher joined Automotive News 
get us to influence editorial con-|as an ad salesman in 1954. 


s According to Mr. Guild, “it’s 
time the advertising agency busi- 
ness came of age on the West 
Coast. We have a national reputa- 
(Continued on Page 86) 


C. E. Lamm, chairman of the 
Atlantic Missile Range Public Re- 
lations Assn., complained that the | 
state of California. I am sure there | “picture Brinkley painted of wide-| 
are far more than 250 advertising |spread moral mediocrity in this) 
|ecommunity slandered the thou- 

These are some of the maverick | sands here who soberly pursue the 
opinions of Walter Guild, president | purpose of making this country) FTC said 
of Guild, Bascom & Bonfigli, de-| first in military missilery and | . 
livered last week in an ad lib|space technology. . 
The plywood association’s ad- 
to the Western States Advertising | vertising director, John Ritchie, 


program of assistance to dealers 
who are designated as “A.I.D. deal- 
lers” (an abbreviation for “auto- 
glass installation dealer”). The 
company has been paying for tele- 
vision advertising and telephone 
book listings directing prospective 
customers to the “A.I.D. dealers,” 


a ‘Publisher Boosts Gallagher 


William Gallagher has _ been 
|named Chicago and western man- 


Highlighis of This Week's Issue 


In this week’s issue on Pages 101 and 102 
Advertising Age presents a tabulation of the 
major advertising account changes during the 


advertising program more closely 
to our in-store merchandising, so 
that we may get maximum bene- 


first three quarters of 1961. During the nine- 
month period billings of $95,000,000 changed 
hands in the top ten account shifts. 


fits from both. This we intend to Sug 
do at once.” : 
2. “Commission members last Selli 
week agreed we must set up Dive 
more clear-cut authority for the 
supervision and direction of ou Bosto 
advertising.” of the 1 
Facing a possible 20,000,000-boximm Distribu 
increase in 1962 production, some ket patt 
members feel that nothing shor problem 
of a crash merchandising solutior 
—on top of the commission’s regu - Leon: 
lar ad program—will move suct of Zenit! 
production through to consumers the gro 
Currently, Florida grapefrui have d 
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Purex Shifts | 
Wrisley, Potter 
Lines to FC&B 


LAKEWOOD, CAL., Oct. 17—Purex 
Corp. has consolidated the adver- 
tising accounts of its two subsid- 
iaries, Allen B. Wrisley Co. and 
Potter Drug & Chemical Co., into 
Foote, Cone & Belding, Los Ange- 


les. Combined billings of the two 
accounts are estimated at about) 
$1,300,000. 

Transfer of the Wrisley busi- 
ness from John W. Shaw, Chicago, 
and Cuticura billings from Kastor, 
Hilton, Chesley, Clifford & Ather- 
ton in New York, is in advance of 
movement of subsidiary advertis- 
: es ing operations to Purex’s Califor- 


% 
me 


pany said. 

Wrisley Co., Chicago, which 
markets a line of soaps and toilet- 
ries, was acquired by Purex in 
1958. Potter Drug & Chemical, 
Malden, Mass., which makes Cuti- | 
cura medicated soap, ointment and 
talcum powder, was acquired by 
the California corporation last Au- 
gust for $3,000,000 (AA, Aug. 21). 


s At the time, Leslie C. Bruce Jr., 
Purex ad director, indicated that 
fhe Potter account, which accord- 
ing to Kastor, Hilton billed about 
$900,000 this year, would be con- 
solidated with Foote, Cone, Purex’s 
agency. 

This week Mr. Bruce was re- 
luctant to talk about the future 
status of the Wrisley and Potter 
accounts. “We really haven’t de- 
cided what we’ll do with these 
products. They could bill consider- 
able amounts of money, and they | 
could bill nothing,” he said. + 


Suggestions: Upgrade 
Selling, Stress Quality, 
Diversify, Look Abroad 


Boston, Oct. 17—The emphasis 
of the 1961 Boston Conference on 
Distribution was on changing mar- 
ket patterns and on the emerging 
problems of worldwide marketing. 


e Leonard C. Truesdell, president 
of Zenith Sales Corp., Chicago, told 
the group that marketing men 
have developed some dangerous 
practices, notably pinning their 
attention on price appeals. 

For the past decade, “we have 

emphasized price instead of value, 
have sold gimmicks instead of fea- 
tures, and deals instead of serv- | 
ices,” he said. He urged market- 
ing men to close the “National 
Bargain Basement,” and pointed 
to Zenith’s success in a field which 
has seen many retail and manu- 
facturing failures. 
e L. T. Peifer, exec vp of Bruns- 
wick Corp.’s sports division, said 
liversification is an important 
route to expansion if a company 
smploying diversification has a 
jlan and not just an idea. He re- 
ported that Brunswick (which 
yoosted sales from $30,000,000 to 
$425,000,000 in nine years, and 
yrought profits to $40,000,000) 
looked for companies where earn- 
ngs had increased at a rate of at 
least 8% -10% a year. 


Eugene B. Mapel, vp and direc- 
or of marketing services of Chase 
fanhattan Bank, urged the im- 
yortance of adding management 
content to sales jobs to attract 
able young men to selling. Young 
nen often see salesmen as people 
if “dubious character,” “manipu- 
ating customers,” and often see 
elling as offering “substantial dol- 


We Lose an Editor 


It is with genuinely mixed emotions that we con- 


template the announcement that 


editor of ADvERTISING AGE, will become president- 
elect of the American Assn. of Advertising Agencies 


shortly after the first of the year. 


John Crichton came to us more than 20 years 
ago, before the war, as a youth with a degree from 


the University of Missouri school of 
no experience in either advertis 


publishing. But his abilities were clear, even then, 


and after a short time in Chicago he 


ington as our Washington editor. When he returned 
| from war duty in the Navy, he joined the New York 
editorial staff of ADVERTISING AGE, and subsequently 
| was advanced to executive editor and then to editor. 
A great deal of the credit for the emergence of 


John Crichton, and professional 


journalism, with 
ing or business 


moved to Wash- 
ing business. 


this publication as one of the world’s most important 


business papers is due to the ener- 


gy, initiative and resourcefulness of John Crichton, | 
and we are genuinely sorry to lose him. 

At the same time, it is a clear tribute both to John 
and to ADVERTISING AcE that its editor should be. 
chosen for the important key advertising job of 
succeeding Frederic R. Gamble as-president and di- | 
recting head of the Four A’s. We are delighted that, | 
while lost to us, he will continue to exert his talents 
broadly on behalf of a major sector of the aint. | 


| 


Talon Slides to 
Delehanty After 25 


Years at McCann 


Shift in Marketing 
Strategy Seen—Toward 
More Sales Promotion 


New York, Oct. 17—Although 


no one will discuss the subject, Tal- 


We congratulate both John Crichton and the 
Four A’s on their new association. We are certain 


Report Reveals Some 
Business Chiefs Harbor 
Animus Against Admen 


New York, Oct. 17—Notwith- 
standing all the criticisms voiced 
by 180 “opinion leaders” surveyed | 
by Hill & Knowlton in making its | 
study of the image of advertising 
for the American Assn. of Adver- 
tising Agencies (AA, Oct. 16), 
what emerges with some clarity is | 
a kind of bedrock good will which | 


‘the advertising industry enjoys | 


among intellectuals. 

For example, 76% of Hill &| 
Knowiton’s thought leaders do not) 
believe that advertising itself is 
wasteful, or costly, or unproduc- 
tive. Only 12% regard it thus crit- 
ically, and the remaining 12% are 


New Patterns of Marketing Ouilined 
at Boston Distribution Conference 


lar rewards,” but not “a promising 
route to general management.” 
They think salesmen aren’t given 


“opportunity for personal achieve- | 
“respect | 


ment” and don’t enjoy 
and confidence of their fellow citi- 
zens.” 


e Maxey Jarman, 


will see (1) continued shopping 
area dispersal; (2) better informed 
(Continued on Page 8) 


Nine Men Named 
to Hall of Fame 
for Distribution 


Boston, Oct. 17—Nine business 
and education executives were 
awarded citations to the hall of 
fame in distribution. They were: 
e William S. Beinecke, president, 
Sperry & Hutchinson Co. 


e S. R. Bernstein, exec vp, Adver- 
tising Publications Inc. and edi- 
torial director of ADVERTISING AGE. 


e Herbert C. Hoover, Secretary 
of Commerce 1921-’29, President, 
1929-'33. 

e Howard T. Lewis, professor 
of marketing emeritus, 
Graduate School of Business Ad- 
ministration. 

e Neil H. McElroy, 
Procter & Gamble Co. 
e Edward R. Mitton, president, 
Jordan Marsh Co.; vp, Allied Stores 
Corp. 

e D. Maynard Phelps, professor 
of marketing, Graduate School of 
Business Administration, Univer- 
sity of Michigan. 

e Sol Polk, president, Polk Bros. 


e Elmo Roper, Elmo Roper Asso- 
ciates. + 


chairman, 


| 


chairman of) 
Genesco Inc., predicted the future 


Harvard | 


ing operations to Purex's caivor- FOUY A'S Told PR Effort Might Lure 


still on the fence, a posture that 
poses a challenge and an opportu- 
nity to the business. “The con- 
sensus in all groups is that adver- 
tising makes a positive and direct 
contribution to the economy of the 
nation.” 

But many of those who hold 
this view simultaneously believe— 
sometimes passionately—that ad- 
vertising creates appetites for un- 
necessary things, that it spurs a 
superabundance of gadgets, that it 
fosters false standards of respect- 
ability. They also blame advertis- 
ing for promoting a love of ease, 
for contributing to the decay of 
morality, and for developing “an 
unfavorable image of the American 
in the minds of people in foreign 
countries.” 


@® The dichotomy leads Hill & 
Knowlton to advise the Four A’s 
that its interviews 

(Continued on Page 84) 


Admiral Names 
Campbell-Mithun 


Sweeney Moves from 
Henri, Hurst Along with 
_ $1.5-2,000,000 


| Cutcaco, Oct. 17—Admiral Corp. 
| yesterday named Campbell-Mithun 
its new agency, succeeding Henri, 
|Hurst & McDonald. 

| Edward H. Weiss & Co. and Clin- 
ton E. Frank Inc. were runners- 
up among 14 agencies bidding for 
,the account, which reportedly has 
| been billing $1.5-2,000,000. 

| The account includes Admiral 
|Sales Corp.’s national service and 
parts division, Admiral Interna- 
tional Corp. and Admiral Corp. 
Interamericana. 

James Sweeney, who resigned 
|as vp and account supervisor at 
Henri, Hurst to help Admiral in 
its selection process (AA, Sept. 
11), will join Campbell-Mithun as 
account director. William C. Lyd- 
den will be account group head. 

C-M will begin work on the 
account immediately. However, 
some Henri, Hurst billings will run 
juntil the end of the year. 


— 
— 


Grey Names Dalsimer Exec VP 

Samuel Dalsimer, vp and account 
supervisor on packaged goods at 
Grey Advertising Agency, has been 
named an exec vp of the agency. 
He succeeds Herbert D. Strauss, 
who was elected president last 
June. Mr. Dalsimer will be respon- 
sible for the account management 
side of Grey operations. 


Bladensburg Metals to Logan 

Larry Logan Associates, Wash- 
ington, D. C., has been named the 
agency for Bladensburg Metals 
Co., Bladensburg, Md. 


“lead to the 


Fitzgerald Becomes 
D-F-S Chairman; Birch 


Some Fence-Sitting Thought Leaders 1s Named President 


NEw York, Oct. 20—Chester T. 
Birch, who has been exec vp for 
the last three years, today was 
named president of Dancer-Fitz- 
gerald-Sample, which last year 
billed $100,700,000. He succeeds 
Clifford L. Fitzgerald, a founder of 


Chester T. Birch 


Clifford L. Fitzgerald 


the agency, 

| chairman. 
Mr. Birch, 49, joined D-F-S in 

| 1952 as a vp. Previously he was vp 


who becomes board 


and advertising director of Andrew | 


|Jergens Co. A graduate of Dart- 
;mouth—as is Mr. Fitzgerald—Mr. 
|Birch started in the agency busi- 
ness in 1934 with Sherman K. Ellis 
| Co. : 

| Purpose of the changes, the 
| agency said, is “to give further ad- 
ministrative depth” and to allow 
'Mr. Fitzgerald “to devote more 
time to the planning of campaigns.” 


K&E Adds Products in Mexicec 
Kenyon & Eckhardt de Mexico, 
Mexico City, has been appointed to 
handle two additional products, 
Ipana and Bromo-Quinina, for 
Bristol-Myers de Mexico and the 
advertising for two affiliated com- 
panies, National Carbon Eveready 
and Union Carbide de Mexico. 


|}on Inc. has appointed Delehanty, 
| Kurnit & Geller Advertising Corp. 


to handle its advertising, effective 


that it will prove beneficial not only to them, but to | Jan. 1, succeeding McCann-Erick- 
the advertising business as a whole. 


son, which has had the account for 
| 25 years. 
| Talon’s move from an agency 
| giant to a much smaller shop ap- 
parently entailed a three-way vow 
of silence. At the company and at 
both agencies, the explanation of 
the change was the same—an em- 
barrassed “No comment.” 
However, the switch was not too 
baffling, since Delehanty’s sales 
promotion affiliate, KGA Inc., has 
handled Talon’s sales promotion 
for several years—and has done a 
notably good job. The move to Del- 
ehanty has raised speculation that 
a change of media strategy is in 
the air, with more emphasis on 
sales promotion and direct mail. 


® According to Leading National 
Advertisers, Talon’s measured me- 
dia expenditures in 1960 were 
$172,574, all in magazines. Of this 
amount, $44,756 promoted its regu- 
lar Talon slide fastener, and $127,- 
818 introduced its lightweight 
Zephyr closure. A substantial part 
of its budget also went into trade 
papers, since most zipper sales are 
direct to manufacturers. 

The zipper market is currently 
sliding along at 1.5 billion zippers 
a year. Talon is still the largest 
company in the field, although it 
no longer dominates, as it did be- 
fore World War II. Since the ex- 
piration of patents, many compa- 
nies have come into the field. 

About 75% -80% of industry out- 
put comes from the 16 companies 
which are members of the Slide 
Fastener Assn. The remaining sales 
are splintered among “many, many 
small companies’’—so many the as- 
| sociation won’t even guess at their 
number. In 1954, however, the in- 
dustry was estimated at about 170 
companies. + 


Lambert & Feasley Adds One 

Lawrence of London Ltd., man- 
ufacturer of women’s rainwear, 
has appointed Lambert & Feasley 
as its first U.S. agency. 


Lane 


” Fenwick 


Mogge 


ADMEN AT CORONADO—Agency executives attending the western re- 

gion meeting of the Four A’s included James Lane, Barnes Chase 

Co.: Dave Fenwick, Edward H. Weiss Co.; and Norton W. Mogge, 
Wade Advertising. 
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Funny Stuff Still 
Is Popular Amon 


Users of Radio 


Banking, Publishing, 
Candy Among Backers 
of Zany Ad Approaches 


New York, Oct. 17—Are choco- | 


late mints a status symbol? Does 
the roar of an airplane sound like 
money in the bank? Did a maga- 
zine put the “T” in tv listings? 
Answers to these questions have 
been tickling the funny bone of 
many a radio listener lately. 
Wallace & Co. (for its chocolate 
mints), the National Assn. of Mu- 
tual Savings Banks and TV Guide 
represent three widely divergent 
companies which have clothed 
their sales messages in a blanket 


of mirth. 

Using radio for the first time, 
| Wallace has been entertaining New 
Yorkers since the beginning of 
October. Schedules for the wafer 
thin mints have varied between 
22 and 50 spots per week on 


WNBC, New York, and between) 
eight to ten weekly on WPAT, Pat- | 
erson, N. J. They will run through | 


‘the end of the year. Smith/Green- 
land Co., Wallace’s agency, indi- 
| cated that its client may add Phil- 
_adelphia and Boston to its radio 
| roster. 


|} @ One of the Wallace minute ads 
suggests the use of its product as 
|a status symbol. To the sound cf 
| ear horns and chamber music, the 
spot begins: 

“There goes another status seek- 
er, driving a black Lancia, with 
'the car radio playing Beethoven's 
Kreutzer sonata. Friends, if you 
must seek status, don’t be quite 
as obvious about it. There are 
subtle ways of showing taste with- 
out ostentation. After dinner, cas- 


| ually bring out a box of Wallace| minty mints thin enough to mail.” | 
individually wrapped chocolate- | Another ad invites listeners to 
| covered wafer thin mints ...Cof-| send in recipe ideas using Wallace | 
|fee or raspberry flavors are chic,| mints, using as examples shish- 
too. | kabob and souffle dishes. Another 
| Wallace contest spot is open “only 

® “Don’t put them in a silver dish.|to Owners and employes of the, 
Underplay it. Serve them right) Wallace candy company, their ad- 
from the box. Make it clear you, vertising agencies, radio announc- | 
couldn’t care less whether they ers and their families.” 
know you own sterling silver can- 
dy dishes or not. That’s what) ® The National Assn. of Mutual) 
makes the old impression. There’s| Savings Banks has been supplying 
enough status right inside that! its members with a series of one-_ 
Wallace box to get you presented | minute radio commercials which | 
at the court of St. James. associate familiar sounds with rea- | 
“A helpful hint: Carry a few sons for saving money. Banks sub- | 

| Wallace chocolate-covered wafer scribing to the service are supplied | 
| thin mints in your pocket or bag at with one taped spot per week to be | 
|all times. Give them to doormen) placed on a local radio station. | 
‘and garage attendants in place of | During the past year, some 40 mu- | 
| tips. A reputation as a lovable ec- | tual savings banks in nine states | 
| centric never hurt anyone’s status.” have subscribed to the service. 
| Other Wallace radio spots have) The commercials are produced 
| offered wild suggestions for the| by Ted Malone Productions and 
|use of its mints. One commercial! narrated by Mr. Malone. At the! 
proposes mailing the candy to end of each spot, 15 seconds are 
friends, and even to congressmen, left open for the bank’s individual | 
because “they’re the only real| message, promoting some of its) 


NINE IN LINE—Holland House will 

use its first four-color page in 

magazines (Life, Nov. 17 and Look, 

Dec. 19) for its nine cocktail mizes. 

McCann-Marschalk Co., New York, 
is the agency. 


} 


Planning a promotion in the Pacific Northwest? 


a 


# General 
Merchandise 

. 

$49 © 


TTLE 


Washington State's Puget 
Sound Circle is a vital, grow- 
ing, concentrated market. In 
selling this market, your dis- 
tribution, sales. and merchan- 
dising forces cover both Seattle 
and Tacoma. Your advertis- 
ing must do the same. That 
means Tacoma is an essential 
buy on every Pacific North- 
west chedule! 


Tacoma must be covered if you want full selling 
effectiveness in the Puget Sound Circle—biggest 
market north of San Francisco. 


Tacoma can be covered only by the Tacoma News 
Tribune—delivering 82.1%* coverage of the metro 
area. No outside daily (or combination) can provide you 
with merchandisable coverage in the Tacoma market. 
*Newspaper Rates and Data 
TACOMA NEWS TRIBUNE —An “A” schedule must. 
Circulation now more than 86,000. 
Ask the man from Sawyer-Ferguson-Walker Company. 


a local announcer. 


special services. These local tags | 


are done by either Ted Malone or| WCBS. The campaign, starring Mr. 


. ? Freberg also includes tv commer- 

Typical of the bank ads is one |cjais’ The 13-week spot tv-radio 
which opens in a bowling alley,| .-hedules got under way the first 
with the sound of falling pins in| weex of October in most of the 
the background. The announcer) major markets where the 62 edi- 


ee . |tions of TV Guide are published. 
This is Ten Pin Ted Malone) 4 45-second radio spot begins: 


- with the sound of one of| Announcer: Reading more now 
America’s favorite pastimes—the ... but enjoying it less? Try a real 


sound of savings.” tv magazine. Try a TV Guide 
Through the din, the voice re- Only 7 Guide p> Med wOtj~o ie 
aS. Group (sings): Extra pages. 
Bowling is a sound of savings?| Aynouncer: And what's more ... 
Yes, sir, this popular sport has| Group (sings): Stronger staples. 
taken the country by storm. Mil-| See that quarter- 


| ANNOUNCER: 


lions of dollars have been spent inch recess from the staples to the 
building alleys,. manufacturing | eqge of the listings thing? That’s 


equipment, and by the playing|the quarter-inch that makes the 
public. This is how fortunes are | pis difference. TV Guide has it at 


made and were made by the op-| both ends. Got the listings, got the 
portunists who could invest their tories. So sit back and light up. 


savings in this booming business | Man (correcting him): Read. 
. Savings they acquired in a Announcer: Read a TV Guide. 


mutual savings bank.” Outstanding, and it is cheap. 
The sound of money, in some Man: It’s what? 


of the association’s other commer- ANNOUNCER: Only 15¢. 
cials is represented by an airplane, 
a broken washing machine, a} , } ; 
small-fry birthday party, fire en-|" Another Guide commercial asks: 
gines, and school bells Who put the ‘T’ in tv listings? 

. > r We did, that’s who,” while another 


se TV Guide has employed Stan begins: “Look, ma, no eyestrain.” # 


Freberg to help produce and star 

in a series of radio ads which KGA Joins CBS Radio 

poke fun at other advertisers’ com-| KGA, Spokane, Wash., formerly 

mercials. affiliated with ABC Radio, has 
In New York, the spots are be- joined CBS Radio, replacing 

ing run on WNEW, WOR and KXLY. 


How *9 Billion 
Grows to More Than 


*330,000,000,000 


The critical market for household prod- 
ucts is the never-ending stream of young 
men and women who get married each 
year—3,400,000 in 1961. 

They spend $9 billion a year for what 
they eat and use—grow steadily in num- 
ber to become America’s huge $330 
billion Family Market. Today these big 
buyers of tomorrow are making their 
brand decisions for a lifetime. 

Many manufacturers of packaged foods, 
household and personal products are 
making lifelong customers of these new 
families by using the low-cost BRIDAL- 
PAX program of Controlled Product 
Sampling, and getting outstanding re- 
sults—increasing sales up to 242%. 
Get the facts. Find out what this new 
low-cost program can do for you. Drop 
us a note, or call [Vanhoe 5-0660. 


a BRIDAL-PAX, INC. 


“Controlled Product Sampling 


25 Hempstead Gardens Drive, West Hempstead, N. Y 
Offices in principal cities: United States, Canada and Great Britain 
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Sawing away at a phantom violin, pianist Rubinstein explains why he dislikes duets. 
“Always, the program said ‘Heifetz and Rubinstein’—never ‘Rubinstein and Heifetz.’ 
If I ever play duets again, even with God, it will have to be ‘Rubinstein and God’.” 
His puckish wit, his love affair with living, 

emerge like a crescendo in the current LOOK. 

Adding a fanfare are his views on everything | 

from today’s pianists (he’s worried about them) to women’s long skirts (he hates them). 
In the heartwarming story of this great artist is a key to his art. The ability to build 
understanding through human values is LOOK’s key to the exciting story of people. 
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Ask ‘Useless Questions’ to Learn 
Why Advertising Works . Gossage Says search” because it asks “How are 


| vertising agency ever given a grant | 
, to a university to do pure research 


San FRaNcisco, Oct. 
advertising business, which must 
please and interest its audience be- 
fore it can sell goods, knows less 


17—The | 


asked the question.” 
He characterized advertising re- 
search as “Mickey Mouse re- 


things going?” instead of inquiring, 
lic image of itself as a $12 billion Why are things the way they 


” “ »” 
| sledge hammer to drive a 49¢ eco- are?”, “What are they really?” and 


about how to do these things “than | thous es “What is it @eod for. eho ,advertising costs increased over | 
can we sell it to, and how can we | 20% in the same period, he point-| NARD Names Simmons 


any little theater group.” 

And advertisers need 
research” 
ard Gossage, president of Weiner & 
Gossage, suggested to the San 
Francisco Advertising Club here 
last week. The title of his talk was 
“What We Don’t Know About Ad- 
vertising.” 


“pure 


to learn how, How-| 


: ee “Why do they work?” 
ma ge grag pris Gos- The gross national product in- 
- mene = cerns | creased over 50% in the 50s, while 
itself only with asking such ques- 


sll to theme Sa ape 
But what it needs to ask, he said, ~ : 

is “useless questions—that may re- | — ™ 

sult in useless answers, destructive ~'*" 52%: 


answers, hard answers, answers|# “I would make a conservative 


that leave us dangling in mid-air, | estimate,” he said, “that over half 


/and answers that make us scrap the | of the $12 billion spent on adver- | 


s Finding out more about “people | 


as an audience to be pleased” will 
require that advertisers ask them- 
selves “useless questions,” because 
such questions are “the very core 
of what is called the scientific 
method,” he said. 

Advertising has created a “pub- 


lot and start over again.” | tising last year was spent for prod- 

He scored trade magazine arti-| ucts people wouldn’t conceivably 
cles that ask, “Is advertising neces- | be without—soap, cosmetics, as- 
sary?” He pointed out that they pirin compounds, alcoholic bever- 
proceed from an a priori assump- | ages, toothpaste, cigarets, toiletries, 
tion to a foregone conclusion. |and patent medicines. 

“It does not enter the writer’s; “I mean you would do just as 
mind that the answer just might be | well if you stumbled blindfolded 
‘No’,” he said. “He has already | into the drug store and grabbed the 


answered ‘You bet!’ before he ever | first unbranded item that was put | 


into your hand.” 

search” to find why advertising 
works. “Has any advertiser or ad- 
in these areas?” he asked. “We 


give millions for cancer research 


man’s relation to man.”+ 


| Willard B. Simmons has been | 


elected secretary, executive secre- 
|tary and general manager of the 
|\National Assn. of Retail Druggists, 
|Chicago. Mr. Simmons, formerly 
| chairman of the executive commit- 
tee, succeeds the late John W. Dar- 
|gavel (AA, Oct. 16). 

Askew Joins ‘Month’ 

| Robert Askew, formerly man- 
ager of the Montrealer, has been 
named advertising director of 
Canada Month, Montreal. The first 
issue of the publication appeared 
on newsstands Oct. 12. 


ELECTRICAL 
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Monday morning business break for 


THE SUCCESS MAKERS 
30,000 top retailers in the appliance-radio-tv- 
housewares field spill more coffee on EM Week 
than on any other business publication. EM Week 
is an immediate use business tool for its retail 
readers; the only trade publication most of them 
subscribe to. That’s why you can talk business 


best to these merchandisers every 


Monday in— 


ee 


BOUGHT AND USED BY MORE APPLIANCE-RADIO-TV-HOUSEWARES DEALERS THAN ANY OTHER TRADE PUBLICATION 


Mr. Gossage advocated “pure re- 


but nothing to the exploration of, 


Advertising Age, October 23, 1961 
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Peete ears a es oe a 
CHRISTMAS DISPLAY—National Distill- 
ers Corp. will use this moving, 
lighted display during the Christ- 
mas season for Old Grand-Dad, 
Old Taylor, Old Crow, Bellows, 
and Old Sunnybrook lines of bour- 
bon. 


be 


Viewers Unaware of 
New TV Shows: Pulse 


| New York, Oct. 17—A sugges- 
tion that telecasters could do a 
|more effective job of advance bal- 
|lyhoo for their fall schedules was 
|implicit in the findings of a study 
released this week by Pulse Inc. 
While most people were looking 
forward to the start of the 1961-’62 
| season for the return of old shows 
as well as the start of new ones, 
|eight out of ten New Yorkers sur- 
| veyed were unable to name a sin- 
| gle new program for the fall sea- 
|son. Pulse sought to gauge the 
| public awareness by sampling 500 
| persons. Field work for this survey 
'was done Sept. 5-17, before the 
_ seasonal premiere of most telecasts. 


|= “This absence of advance 
| awareness is particularly difficult 
to understand in view of time 
|available for promotion during the 
summer months and space given 
| to television in print media,” Lau- 
rence Roslow, associate director of 
| the research company, commented. 
He said the “situation might call 
for pre-testing of future program 
promotion strategy as well as com- 
munication techniques.” 

The show with the best advance 
buildup in New York, according to 
this study, was “The Hathaways,” 
which 3% of the respondents had 
heard about. Next in line were 
“Margie,” “87th Precinct” and “The 
New Breed.” # 


Quaker Names Brinsmaid Ad 
Head of Ready-to-Eat Cereals 

Quaker Oats Co., Chicago, has 
appointed Robert C. Brinsmaid ad- 
vertising manager of ready-to-eat 
cereals. 

Mr. Brinsmaid, formerly trade 
promotion man- 
ager of ready- 
to-eat cereals, 
joined Quaker 

|} in 1950 as a re- 
tail salesman in 
the Syracuse of- 
fice and later 
was appointed 
retail sales su- 
pervisor. In 
1955, Mr. Brins- 
maid was ap- 
pointed assist- 
ant manager of 
retail sales supervision in the com- 
pany’s Chicago office and two years 
later was named retail sales man- 
ager. ' 


Robert C. Brinsmaid 


BBBs Open in U.S., Israel 

The Better Business Bureau of 
Tel Aviv, the first BBB outside the 
western hemisphere, has been or- 
ganized as a member of the Assn 
of Better Business Bureaus, New 
York. In the U.S. new bureaus have 
been formed and admitted to mem- 
bership in Nashville and Yakima. 
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What's UP In The Country? 


the number of farms producing and marketing 
$10,000 or more worth of farm products per 
year—up 36% (Census) 


farm prices for most major commodities— 
big output and higher prices (U.S. Dept. Ag.) 


gross farm income this year will be $39.5 
billion—up $1.5 billion (U.S. Dept. Ag.) 


UP 
UP 


UP 


net income from farming—expected to rise 
$1 billion—highest since 1953 (U.S. Dept. Ag.) 


sales in the big rural market (Wall Street 
Journal) 


reader and advertiser interest in the pages 
of the nation’s top farm magazine, FARM 
JOURNAL (net paid circulation 3,000,000) 
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New Patterns of Marketing Outlined 


at Boston Distribution Conference 


(Continued from Page 3) 
shoppers; (3) a trend to easier 
shopping; (4) a trend to more fun 
in shopping; (5) more develop- 
ments in low-margin retailing; 
and (6) more convenient hours 
for shopping. He believes com- 
panies will succeed best in the 
future which are (1) flexible in 
thinking and action; (2) well in- 
formed about trends; (3) stream- | 
lined and decentralized for tacti- 
cal decisions, centralized for future 
planning; (4) strong in financial 
and manpower reserves; (5) con- 
stantly searching for creative lead- 
ership and for people with good 
judgment and drive. 

e David L. Yunich, president of) 
Bamberger’s New Jersey, speak- 
ing on the future of department 
stores, emphasized the sweeping 


|for predicting performance time | tive selling, asserting that tech- | 
|and isolating and evaluating un-| nology had progressed to the point | 


| certainty factors. | where all competitive products are 


_e W. G. McClelland, managing di- | “Pretty good.” 
rector of Britain's Law Stores Ltd.,| Charles N. Baker, national sales | Plore what portions of our experi- 


Advertising Age, October 23, 1961 


marketing in India and Africa, 
urged that ventures in foreign 
countries be regarded as partner- 
| ships, and suggested that ‘we ex- 


|reported that the power of the| vp Of Pepsi-Cola Co., noted the | ence and know-how in marketing 


more delegation of authority and 


|changes to come, including much British retailer is sharply increas- | 35-year rise of the vending busi- can be adapted to their needs.” 
ing, that chains’ total share rose ness from $30,000,000 to $2.5 bil-| 


e David J. Ashton, professor of 


clearly-written authorizations. He| from 22.5% in 1950 to 29% this| lion. He emphasized that $1.5) business administration at Boston 


thinks stores will be open longer; 
that 50% of present paperwork 
will be eliminated (“as we recog- 
nize that most paperwork and re-| 
ports are inactionable and in fact | 
useless”); and that there will be| 


| greatly speeded up inventory, floor 


delivery and vendor payment 
practices. The department store | 
will recognize that change is in- 
herent in the economy and wel- 
come it, he said. He noted that 
the average annual increase in 
industrial productivity is 3%, but! 
distribution productivity rises at) 
1%. He predicted the emergence of | 
“PERT or critical path” techniques 
in the department store field; these 


year, while co-ops remained sta-| billion of the $2.5 was done 
tionary at 11%, and independent | through soft drink and cigaret ma- 


| voluntary groups reached 53%. He | chines. He called the icemaker in 


noted the rise of television, the in- | the cup-vending machine “the most 


crease in working women, and the / sensational innovation in the past. 


rise of self service (now 28% |couple of years,” and he believes 
of grocery sales, up from 10% four | the canned beverage vendor and 
years ago and 16% of food shop the carton vendor are well under 
sales). He said British retailers pay Way. 
high rents; that labor costs are | 
high, but that advertising is cheap- | 
er—0.3% of sales for his company, | 
under 1.25% for department stores. 
He said the rise in rate of automo- 
bile ownership—10% a year—dom- 
inates future planning. 


International 


e Michael Michaelis, senior asso- 
| ciate of Arthur D. Little Inc., said 
an international problem is to bal- 
| ance industrial growth when tech- 
|nology makes possible modern 
e Stanley N. Arnold, president of manufacturing, but marketing and 
Stanley N. Arnold & Associates, | distribution “stagnate at subsist- 


| University’s college of business ad- 
| ministration, discussing the prob- 
|lems of research and develop- 
| ment, reported that a recent survey 
showed 70% of New England’s ex- 
porting manufacturers did no spe- 
cial designing or adaptation for 
foreign markets, and noted that 
overseas marketing programs 
seem inferior to domestic pro- 
grams in research and product de- 
sign. 

e Donald R. Longman, vp and re- 
search director of J. Walter 
Thompson Co., described the for- 
mation of the International Mar- 
keting Federation last March in 
Rome, which has three major pro- 


techniques are analytical devices argued the case for more imagina-|ence level.” He described present | jects under way: (1) A study of 


- Baltimore 
“Newspaper Market 


Is An 


and the Evening News-Post Reaches More Households with 


Even 


* 


ing 


Young Men than any other Baltimore Daily Newspaper ... 


In the Baltimore Standard Metropolitan Area, the Baltimore News-Post covers 
more households with men in the “under 25" and the “25 to 34 years of age” 
categories than any other Baltimore Daily Newspaper. This interesting and IM- 
PORTANT fact was revealed in a recent study by Daniel Starch & Staff. in the 


“under 25” 


category, the News-Post rates highest with a 46.7°~ coverage. The 


Second Newspaper gives only 36.4% .., and the Third, just 29.2%. In the 25 
to 34 years of age” category, the News-Post again rates highest with 40.6% 
. +» while the Second Newspaper offers just 31.9%. The Third Newspaper gives 
just 19.7%. For the latest FACTS on Baltimore Daily Newspaper Coverage— 


ask the H. A. $. Man. 


News-Post 


Daily Newspaper 


™S 


Maryland's Largest 


Represented Nationally by HEARST ADVERTISING SERVICE INC. © Offices in 15 Principal Cities 


the role of formal education in 
| developing qualified marketing 

men; (2) a study of marketing 
| terminology; (3) a study of ways 

to improve and, make more uni- 
| form statistics of national and in- 
| ternational trade. 

e Harry Harding, exec vp of 

| Young & Rubicam, reworking the 
| concepts of a speech delivered ear- 
| lier in the year to the Four A’s, 
noted, “Advertising is ideas, pro- 
pelled by money.” He called atten- 
tion to the U. S.’ $503 billion GNP, 
$327 billion income, $26 billion 
savings (or twice the amount go- 
ing into advertising), to the $100 
billion in government services and 
$36 billion in new plants and 
equipment and $13* billion in re- 
search and development. Advertis- 
ing investment is 2.3% of GNP, 
he pointed out, and summarized: 
“America happens to have the 
world’s largest national income. It 
happens also to have the world’s 
| largest tax revenue. And small 
fraction though it be, it happens 
to have the world’s largest adver- 
tising investment. That is no coin- 
cidence.” 
e A. Edward Miller, publisher of 
McCall’s, told the conference that 
(1) research doesn’t consist of an 
unmeasured hypothesis; (2) re- 
search doesn’t consist only of num- 
bers; (3) you cannot measure the 
size of something just for the sake 
of measuring its size; (4) you can- 
not measure one thing and use 
your measurement for some irrel- 
evant purpose. He noted that me- 
dia studies don’t experiment in 
the qualitative area, “probably 
because most consumers of media 
tend to be very heavily number 
oriented.” 


Fashion 


e Adele Simpson, president of 
Adele Simpson Inc., noted that 
American fashions are impressing 
such faraway markets as Russia 
and Japan. “American style is en- 
gaged in a peaceful invasion of 
Europe,” she reported. 

e Richard S. Bell, president of 
Mighty-Mac Boatwear division of 
Cape Ann Mfg. Co., reported his 
company’s progress from produc- 
ing fishermen’s oilskins in 1909 to 
fashion togs for boating. He noted 
that boating and skiing are very 
much alike and said that “not long 
ago the best skiers were often the 
worst-dressed,” but that gradually 
the clothing, location, people and 
the general aura of skiing have 
become more of an attraction than 
the sport itself—and that this will 
be true of boating. + 


Saunders Opens Paris Office 

Elliot Saunders, formerly with 
/Perrin-Paus Co., Chicago, has 
opened his own film organization 
at One Rue Lord Byron, Paris. He 
will service American advertising 
and talent agencies, among other 
duties. 
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Minneapolis Star Photo by Mary Morgan Hewett 


What makes a newspaper great ? 


Pr. oy “... Weare overlook- 


ing one of our greatest 
assets—the energy, 


ae ) enthusiasm and good 
_ will of American 
= youth.” 


With those words 
began a remarkable 
story of the power of American news- 
papers. Printed January 12, 1960, on 
the Minneapolis Star opinion pages, 
they rang the opening note of a two- 
part article by Robert Hewett, foreign 
correspondent for the Minneapolis Star 
and Tribune. Bob was concerned about 
the search for a bold, imaginative, dis- 
tinctly American approach to helping 
the world’s backward countries. 

Response was immediate, loud and 
strong—from educators, private citi- 
zens, college students and, most impor- 


ROBERT HEWETT 


tant, politicians. Approval came from 
Congressman Walter Judd and Senator 
Hubert Humphrey of Minnesota, and 
a startling proposal for an American 
Youth Peace Corps was put forth by the 
then-campaigning John F. Kennedy. 
As President, Mr. Kennedy issued an 
executive order—and an idea of a work- 
ing American newspaperman became 
an American institution. 

As a result of this outstanding article, 
Hewett received the 1961 Overseas 
Press Club of America award for the 


MINNEAPOLIS 


STAR 


EVENING 


“best interpretation of foreign affairs, 
daily newspaper or wire service.” 

Graham Hovey, another Star and 
Tribune foreign correspondent, won 
the similar 1959 award, for United 
Nations coverage. 

Understanding, imagination and 
compassion like this—beyond fulfilling 
the duty of reporting the news—are 
qualities which have earned for the 
Minneapolis Star and the Minneapolis 
Tribune the largest audience of regular 
readers in the Upper Midwest. 


Minneapolis 


Tribune 


MORNING & SUNDAY 


530,000 COMBINED DAILY 
JOHN COWLES, President 


. 660,000 SUNDAY 


Copyright, 1961, Minneapolis Star and Tribune Co. 
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Ad Battle Looms 
as Flying Tigers 
Push Rate Cuts 


New York, Oct. 


Tigers slash rates!” 

With large-space newspaper ads 
heralding this “new era” in 15 
cities across the nation, the Fly- 
ing Tiger line yesterday claimed 
a “revolutionary breakthrough” 
which it says makes air freight 
rates competitive with surface 
freight. “And only Tigers have it!,” 
copy adds. 

But the Tiger’s competition is 
scrambling to catch up. “It’s prac- 
tically a rat race now,” one said. 
The result is likely to be an ad- 
vertising battle, probably begin- 
ning Oct. 23, as competing airlines 
push their own proposed tariff re- 
visions. 

Beaten by a week, American 
Airlines and United Air Lines filed 
new tariff proposals with the Civil 
Aeronautics Board last month, and 
the CAB is expected to rule on the 
plans this weekend. Both propos- 
als differ from the Tiger’s, and by 
Monday business men may be able 
to take their pick of at least two, 


and perhaps more, tariff struc- 
tures. 


s A hint that CAB will let the air- 
lines fight it out with different 
tariff structures was given when 
CAB, approving the Tiger plan, 
said, “Carriers should be allowed 
to experiment with rates designed 
to increase air cargo.” The Tiger 
plan was the first followup to 
CAB’s recent removal of minimum 
air freight rates. The minimum 
rate floor was established in 1948 
to stop rate wars. Now, however, 
CAB has opened the door again. 

Tiger. got its head-start this 
week, with the introduction of a 
tariff structure based on a whole- 
sale reclassification of commod- 
ities into seven basic groups. These 
groups are based on freight den- 
sity, or weight, per cubic foot. The 
greater the density of the freight, 
the lower the rate, and conversely. 

Under the Tiger plan, new rates 
work out at roughly 13.5¢ per 
pound—about 27% below the pre- 
vious average of 18.5¢. These rates 
apply to the seven classes, which 
range from an average density of 
2 lbs. per cubic foot to 20 Ibs. 


® The airline claims its plan ends 
the old era of “air express” serv- 
ice, and heralds a new age of true 
“air freight” service with surface 
rates. “The new air freight rates 
do not have to be identical with 
the present surface rates and still 
be competitive,” Tiger claims. 
“Our research has determined that 
the advantages of air transporta- 
tion far outweigh a 25%-30% 
differential in air-vs.-surface 
rates.” 

With this new tariff system, 
Tiger believes it can triple its vol- 
ume. It also believes the extra 
business will be done at the ex- 
pense of surface transportation. 

In July, American carried 9,- 
000,000 freight-ton-miles of busi- 
ness, the Tiger line carried 8,000,- 
000, and United about 7,500,000. 
In recent years, Tiger and Amer- 
ican have been flying nip and tuck. 


@ Tiger’s plan is keyed to its ac- 
quisition of the first turbo-prop 
jet air-freighter, the Canadair CL- 
44. The company has bought ten 
of these planes for $55,000,000. The 
Canadair has an unusual design, 
permitting straight-in freight load- 
ing, as against the slower side- 
door loading in existing piston- 
engine planes. Direct operating 
costs are also expected to be about 
half that of piston planes. 

At the start, Tiger is advertising 


17—“A great 
new era in air freight has begun. 


Andrews 


Savage 


FRIENDLY MERGER—F riends for 21 years, Robert E. Savage, president of 
Buchanan-Thomas, and John H. Dow, head of the Dow Co., have 


merged their agencies into Savage 
dent and Mr. Dow vice-president. 


vp and account exec; John D. Andrews, vp and art director; and 


Harvey E. Roffman (not shown), 


Minnesota Growers 
Sell Bumper Turkey 
‘Crop via Print, Air 


| MINNEAPOLIS, Oct. 17—This is 
| Turkey Week in Minnesota, be- 
|cause it seems that the land of 
|sky blue waters has even more 
|turkeys than lakes. In fact, 19,- 
| 132,000 turkeys. 

This is 32% more than Minne- 
/sota’s 1960 gobbler crop, and an 
increase markedly higher than the 
|nation’s 26%. Trouble is, the glut 
| has hammered prices paid to grow- 
ers down to the lowest levels in 
25 years—and well below their 
production costs. 
| So the Minnesota Turkey Grow- 
ers Assn., through Fyten-Hoffman, 
Minneapolis, has launched a cam- 
paign of advertising, publicity and 
in-store merchandising to sell the 
| birds at profitable prices. 
| Page ads are scheduled this 
week for newspapers in Minneapo- 
| lis and St. Paul, and 1,000-line ads 
}in 22 other state dailies. Tv and 
radio spots supplement the print 
promotion in the Twin Cities, Du- 
luth, and six additional markets. 


Hultgren Dow 


-Dow, with Mr. Savage as presi- 
Other officers are Jack Hultgren, 


be : s The drive carried into eastern 
vp and merchandising director. 


in 15 cities across the U.S. through 
Hixson & Jorgensen, Los Angeles. 

The advertising will not follow 
any fixed pattern. “We have to be 
opportunistic about it,” a company 
man said. “We are selling a com- 
modity type of service, and we will 
be most sensitive to the need for 
material at different points in our 
system.” 

United is handled by N. W. Ayer 
& Son; American by Doyle Dane 
Bernbach. = 


TvB Announces 
Award-Winning 


Research Projects 


New York, Oct. 17—The Tele- 
vision Bureau of Advertising this 
week made quite a research buy. 
For the price of an awards dinner 
at the Waldorf-Astoria Hotel, $10,- 
000 in prizes and $15,000 in ex- 
penses, the TvB came up with 18 
new ground-breaking research 
plans covering a wide range of 
communications projects. 

This competition, conducted by a | 
group of social scientists headed by | 
Mark A. May, professor emeritus 
of Yale University, was announced 
last fall. Qualified persons were in- 
vited to submit research plans 
“concerned with any aspect of hu- 
man behavior and television, either 
by itself or in combination with 
other means of communicating.” | 
There were nearly 150 entries— | 
half of them from educators. 


The 18 plans singled out by the | 


line b&w ads in the New York 
Tax Compliance’—Jerome H. Skolnick, | Journal-American, Philadelphia 
Yale University, and Richard D. Schwartz,| Bulletin, Boston Globe, Chicago} 
Northwestern University. Sun-Times and Chicago Daily 
“Rational vs. Emotional 


Communica- 


News. 
tions: A New Approach’’—Raymond A 


markets later this week, with 1,000- | 


Bauer and Donald F. Cox, Harvard Uni- 
versity. 


“The Effects of Aggressive Content in 
TV Programs upon the Aggressive Be- 
havior of the Audience”—Seymour Fesh- 
bach, University of California. 

“Prominence & Audience Structure: The 
Linkage between Mass Media & Inter- 


The association will make avail- 


were developed in a mass selling 
event in Buffalo, Minn., popula- 
tion 2,500. There, a free turkey 
barbecue, “turkey trot” dance, | 
clowns and similar hoopla helped | 


Camphell Soup 
Ads, Sales Are 


Highest Ever 


CAMDEN, Oct. 18—Campbell 

Soup Co. reached a new high in ad- 
vertising and promotion expendi- 
tures in its 1960-’61 fiscal year of 
$51,000,000, it was disclosed by 
W. B. Murphy, president, in his an- 
nual report to stockholders. 
This figure is approximately 
| 8.9% of sales, and compares with 
expenditures of $49,000,000 for the 
|previous year—about the same 
| Percentage of total sales. 

These expenditures for selling, 
| advertising, home economics serv- 
|ices and market research cover 
| Campbell’s, Franco-American, V-8, 
|Swanson and Pepperidge Farm 
| products in the U.S. and Canada. 


| @ Mr. Murphy reported to stock- 
holders that the company has 
started sponsorship of “Father of 
| the Bride,” a Friday evening net- 
work tv show, in addition to “Las- 
sie” and the “Donna Reed Show.” 
In the coming year, he reported, 
| Campbell will introduce the largest 
|mumber of new consumer tested 
| products that it has ever announced 
in a single year (AA, Sept. 25). 
Among the new products are two 


| Campbell heat-processed soups, 
| able merchandising materials that | 


four Swanson frozen meat pies, the 
seven new “Red Kettle” dry soup 
mixes which will be introduced 
on a market-by-market basis, and 
Pepperidge Farm products. 

In the past year, nine new prod- 


| University. 


| perimental Program to Maximize Active 


| Viewing’’—S. D. Forsey, Australian Broad- 


personal Communication”—Kurt W. Back, 
Duke University. 

“A Plan for Investigating the Process 
of Effect of Television in Inducing Action” 
—Harold Mendelsohn, Psychological Corp., 
New York. 

“The Effects of Repetition in Commu- 
nication on Meanings & Attitudes’’—W. E. 
Lambert and L. A. Jakobovits, McGill 


| sell 54,000 lbs. of turkey at regular 
prices in two days—exceeding 
| the goal by 4,000 lbs. Nearly a 


“The Design & Assessment of an Ex- 


Participation & Feedback in Television 
Instruction through the Utilization of Pro- 
grammed Learning Techniques’’—James V. 
Mitchell Jr., University of Texas. 

“An Experimental Evaluation of Proce- 
dures for ‘Individualizing’ Televised In- 
struction”—George L. Gropper, American 
Institute for Research, Pittsburgh. 

“A Study of the Relations of Person- 
ality to Perception of Television Adver- 
tising Messages’—Lawrence Myers Jr., 
Syracuse University. 

“An Experimental Study of Taste De- 
velopment”—Hilde Himmelweit, London. 

“The Influerce of Family Structures 
upon the Patterns & Effects of Television 


mt 


casting Control Board. 


“The Logic of Politics’—Edwin 
Schneidman, Harvard. 

“The Princ‘ple of Television Orienta- 
tion & a Propesal for Testing It’—R. F. 
Agne, Harold Cabot & Co., Boston. 

“Physician Eucation, Medical Televi- 
sion & Patient Care’’—Dr. J. Frank Whit- 
ing, Assn. of American Medical Colleges, 


Ss 


‘ucts were introduced under the 
various brand names. Mr. Murphy 
reported that more than one-third 
of the year’s sales were in products 
introduced by the firm in the past 
10 years. 

Campbell announced record sales 
for the fiscal year of $572,000,000, 
|up 4% from the $548,000,000 the 
previous year. + 


McCormick, Exec VP 
of Ross Roy-BSF&D, 


Dies in Houston 


Houston, Oct. 17—Thomas G. 
McCormick, 53, executive vp of 
Ross Roy-BSF&D, died of a heart 
attack last night. He had been a 
patient in St. Luke’s Hospital, Bay- 
lor University medical center, 
where he had undergone major 
surgery the previous Friday. 

Mr. McCormick’s entire career 
was spent in advertising, the last 
25 years with Ross Roy. Previously 
he was assistant ad manager of 
De Soto division of Chrysler Corp. 

A native Detroiter, he attended 


| Evanston, Tl. 
“The Great Experiment in Cultural De- 


governing committee will be pub-| mocracy"—Bernard Berelson, Columbia 


| TURKEY TALK—This ad promoted tur-| netroit City College, was active in 


|keys in New York, Philadelphia, | Catholic charities, and a member of 


lished in a special book. The win- | 
ners received cash awards ranging | 
from $250 for honorable mention | 
to $4,250 for first place. Several | 
publishing houses have expressed | 
interest in publishing the research. | 

| 


= The TvB does not have funds | 
available to finance such large- | 
scale projects expensive as these, 
but any companies or foundations, 
which wish to conduct studies | 
based on the plans, may do so with | 
the permission of the authors. 
The winning plans covered ev- | 
erything from violence on tv to 
logic in politics. With the first and 
second prize winners listed in or- 
der, here are the successful entries: 


“Role of Television in Shaping Adoles- 
cent Behavior”—Arthur J. Brodbeck, Yale 
University, and Dorothy B. Jones, Los 
Angeles. 

“Scientific Television Methods Applied 
to Analysis of Perceptual Feedback in 
Behavior”—Karl U. Smith, University of 
Wisconsin, and William M. Smith, Dart- 
mouth College. 


“Televised Communications & Income | 


Boston and Chicago. 
University. 


“A Descriptive & Analytical Study of 
the Secondary, Remote Effects of Tele-| scheduled or are in preparation. 
vision” —J. Stacy Adams, General Elec- | - : : ic. 
trie Co. # | The Minnesota growers, in dis 


| posing of their crop, hope to point 
| th f th tion’s turkey 
LaRoche Named for  tarmers. “We've done 
Buena Vista Part 


farmers. “We’ve done a poor job 

of telling our story,” said Stanley 
of Disney Account 
New York, Oct. 19—C. J. 


Roche & Co. has added some more | 
Walt Disney business, being named 
to handle Buena Vista Film Dis- 
tribution Co., distributor of Disney 
pictures. 
The previous agency was Mon-| 
roe Greenthal & Co., which re- 8 Wayne Jimmerson, Wayzata, 
signed the account about three and Douglas McCulley, Long Lake, 
months ago. Buena Vista reported- co-chairmen of Turkey Week, said 
ly billed something like $200,000 atthe campaign is a joint effort of 
Greenthal, but LaRoche says it will growers, processors, hatcheries and 
bill about $1,000,000. feed suppliers. Funds callected are 
“in addition to regular-grower con- 
been associated | tributions which help. fimance the 


score more of such promotions are 


|other meat-producing industries 
La- have expanded their promotional 
activities. 

“Now we've decided to get go- 
Ling on our own, and we hope that 
the entire turkey industry, in ev- 
ery state, will follow suit.” 


® LaRoche has 


|with Disney for 12 years; it has| National Turkey Federation’s Eat 


handled Disneyland Park for five.| More Turkey promotion. + 


Schewe, of Sleepy Eye, grower and | 
president of the association, “while | 


the city council of Grosse Pointe 
Park. 


|_A. EDWARD ROOD 

Cuicaco, Oct. 17—A. Edward 
Rood, 62, senior vice-president and 
a director of Foote, Cone & Belding, 
died of a heart attack today in 
Wesley Memorial Hospital. 

Mr. Rood joined Lord & Thomas 

in January, 1929, as assistant treas- 
urer and assistant secretary, prin- 
cipally to handle the finances of 
| the late Albert D. Lasker. He was 
| elected a vp in charge of finance in 
| 1943; and became a director of the 
| agency in 1951. Before 1929 he was 
| in the investment banking business 
in Chicago. 


, JOHN L’ESTRANGE REYNOLDS 
Cuicaco, Oct. 17—John L’Es- 
| trange Reynolds, 70, vp and direc- 
|tor of Criterion Advertising Co., 
died Oct. 14 in Evanston Hospital. 
Mr. Reynolds was also a director of 
\the Evanston Trust & Savings 
| Bank. 
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That ticket to the 
moon you bought 
some time ago is 
increasing in value. 
Part of the credit goes to 
a mouthful called 
e e superconductivity, an 

sup erconductivity electronics term for the 

energy-storing ability of 
certain metal alloys. 


Recently, Electronic News 


e ° reported a story about 
superconductivity technetium molybdenum, 
a superconductive metal that 
can be loaded with energy 
. . by passing a current 
superconductivity trough it. Once loaded, 
technetium-molybdenum can 
convert the energy of its : 
m2enetic field into electricity ; 
or command, and thus serve 
as a virtually unlimited power 
source for round-trip rocket 
flights into space. 


Electronic News published 
this story first, just as it 
publishes all the significant 
news of electronics first. 

This is why people in the 
electronics industry — from 
engineers to company 
presidents — read it regularly. 


THE BIG DIFFERENCE IS 


NEWSO 
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Dentists Battle 


Over Toothpaste 
Ad Policies 


(Continued from Page 1) 
ing subsidized by Colgate were 
untrue. 

Dr. Alstadt claimed the so-called 
double talk by council members| 
was a “red herring to divert the 
attention of delegates from the 
true issues.” 


® The council circulated the latest 
ads for Crest in Life magazine, 
and showed two one-minute tv 
commercials (prepared by Benton 
and Bowles) to the reference com- 
mittee to illustrate how P&G had 
modified its advertising to con- 
form with codes of ethics and re- 
quests of the ADA. 

Several dentists at the hearing 
charged that both the Life ads and 
the tv commercials had been pre- 
pared only several days before the 
convention, just for show. This was | 
not denied. 

Prior to the voting, the board of 
trustees of the ADA issued Re- 
port 6, reviewing the “allega- 
tions which have been made in 
support of the resolution intro- 
duced by the North Carolina dele- 
gation.” 


s In this report, the board for the 
first time made reference to activ- 
ities of the Colgate-Palmolive Co., 
pointing out that for 20 years this 
company has had an opportunity 
to submit evidence on therapeutic 
dentifrices to the council on dental 
therapeutics for evaluation. 

“Not once in this long period,” 
the board said, “has it ever re- 
quested such evaluation, so that 
it might cooperate with the dental 
profession in advertising its prod- 
ucts truthfully and honestly to the 
public.” 

In the opinion of the council, the 
report continued, “advertising 
claims for the company’s denti- 
frices have been consistently mis- 
leading and one claim—“‘the invisi- 
ble shield’—has recently been the 
subject of a cease and desist or- 
der by the FTC.” Colgate also re- 
fused to accept an invitation to a 
conference in 1958 called by ADA 
representatives to discuss the 
elimination of false and misleading 
claims in advertising, the report 
said. 


® The board also accused Colgate | 
of financing a survey of the house 
of delegates last year, and of spon- 
soring a press conference by Dr. 
LeRoy Miner of Boston, a past 


| matters which are related to den- 


ADA president. It further claimed 
that Crest advertising is following | 
and has followed association pol-| 
icies. 

ADA’s council on therapeutics | 
last year classified Crest under | 
Group B, thus allowing P&G to ad- | 
vertise that Crest has “shown to | 
be an effective anti-caries denti- | 
frice,” while still withholding use 
of ADA’s seal of acceptance. 

The North Carolina delegation’s | 
resolution would have rescinded 
the approval because it called for 
(1) dropping the Group B classi- 
fication for brand name propri-| 
etary products, (2) requiring that | 
a new eligibility classification be 
established for one year before any 
product is classified in Group A, 
and (3) urged that any Group A 
product be allowed advertising 
only in professional journals. 


s Opening shot in the battle was a 
letter by 52 delegates (33 of them 
members of the house of delegates) 
to all attending, pointing out that 
Group B recognition has “become 
a tool for exploitation by cor mer- 
cial interests.” 

The public just doesn’t realize 
the difference between limited rec- 
ognition and full acceptance of a 


product, they claimed, and charged 
that recognition of a single man- 
ufacturer’s product has caused the 
public to imply a “less than hon- 
orable relationship between us.” 

Throughout the hassle were 
sprinkled references to a competi- 
tive dentifrice producer, though 
neither the officers nor the North 
Carolina resolution proponents 
named names. But off the record, 
—and later, officially—they admit- 
ted it was Colgate-Palmolive. 


® ADA officials issued a reply to 
the 52 delegates’ letter which, it 
noted, consisted mainly of vague 
charges. 

“It is true,” the statement said, 
“that during this past year at least 
one commercial agency has been 
very active in fomenting dissen- 
sion within the profession. 

“This commercial activity 
(canned editorials and critical 
comments) can in no way change 
the scientific evidence on which 
the association’s original decision 
was made. Nor can it alter the 
association’s obligation to inform 
the profession and the public on 


tal health.” 

An ADA public relations man, 
slightly bitter, said that Colgate 
had had a public relations execu- 


Research Gets Priority, 
Colgate-Palmolive Says 

New York, Oct. 20—Colgate- 
Palmolive defended its research 
record with the following state- 
ment: 

“It is apparent that the trustees 
have been misinformed regarding 
Colgate’s dental research activities, 
which are among the most exten- 
sive in the world. To house these 
expanding research activities, Col- 
gate is building a $10,000,000 re- 
search center at New Brunswick, 
N. J., scheduled for completion 
next June. In addition to the ac- 
tivities of its own large dental re- 
search staff, Colgate has continued 
to maintain research projects on 
various aspects of dental health at 
numerous dental schools in the 
U.S. and elsewhere. 

“Today, dental research at Col- 
gate enjoys the highest priority 
and the budgets for such activity 
are at an alltime high.” 


s While the company would not 
comment directly on the associa- 
tion’s censure, it did say: 

“We congratulate the house of 
delegates on its unanimous vote for 
the resolution which directs the 
council on dental therapeutics to 
take all necessary steps to prevent 
the misinterpretation of the coun- 
cil’s action on dentifrice advertis- 
ing by the public. Since the coun- 
cil controls only the advertising on 
Crest, it is obvious the house of 
delegates, representing about 95,- 
000 dentists, felt that some policing 
action was necessary on Crest ad- 
vertising. We feel this is a step in 
the right direction to protect the 
public.” 


tive in Philadelphia for a week 
prior to the convention to help or- 
ganize introduction of the issue on 
the floor. No one from P&G had 
been in evidence. 


® Dr. John B. Wilson, San Marino, 
Cal., Ist vice-president, read a 
trustees’ report on the floor asking 
the house of delegates not to be 
“misled by the short-term dis- 
comfort of competing commercial 
dentifrice manufacturers who have 


developed their market with an 
open contempt for scientific re-| 
search and the counsel of the den- | 
tal profession. 

“The decision has served notice | 
that the association and the den-| 
tal profession will not be influ-| 
enced or intimidated by threats of 
commercial interests whose only 


Trends in Attitudes Toward Advertising 


Source: Field 
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Losses on Canada Pay TV Test Exaggerated; 
They’‘re Investment in Development: Balaban 


New YorK, Oct. 18—Paramount 
Pictures Corp., denying reports 
that its pay tv test in Etobicoke, 
Ont., is losing $11,000 per week, 
today put its loss at $3,500 before 
depreciation, and “below $7,500 
after amortization.” 

These figures were contained in 
a letter sent by Barney Balaban, 
Paramount’s president, to John 
F. Fitzgibbons Sr., president of 
Famous Players Canadian Corp., 
which is conducting the test in the 
Toronto suburb. The letter, re- 
leased to the press, was sent to 


License Cutback 
Might Help Radio 
Improve, Says Ford 


(Continued from Page 1) 
impact of its present policy. “No 
one really has the answer and un- 
doubtedly the answer varies in 
different communities,’ he said. 


e “This study should not neces- 
sarily be directed to a change in 
commission policy with respect to 
the freedom of entry into broad- 
casting, but to determine whether 
or not as a result of the free 
wheeling grants which we are 
making, the public interest on an 
over-all basis is being served.” 

National Association of Broad- 
casters President LeRoy Collins 
has been among the broadcast 
leaders advocating a new FCC 
policy on additional stations. He 
has argued that intense competi- 
tion has forced many stations to 
lower their standards. 

In his talk today, Commissioner 
Ford recalled that until 1940, FCC 
frequently rejected applications 
unless there was proof that the 
station was needed. More recently, 
he noted, the commission and the 
courts have taken the position that 
broadcasters are expected to oper- 
ate in a free economy, without 
economic protection from the gov- 
ernment. 


s “Has the time come for the 
commission to re-examine its 
thinking?” he asked. “Has the 
tremendous increase in competi- 


tion between stations really 
brought the benefits which our | 
agency contemplated in the deci- | 
sions to which I have referred? | 
Or, in some communities, at least, | 
has competition become a destruc- | 
tive force, decreasing the quality 
of programming and placing sta- 
fion after station on a marginal | 
economic basis? Is bad program- | 


| ming driving out the good because | 


it costs less to produce?” # 


Bowman Joins ‘New Yorker’ 
Michael E. Bowman, formerly 
with St. Regis Paper Co., has 


refute publicized charges made by 
Norman S. Robertson when he re- 
signed recently as a director of 
Famous Players, a company 51% 
owned by Paramount. 


# In response to Mr. Robertson’s 
allegation that the directors of 
Famous Players were not informed 
of the cost of maintaining the 
telemeter experiment, the letter 
stated that “Mr. Robertson would 
have had to shield himself from 
such information in order to avoid 
being exposed to the facts. The ma- 
jor capital expenditures, amount- 
ing to about $1,500,000, were au- 
thorized by the directors of Fa- 
mous Players on Aug. 17, 1959,” 
and although Mr. Robertson was 
not present at that meeting, he 
was sent detailed information and 
heard the report in the minutes of 
the following meeting. 

Mr. Balaban pointed out that 
Paramount this year had agreed to 
assume full costs of the Etobicoke 
experiment and made the arrange- 
ments retroactive to Jan. 1, 1961. A 
written agreement to that effect 
was awaiting “the convenience of 
counsel at the time of Mr. Robert- 
son’s public statement” that Para- 
mount was “milking” Famous 
Players. 


s The letter stated that “results 
at this early stage could not be 
judged in terms of profits or losses. 
The Etobicoke costs were consid- 
ered as expenditures for research 
and development.” 

He said that Telemeter expected 
to lose money on some initial pro- 
gramming. As an example, its tele- 
casts of hockey games at $1 per 
home would still lose money if all 
of its approximately 5,000 sub- 
scribers bought the shows, which 
cost the company $8,000 each. 

The letter compared pay tv ex- 
periences with the growing pains 
of commercial tv, noting that the 
four networks and some 50 stations 
existing in 1948 reported aggregate 
losses of almost $15,000,000. + 


Mitchell Named Dictograph VP 

Dictograph Products, Danbury, 
Conn., has named Charles A. 
Mitchell vp in charge of marketing, 
a new post. He formerly was dis- 
tribution sales manager of General 
Electric Co. 


Walsh Adds General Insurance 

General Insurance Co. of Amer- 
ica, Seattle, has named Walsh Ad- 
vertising, Toronto, to handle its ad- 
vertising in Canada. General’s ac- 
count in the U. S. is with Lennen 
& Newell. 


Rabsey Rejoins Otto 

Jean Rabsey, formerly with Mar-| 
ket Research Corp. of America, 
Chicago, has rejoined Robert Otto 


concern is their balance sheet,” he | joined the advertising staff of The | & Co., New York, as associate me- 


said. + 


| 


New Yorker. 


dia director. 
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Advertising Image 
Fades in California, 
Field Study Shows 


San Francisco, Oct. 20—Addi- 
tional fuel for the fires now being 
built under advertising came today 
with completion by Field Research 
Co. of a follow-up survey of Cal- 
ifornia opinion of the business. 

The result, according to Mervin 
D. Field, president of the San 
Francisco market opinion and con- 
sumer survey company, is “an in- 
dication of continued and growing 
dissatisfaction with advertising. 

“In 1953,” Mr. Field said, “we 
asked a representative cross section 
of California adults to give their 
reactions to a series of statements, 
favorable and unfavorable, about 
advertising. In February of this 
year, we asked another cross sec- 
tion of the population to respond 
to the same series of statements. 


s “The trend of opinion is clear 
cut,” he declared. “More Califor- 
nians agree with the unfavorable 
statements and disagree with the 
favorable comments about adver- 
tising in 1961 than in 1953. 

“Moreover,” Mr. Field continued, 
“those who do favor advertising 
today are less strongly committed 
than they were in 1953.”+ 


Business Papers 
May Hit $1 Billion 
by ‘70: Lasser 


(Continued from Page 1) 
1,230,000 advertising pages were 
run in business papers. By 1970 
there can be 1,800,000. In 1960 ad- 
vertisers spent $546,000,000 for 
space in business papers. By 1970 
they can spend $1.1 billion.” 


® “As you look at these figures,” 
Mr. Hand said, “you wonder at 
what point business papers will 
become the largest of the national 
advertising media. There is no 
question that present trends can 
bring this about at some point in 
the future.” 

He warned publishers, “If you 
don’t double your advertising vol- 
ume by 1970, you haven’t even 
held your place in the field. 

“The biggest problem to be 
faced in future years,” he said, “is 
the very dynamism of the indus- 
try. New capital will be needed. It 
will come primarily from the en- 
try of newcomers into the field, 
from public stock issues, and from 
the growth of larger enterprises. 

“New thinking will be needed— 
initiative, higher standards and 
pride in the profession. Most of all, 
people will be needed. These will 
need to be management men in 
addition to being publishers. They 
will need to be trained in all 
phases of the publishing job.” 


es William Farragher, advertising 
manager of Youngstown Sheet & 
Tube Co., told the ABP conference 
that his company is increasing its 
1962 business paper budget by 
32% over 1961. He reported on 
some findings from a study of 
some 90 business publications last 
year, when the company suspended 
all trade paper advertising (AA, 
Nov. 14, ’60). 

Among his recommendations: 
e Get more competent help in 
preparing visual aids for presen- 
tations. 
e Spend less money on market re- 
search, and more in readership 
studies and editorial improvement. 
e Get more agreement on circula- 
tion data, particularly on stand- 
ardized job classifications. 
e Bring editors to meet advertis- 
ing prospects, since they can best 
explain the field they serve. + 
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THIS 

BOOM 
HAS A 
SOLID 
BASE! 


Every magazine interests 
somebody. Most advertisers 
count on interest as 

well as “‘bodies.”’ And the 
measurement of interest for an 
editorial product is not unlike 
the acid test for your own 
product—what happens to 

it in the marketplace ? 


This explains the growing 
advertising investment in 
TV Guide based on today’s 
magazine marketplace. 
More people will spend 


more money (50 million dollars) 


for TV Guide this year than 
for any other magazine 
published, regardless 

of cover price or 
frequency of issue. 


America’s Best-Selling 


Weekly Magazine 7 TT 


Oe OL SOREL MERE same | nee Rae 


105 OC STE ARN G te Cem 


ips 1 wena a 
FS Rea ge 


a TO SOT RRL BONE camENRy 


ee ee e Pelee bee 


Py Meade 


sa Tt Somers MUR Ye tency com see Som HEA Fw PE am so SE AEM 0 He am 


ee TV Tyee) tye 


es a ns ae ramet es St ee, fear! Cale egies gente mnare a MeemePegt sg Mme: 9 Wee Rainy om os on lB Seem A an ae 
— Sei) == Der a : aka nk as x areas egies ia . Ci ee Re) BA eam Re e ay ee SMier. = es - ee mee pee ae yet Oy Ngee ee ‘ee sn az ae pee eer 
oe we =: 2D iaaig «oa CE ee ee ee ee eer ts a en ee ee ap 
a Fa a aia a a ke ee BR i 
: $ ' ae a 
“ 
a4 p 
_ - és menme i “ 7 
| Site *, : 
® “ & ss 
aa ; mF ome Nee cam ok TE AA ety cam . 
“ : TV TV i — 
at - GUIDE ° GUIDE > ; ee es 
the r g : i 3 re e ¢ ™ rik sy sak Cont sn aes a € 
_ sR Yee) “Re ae 
' Ls & % ‘ i va os 
ap oe A SNR Te tome concen. A SET Ie toe ce 208 ST NAG DoH cam . 19 mE ATA BH cam Beta 
; TW TVET TV Eee TV Ee ee 
ae , GUIDE > | ae | , GUIDE 4h ame cuive am Seen 
“ . “2 reve, «ae ee a a ae i = x a é 
: ‘ . rd re ae \ wd “a a : \ o A” Fe 
, 7. ‘ = | : ‘ ?. pgs wid % F< sig . i fos = 
f > ee , ee % i ee nae 
ee ae fo d “i kite, P on ee . & ies at 
: 7, ae i TS “se Oe > ee iY; = 
. & % meh : % y 4 3 /—e “ag r 4 : oo~ & # ’ 2 ei iia eae a g f 
ee Anco: @ , GUIDE i — Pie, @ | 
"1 ere ( —* Cie \ SP hs ae ; a ge sy oad cl 
0 oe Fe erm remy cmc we ee somercamaten ecg come OE em sovereign ve og came | 0 somes mugen ey came son sme an a ey cae ' et soy 
"i me nang oe Sregee Soothe Roope Ge” ig Sorehe Boog he | aicae 
a 3 TV TV TV TV Ed OTE OT Ee gan 
0 ae | GUIDE > % GUIDE > ee GUIDE if ‘ ) Guipe if AB ai GUIDE am ae 
ry ' : , ee eet , ae , eS We pos mW on! ne mer 
at \ ra £ @ D ra : ae ; .) ra @ -f FR @ , . 1«é y ‘ + a ; «a : - 
~ “oe ® ‘ ‘i —— é & ‘Cee bd A ‘ — ‘9 od * * ‘Gite ¢ Pe. , ey en ~ : ‘ ‘ tm, ~ é he . : ty me 
in . ss : i & p OG s x a (ek if 
a Oe ee ae ee ae ea _ TV TV Ee ee 
- ae : - , i : ee Pe : ae os GUIDE . eres gee gue ee ae Ages 
ee ae a ll 
‘ss i \ ee |. en | ee. ee ee |: ee. a 
ae Slee, ogy ee — WB ies * nog 7 Pi inset Nc eels 
wk Ser O87 STE MRL 10 CHE mA fen Some HARD 16 DOC cama fame ot somes EU 6 ese came 0 Somer HH . Ee: S00 ors aE cc ama ¥ # a 
ae : TWh TV TV TV OT ae : _ | TV eet 
all, es GUIDE > GUIDE > c GUIDE » os - GUIDE » GUIDE gm & , GUIDE > z | GUIDE » Pe - GUIDE > ° GUIDE * e a 
' = ry" of L y" > he iy" ai... ip" of : ip : : oy of Th of ip = he pe = 
\ ae y pees) ; ees ar: 2s ; 4 Yo a aS: 1 
_ Tae [TR - NR + NR + [TR - PR > PR - PR - PR - 
i - we pee ew. Sa i ~ wa .. ae i ‘Bee | : _ ay ~ = a |e — . a ™ as it a . : he Sige ou ae 
~~ -. 63 gree. 6 a —< jannik ann oe 45 ao. a am . 4 nom  b es 
it . | fe 
by arta 8 TEE TOY com Home SOT ATARI Ee tog cam Hh NT SOMETEARIR tag concen Hh me Ne ETL ARON coer concen rahe ecmentaieee tee fea eee bee ao SEE way ny a an os SET GRR come comet, gt ee weg ne a ; Bee 
° TW TV TV TV TV TV Ee TV Ee TViig. TV — 
. ne GUIDE * 2 nal | toe in GUIDE | " | GUIDE » GUIDE . GUIDE p GUIDE F Nace . oe 
- R aaa 4 si \ Pee ‘ ~e a 4 ae Pp y, 4 ‘= _ ‘omy ) 4 a ; 4 an \e y. ex a 
. : i oe a re toe . : fee . * ‘ — ae) has . ee ~~ 2 eh  ’ aks Re -. 3 an eee 
re- .. on > 2. es ‘4 tne! me 4 >. ae em. mu 4 ye an ‘3 A i ok 
ship 
ent. 
ula- - Sites ves 
ind - 4a 3 <a: 4 ae 
rtis- fe oi 
best : 


ed City 


The Cheyenne Show 


77 Sunset Strip 


Target: The Corruptors 


My Three Sons The Flintstones 


What do we do for an encore? 


BO SN ek Ta Pee ean paige Ue ea U3 a RS CN tn a ca ee aS ot aE a Bah gates a ere a te 2 NM | Aa eg CS ella gel a, | era I, ae 
Share ENR Lehi eas) iy ieee Se hi pret masell Lb ore Mar hee se Eek aide ey Rte ie ee aie a Mite gt me tne CS et i. ioe nN es 2d eH PEO Fy 2 Wd oS i, 5 RR ek a cee RY a 2, UI Rs Ab alee Smee Tere Ree a en oe 
aia Byes sence? on ae At eee Uae a ine ae es tre phee ier name reser ey at oes 5 ie Biot BRE ee Hehperag a) ae nes age Ae ey ae oe = 9 sieaaeere pee a Pe ie < 
RMR ey. mee Se i re eee a age ot <i ea Eg a5 SOR CES CP e (C aar e R la a ca As PRICES Eee LS nS Sh: Sn co gt aie Sap pec? apap Th 
I 8 ri ee ere fo iy © = AR amar Oa SW ate Be I ate 0 0h ae are Die ie od es ee ee ig Atte ee wr ee eae ees 
ee eet he eae a ae Say ae Rs eee > eee a cco ee oe eau: cas eo ie as ome fei oi leas ee ee a i Bib ia oe ee oe os Ge 
ne Meg ee a Ooi Rt ee eG ee Ray Agee Nae 2) We aR nn cM ip ee es a 2 eee > ee 5 at a tense Piel er a ee eran ee 
a ela : rg 3 Se ome ee 
ihe ge ae em 
Rae - Brg es 
jolt eres ee 
ae si 
gis ae = 
r % r 
“* tee 
Ber 22 i 
oa 
al a age een ak 
Pg ae ee : 
pee oe: ‘ 
re : Me 
“eas pes 
hes x 
Sie ya Sere ree 
via as ao ee 
ies | ge i ‘ ‘ : Sees 
eee = . : a 
| . Rid Rie. * 
ea ike: ‘ ae _- ri Se 
se. Ae i) 12h a ie 
oS ee a oo Waa a . . ie ae. 
uate = $ S 3 = % ' “— be . 
5 rs a s a . 4 ee 4 a 
awaiian Eye Nak aie 
a eG . ~ 
os a SE alia x aire Sl ew 
3 : tae ’ ‘ + ‘ Z ’ ear a 7 A > ‘ 
} ‘ } ts ae fee? } 
ai. ee Si 
P : a : 
bs rs 7 mh 4 4 
; < 8 pee iS 
* omgh . = sa = a ; 4 ‘ 
‘* BANS q ; : 
2 ae a 2 j A q . * 
‘i é + “ Z . . ‘id 
. -% “A we 3 , sy | mM \¢ 
; 54 # ‘A ‘h aC 
He se i r ” : i 
BR cn ce % : tte ee ; — oe 
Bees : , ~ i ‘ el es 
: a .. £ ; 
: nia sa - os 5 
Le a " : en tel 
Be ais: 4 y, ' 3 , % hae 
2 : ‘ ee } al ~ i 
See PC Ozzie & Harriet ie 
PEG Re ieee kee 
: cy. . . ty 
roe : ee . Bis 
} 4 = on 
essa lites ie ee a3 
ie Saw: Cs | Se: 
Po: eee < - ote 
igs a - « b\ ee 
e > ~G . 
a de ee 
mo The Donna Reed Show The Real McCoys to) 
ee ae a 
| v: - ~i toh Bes 
w sn a 
ee Aker 


f f 


Ben Casey 


Margie 


Rifleman 


SurfSide Six 


To follow in the footlights of ten of 
ABC-TV’s top programs (each of them in 
first place in their time periods* ) we’ve got 
a bevy of future headliners waiting in the 
wings. 

Will they beat the box-office of our big 
ones? It won’t be easy. But we think the 
newcomers (and the established favorites 
soon to start their new 1961-62 series) 


The Roaring 20's 


The New Breed 


The Hathaways 


Warmer Bron, Plomeres, te. r) 


The Untouchables 


Here’s what: 


show the kind of style that will make it. 

To see how well they do, keep your eye 
on ABC-TV. Which is just what the audi- 
ence is doing. 


ABC Television 


*Source: Nielsen 24 Market TV Report, Average Audience, 
week ending October 1, 1961, 7:30-11 PM, Mon.-Sat.; 6:30- 
11 PM, Sun. 
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The Editorial Viewpoint... 


Mostly Predictable 


The first thing to be said about the American Assn. of Advertising 
Agencies-Hill & Knowlton attitudinal study conducted among thought 
leaders is that until everyone gets a better look at it, comments will 
have to be preliminary. 

Nevertheless, from the summaries released and bootlegged around 
the Four A’s Chicago meeting, it is fairly clear that the survey came 
out about the way any experienced and thoughtful advertising man 
would have expected. 

Advertising has a problem with thought leaders, and the problem 
is compounded by the intrusive nature of television, and by the 
presence on television of certain products, and selling techniques for 
those products. The power of television is in part, of course, that tal- 
ent for intrusion. Thus, what has sparked advertiser interest in the 
medium, and brought home so many dollars to company coffers, is 
precisely the quality which thought leaders find so irksome. 

But all this was recognized before the study went into the field. 

What ought to give thinking advertising men pause, it seems, is 
the attitude of business executives in management. Their detachment 
might be summarized as follows: “If there is an advertising problem, 
it is a problem for agencies and for media, not for us.” Since the 37 
business men who were respondents work for companies which spend 
a total of $860,000,000 in advertising, it may be assumed that they 
have had some opportunity to think through their general approach 
to advertising. And the study seems to say that their general ap- 
proach is one of polite disinterest. 

Only a little more than one-fifth of business management men 
knew anything about efforts to improve advertising content or to 
exercise self regulation. And one executive went so far as to say that 
while advertising and its facilities were of use to him, “if advertising 
agencies and media were threatened with destruction tomorrow, we 
wouldn’t lift a hand to help. We’d find some other means of mer- 
chandising our products, and that’s the way it is.” 

Obviously, advertising has done a poor job of getting its story 
across to management if this attitude can exist. It seems elementary 
to say that concern with college and government attitudes—where 
respondents speak about advertising from a distance, and where 
knowledge is at least partially theoretical—seems secondary to con- 


5: 


—Sandy Woodbridge, Bozell & Jacobs, Omaha. 
“He says it’s the earliest he ever missed a deadline.” 


What They're Saying... 


|TV Exchange Program? ‘been heard in the land. 

| It wouldn’t be a bad idea to send| The common report is that the 
| all American tv producers to Eng- British Broadcasting Corporation, 
land for a while—and it would be 4 Public monopoly when tv began, 


Advertising Age, October 23, 1961 


Rough Proofs 


“Thought leaders are wary of 
ads, 4A’s told.” 

What do the people who read and 
hear the ads and buy the products 
think about it? 


Sporting News says Casey Sten- 
gel was foolish to return to baseball 
via the new National League entry 
in New York. 

Well, after all, he’s got a book to 
promote. 


“The main thing we're selling is 
hope,” explains the advertising 
manager of a cosmetics house. 

And as far as the dear ladies are 
concerned, hope continues to spring 
eternal. 


The newly formed Assn. of Dis- 


even better to send all the critics has become more brisk and bright count Merchants is planning a pub- 


|there, maybe permanently. One 
| thing all of them would discover: 
That other people have troubles 
too. 
The strange thing is that, while | 
the systems are different, the trou-| 
bles are much the same. In spite of 
| having a noncommercial channel in | 
‘competition with a commercial one | 
‘the British public complains that) 
| both dish up the same course at the | 
| same time. 

They do not have a Federal| 
|;Communications Commission) 


because of the competition of the} lic relations campaign. 
commercial boys. Naturally the} They won’t have too much dif- 


|BBC doesn’t want to deny it is|ficulty explaining their cut prices. 
/brisk and bright—it just says it 


always was. e 
In Britain a commercial produc- | 
er put on the most highbrow dra-| Abstract art, says Roger Bur- 
ma I saw in nearly a month of|lingame in the Post, has been 
watching, and the BBC’s coverage | foisted off by art dealers on par- 
of cricket, tennis and racing was|venu snobs in their never-ending 
ample to the point of being stupe- | quest for status symbols. 
fying. The quality of the programs| In view of the demand-supply 
seems at times interchangeable. | situation, there must be a lot of 
And once when the enterprising | snobs. 


| chairman to tell them that there is |Granada (commercial) network 


= 
a “vast wasteland” in tv programs | put on a special production, star- 


vincing people in management that advertising and its future are 
important to them. 


It’s hard to imagine that advertisers can believe themselves so 
disengaged from the advertising problem; yet the study is convinced 
that they are, that they believe none of the blame for existing prob- 
lems rubs off on them, and by and large it seems the study bears this 
out. 

Finally, the study seems quite hopeful in indicating that if thought 
leaders were provided with more and better information, their at- 
titudes would be susceptible to change. It might be well to keep in 
mind that most public relations companies are, after all, in the busi- 
ness of creating or reshaping attitudes. But after this precautionary 
note, the burden of the survey seems to say that reliable and ac- 
curate information, distributed to the proper people, would assist in 
improving the image of advertising. 

Essentially, then, the solution appears to rest with getting to the 
right people more accurate information about advertising. It also ap- 
pears to rest with agencies and media, with advertiser management 
maintaining an interested watch from the sidelines. And finally, it 
seems to re-stress the importance of self regulation, of finding ways 
among advertising men to keep advertising within bounds. There 
seemed to be little predisposition toward government regulation, and 

for that advertising people can be thankful. 


Unfortunately, Still Unpredictable 


Meanwhile, back at the Federal Trade Commission, the full com- 
mission was savaging attorneys for Colgate-Palmolive and Ted Bates 
& Co., which had won an initial decision from an FTC examiner who 
held the “sandpaper” demonstration was harmless puffery. 

The case demonstrates, as our story said, something of the turn of 


-mind of the present commission, and its probable attitude toward 


tv props. 

It also demonstrates that there is no consistency in FTC. When 
Matthias Correa, Colgate’s attorney, attempted to point out that for- 
mer FTC Chairman Earl Kintner had said props were permissible 
for photographic purposes, so long as no deception was involved, 
Chairman Paul Rand Dixon said he didn’t care what anyone had 
said (including former chairmen)—‘“That doesn’t bind us.” 

It is all very well for the FTC to regard itself as unhampered by 
previous policy, but one may wish, wistfully, that the FTC could 
grasp a principle: That consistent policy, enforced fairly across the 
years, is much to be preferred to whim and caprice. In fact, adver- 
tising men generally recognize the need for a regulatory body like 
the FTC. They only wish it had a better sense of direction, and that 
one might depend on its general course, given a basic set of circum- 
stances. Until the FTC can make its policy consistent, it cannot com- 


mand maximum respect or support, although its utility and dedica- 
tion are recognized. 


|has been observing tv for a long 
| time and is presently going to de- 
|cide whether the proposed third 
channel is to be commercial or not. 
| They make some crime and mys- 
|tery shows of their own and they 
|import a lot of our Westerns—and 
\they have researchers who tell 
‘them that the excitement of these 
|programs may lead to attacks of) 
|angina pectoris. (For some reason, | 
Welshmen are immune.) 

| They have not had a big payola 
| scandal (the Italians have) but the 


| 


: . ring Vivien Leigh in a dramatiza- 
|but they have a committee which | 


: : : p When you refer to the AMA, 
tion of something like “Crime and | 1 nen én bethdnte eteatiias 
Punishment,” the BBC courteously | erage sp rd : 
refused to compete. It didn’t ex- you mean the American Manage- 
actly go off the air—it only ran a ment Assn., the American Market- 
Fred Astaire movie which already ing Assn. or the American Medical 
had been seen twice on tv. - a 
The Astaire movie got twice as) 
many viewers as the big drama. ) 
There are times when—after you| _A message is addressed by Good 
have admitted all the faults of our | Housekeeping “to advertising men 
own way of handling television— | who are also business men.” 
you begin to suspect that what we| There may be advertising men 
are all complaining about is chiefly | Who are not business men, but you 
people. | won’t find any who'll admit it. 
—From Review, Column by Gilbert 


| 
familiar charge of “pressure” has’ Seldes in TV Guide. 
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The wastebasket, suggests Leo 
Burnett, is one of an agency’s most 
|effective tools. 

And by the same token good copy 
|readers are just as important as 
| good copywriters. 


Procter & Gamble talks about its 
policy of “always filling manage- 
|ment openings by promoting from 
within.” 

Under this system you might be- 
come president, chairman of the 
‘board or even Secretary of De- 
fense. 

~ 


Ethical drugs, prescribed by doc- 
| tors, now outsell proprietaries, the 
|over-the-counter items, about 
| three to one, AA reports. 

The drug manufacturers should 
| bow in the direction of Blue Cross 
| and Blue Shield. 


| . 


| An agency looking for an asso- 
/ciate creative director specifies he 
must be “a whole, completely 
|equipped advertising man.” 

Can’t he even carry a few wound 
stripes or battle stars? 
Copy Cus. 
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The Washington Post is read every 
day by more families with children 


under 18 years of age than read 


both other Washington cee 


OF 
FAMILY PURCHASES 


newspapers combined. a weheeiak ac 


METROPOLITAN AREA 


Carl J. Nelson Research, Inc., January-June 1961 


Write or phone for brand informa- 
tion on commodities measured in 
The Washington Post's new survey. 


Member Newspaper Color Advertising, Inc. 
Continuity Rates Apply to Both Color and Black and White. 


Represented by: Sowyer, Ferguson, Walker—N. Y., Chic., Det., Atlanta, Phila., San Fran., Los Angeles; Joshua B..Powers, Ltd.—London; Senor G. Enriquez Simoni— 
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Our “photography” 
client is the 
Eastman Kodak 
Company 


The excitement 
in photography 


When you have lived with the men who make cameras and film, 
you know how surely this is their life as well as their business. 
When you have shared their progress in making film more faithful, 
making cameras more flexible, you know the heights of their pur- 
pose. When you have watched them test a shutter, check a focus, 
hover over developing baths while simple white paper blurs and 
sharpens into superb pictures, you know the depth of their care. 


And you know, in this care they take, their realization that a 
picture is more than a print in hand... that it is a piece of living 
someone holds dear. This is the true excitement of their product 
—the excitement that we unswervingly seek to communicate in 
their advertising. 


There is an honest excitement in every product of quality 
—whether it be a characteristic of the product itself or its effect 
on the people who use it. This is the excitement we pursue— 
this extra virtue that creates extra value in the mind of the con- 


sumer. This we seek to present with compelling vividness of 
word and picture. 


This belief in, and quest for, a product's true excitement, is 
in our bones and reflects through the advertising we create— 
advertising generated from the finest organization of talents, ser- 
vices and facilities in an advertising agency today. We welcome the 


company that seeks, in its advertising, the same excitement it knows 
is in its product. 


J. Walter Thompson Company 


420 LEXINGTON AVENUE, NEW YORK 17, N. Y. Chicago, Detroit, San Francisco, Los Angeles, 
Hollywood, Washington, D. C., Miami. Pittsburgh, Montreal, Toronto, Mexico City, San Juan, Buenos 
Aires, Montevideo. Sa Paulo, Rio de Janeiro, Porto Alegre, Recife, Belo Horizonte, Santiago (Chile), 
Lima, London. Paris, Antwerp, Amsterdam, Frankfurt, Milan, Vienna, Johannesburg, Cape Town, Durban, 
Port Elizabeth. Salisbury (Southern Rhodesia), Bombay, Calcutta, New Delhi, Madras, Karachi, Colombo 
(Ceylon), Sydney, Melbourne, Tokyo, Osaka, Manila 
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Harold Bers, 47, 


jthe P. Lorillard business. Prior|its main contributors. He was also | agency for about 20 years, and be- 


‘to that he was a copy group head bylined on more than 100 cross- | fore that was with William H. Ran- | 


Agency Veteran. 


Crossword Ace, Dies 


ARMONK, N. Y., Oct. 17—Harold | in the years that it topped the 100 
T. Bers, 47, a copy group head with | | billion sales mark. He left as a vp. 
Batten, Barton, Durstine & Osborn,| Mr. Bers was with Young & Ru- 
died Oct. 13 of a heart attack. ‘'bicam from 1937 to 1943, and be- 

Mr. Bers, who joined BBDO from fore that was with Kenyon & Eck- 
Lennen & Newell in 1959, handled | harat. 
portions of the Philco, Dodge and| He contributed light verse to 
Continental Can accounts. |magazines, and after the New York 

Mr. Bers was six years at Len-| Times began publishing crossword | 
nen & Newell, where he worked on | puzzles in the 1940s, he was one of | 


|Co., 


| 


with McCann-Erickson. From 1947 | words in the Sunday magazine. He kin Co., Chicago, and Joseph Katz , 
to 1953 he was with William Esty | is credited with the “inner clue” |Co., Baltimore. 

where he was a writer for| feature in crossword puzzles, in| | 
_R. J. Reynolds Tobacco Co.’s Camel | which many of the words are part MRS. FRANCES B. CARSON 


of a unified theme. New York, Oct. 17—Mrs. Fran- | 
ces B. Carson, an agency executive 
ROY C. NELSON |in the 1920s, died Oct. 9 at Lennox 
Cuicaco, Oct. 17—Roy C. Nelson, Hill Hospital. She lived at Harts- 
69, who retired from Al Paul Lef- | dale, ) ey 
ton Co. about seven years ago, died | 
Sept. 27 following a long illness. she opened her own agency, Fran- 
Mr. Nelson was an account ex- | ces Buente Inc., reportedly the 
ecutive and production supervisor | only agency of its kind owned and 
at Lefton. He had been with the |run by a woman at the time. She 


" ae —_ = 


THE PROSPER BOSTONIAN 


He reads the morning Herald or the evening Traveler. He’s the reason for these papers’ circulation 
lead in the “Upper 2/”"— the most prosperous cities and towns in the Boston Standard Metro- 
politan Area. He owns 8% more cars per household than typical residents of Globe towns, 28% 
more than those of Record-American towns. A good customer. That’s why the Herald-Traveler 
leads in Total Display advertising linage by 2,389,419 lines over the Globe, by 16,984,679 tines 
over the Record-American. For the full Upper 24 story, write or call us direct, or contact our 


representatives. 


EVENIN 


tHorald-Travelor 


BOSTON’'S HOME-DELIVERED NEWSPAPERS 
Represented nationally by Sawyer-Ferguson-Waiker 


The wife of Oswald B. Carson, | 


Advertising Age, October 23, 1961 


“AD ‘POUR-IN'—This “checkerboard” 
ad in November opens a tie-in se- 
ries in McCall’s in which Best 
| Foods’ Mazola corn oil pours out 
of its ad into the frying pan in the 
Gorton’s ad below. Lennen & New- 
jell is the agency for Best Foods; 
| Harry M. Frost Co. for Gorton’s. 


retired in the 1930s to become a 
housewife. 

Before starting the agency, Mrs. 
Carson was with Tidewater Oil 
Co., first as a secretary and later as 
advertising manager. 


WILLIAM B. CLARK SR. 

NORWALK, CONN., Oct. 17—Wil- 
liam Buchanan Clark Sr., 61, ad- 
| vertising manager of the ‘Norwalk 
Hour for the past 20 years, died 
of cancer at his home Oct. 6. 


‘CHARLES F. KERN 

| PHILADELPHIA, Oct. 17—Charles 
|F. Kern, 69, owner of the C. F. 
Kern Advertising Agency, Wynne- 
wood, Pa., died here Oct. 10. Mr. 
|Kern retired a year ago from the 
agency he had owned and operated 
|for 35 years. The agency’s offices 
had been in downtown Philadel- 
phia before Mr. Kern moved them 
to Wynnewood. 


LeROY L. SMITH 

New YorxK, Oct. 17—LeRoy L. 
Smith, 84, former editor and pub- 
lisher of the Long Island Daily 
Star, died at University Hospital 
| yesterday. 

Mr. Smith joined the newspaper 
as a reporter soon after the turn of 
the century. He sold it to Samuel I. 
Newhouse in 1938, and the news- 
paper is now part of the Long Is- 
|land Star-Journal. 

Mr. Smith blamed the Daily 
Star’s death on the American 
Newspaper Guild, which refused 
to negotiate a wage cut. He said 
|the newspaper lost $200,000 in its 
\last two years. After a two-week 
shutdown, Mr. Newhouse resumed 
publication at the old wage scale, 
under a new guild contract. In a 
| subsequent merger, Mr. Newhouse 

‘combined the Flushing Journal 
| with the Daily Star. 

‘MacManus, John Hires Four 

| MacManus, John & Adams, Min- 
neapolis, has added four men to 
lits staff. Robert O’Kieffe joins 
|MJ&A as an account executive on 
| Minnesota Mining & Mfg. Co.’s re- 
tail tape division. He formerly was 
| with 3M as contact supervisor for 
| this division. Mark Morrissey, who 
|}previously was with J. Walter 
| Thompson Co., Chicago, has been 
/named director of marketing, mer- 
chandising and promotion. Joining 
| the creative staff are Robert Con- 
|nolly, art director, formerly with 
| Batten, Barton, Durstine & Osborn, 
Minneapolis, and Tim Howley, 
|copywriter, previously with Bolin- 
| Smith. 


Healy Names Hannington 

| Healy Advertising Agency, 
Montclair, N. J., has appointed 
Vaughn G. Hannington copy chief. 
Mr. Hannington was formerly with 
|Adams & Keyes. 
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Beg, borrow, blackmail the comptroller, 


but 
DON’T MISS OUT IN JANUARY! 


January closings have a way of sneaking up 
unnoticed. Particularly if your °62 budget is 
still in the lap of the gods. 


That’s why we want to make sure you know 
about the spanking new, excitingly different 
INSTITUTIONS. With its distinctive new size 
and striking new format, the January issue 

is eagerly awaited by subscribers. With even 
greater use of full color than ever plus a 

300% increase in full editorial pages, 

it promises to be more thoroughly read than 

an agency president’s tax return. 


And with the flexibility of offset, we can not 
only accept your available letterpress plates 
(no charges involved), but offer you 

several money-saving alternatives as well. 


The eyes of 45,000 paying customers are on the 
January issue. You belong in it! 


CLOSING DATE FOR SPACE 
RESERVATIONS—NOVEMBER 20 


INSTITUTIONS 


MAGAZINE OF MASS FEEDING « MASS HOUSING 


,?_ 46 


¥ 7, 
1801 Prairie Chicago 16, Ill. * CAlumet 5-1800 #{fii): 
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Advertising Age, October 23, 1961 


GET TOU GH! Firm up your business by advertising to 

@ the premium male market in ELKS MAGAZINE 
If your business is slow to respond as the economy turns up—try a promotional push to 
the affluent, acquisitive Elks market. Elks are among the nation’s top earners . . . with a 
J high $8,709 median income”. They are mature heads of households who own and buy just 
- _ Report, — about everything at a record rate*. 
Nearly Y2 are business owners, officials or professional men—well paid, well housed, 
well traveled community leaders. Advertising to Elks is smart. They are proven buyers— 
with the temperament and the means for making consistently large scale expenditures on 
business, shelter, apparel, leisure, luxury and service items. 


Get tough with your ad dollar. Squeeze it for all it’s worth with sales messages in ELKS 


MAGAZINE .. . the only publication designed to exclusively reach, influence and sell the 
dynamic Elks group. The cost— about ¥ that of other leading Men's books. 63 
CIRCULATION... 1,308,301 (ABC 6/30/61) 
C/P/M....... ee 


‘ « Chicago, 360 N. Michigan Ave. 
a. e Los Angeles, 5909 W. 3rd St. 


-e New York, 386 Park Ave. South 


Your chances of making sales in the big WWTV 
coverage area (Northern Lower Michigan) are 
almost twice as good as in all of Wyoming*. 


WWTYV, Cadillac-Traverse City, is the undis- 
puted leader in 36 Northern Lower Michigan 
counties—delivering more homes than Station B 
in all 168 quarter hours surveyed, 6 p.m.-Midnight, 
Sunday through Saturday (NSI for Cadillac- 


pet — 7 Traverse City—Oct. 17-Nov. 13, 1960). You 
hes daily circulation, ° 

devtine end nighttime, in 36 would need 13 daily newspapers or 16 radio stations 

to even approach this penetration. 

The Fe tor Shale Add WWTV to your WKZO-TV (Kalamazoo- 

a ond Grand Rapids) schedule and get all the rest of 

WKZO-TV— GRAND RAPIDS-KALAMAZOO Michi h havi . 

enentogg cnaiinenn outstate ichigan worth having. Jf you want it 
WEF RADIO— GRAND RAPIDS all, give us a call! 


WJEF-FM— GRAND RAPIDS-KALAMAZOO ‘WW . 
quye—cnnnes nese Gn V area retail sales are $832,349,000 annually com- 


KOUN-TV—UNCOUL, NEBRASKA pared to $436,251 for Wyoming. Source: SRDS. 


WWIV 


316,000 WATTS @ CHANNEL 13 @ 1282’ TOWER @ CBS and ABC 
Officially Authorized for CADILLAC-TRAVERSE CITY 
Serving Northern Lower Michigan 


Avery Knodel, inc., Exclusive Notional Representatives 


| 
| 


Getting Personal 


Cecil R. Conner, head of the agency bearing his name, was hon- 
ored recently by his colleagues for his 50-year membership in the 
Denver Advertising Club. Aptly, he’s now serving as chairman of 
the club’s historical committee . 

The Pepsi-Cola Bottlers Assn. recently established a $45,000 
scholarship fund at Northwestern University, graduate school of 
business administration, Evanston, Ill., in memory of Alfred N. 
Steele, late chairman of Pepsi-Cola Co., and a 1923 alumnus of the 
university’s business school . . . The scholarship will be awarded 
for the 1962 school year to a qualified student interested in the field 
of marketing ... 

Ted Klein, vp of Paul Klemtner & Co., and author of “Nine 
Months to Go,” a treatise on pregnancy published by Lippincott, 
had his first autograph party Oct. 14—in the maternity fashion de- 
partment of Lane Bryant’s 
New York store. The book will 
be brought out as a paperback 
by Dell Publishing shortly, 
with a hefty section of adver- 
tising ... 


Compton President Bart 
Cummings’ son Peter, one of 
the best prep halfbacks in the 
East, made the freshman team 
at Yale University .. . 


The October issue of Mc- 
Call’s features an article by 
Bob Foreman, head of creative 
services at BBDO, the agency 
for Ladies’ Home Journal... 
It surveys “The Decline of the 
Male Sex.” 

On Nov. 11 a tv show in 
West Germany will review 
“The TV Controversy in Other 
Countries.”” Among the stars 
of the show will be Newton 
Minow, FCC chairman; LeRoy 
Collins, NAB president; Ernest 
Dichter, director of the Insti- 
tute for Motivational Re- 
search; and James S. Bealle, 
vp and tv-radio director of 
Kenyon & Eckhardt... 

Charity row: D. Robert Par- 
THAT'S THE LiMiTi—Margaret Hocka- man, senior vp of Ted Bates 
day, president of Hoeckaday Asso- & Co., is chairman of the New 
ciates, shows what happened the York County chapter of the 
first time she ever went fishing— pve cya Somat a a 
three whopping salmon (the legal ‘Clty which was host to a mid- 
limit) she rom ina prt sea ot we % on cng —dieha ne aan aie 
the Oregon coast, the weekend be- ‘4°, ° : 


: : of broadcast promotion for 
fore the international sales confer- Ww RC has been re-elected to 


ence of Jantzen Inc., a Hockaday the board of directors of Just 
client. One Break Inc. which helps 
finds jobs for the physically 
handicapped ... Maxwell Dane, vp and general manager of Doyle 
Dane Bernbach, and Edward Kletter, president of Parkinson Adver- 
tising, are co-chairmen of the ad division for the New York drive 
for B’nai B’rith youth services. And at a Nov. 17 dinner at the Wal- 
dorf, the B’nai B’rith Foundation will present its President’s Medal 
for Humanitarians to Leonard H. Goldenson, president of American 
Broadcasting-Paramount Theaters Inc. Proceeds from the $100-a- 
plate dinner will go to the foundation’s youth programs and voca- 
tional service ... Enid A. Haupt, editor and publisher of Seventeen, 
is heading the magazine division of the New York City USO fund 
drive ... Chairman of the ad division of the 1961 Muscular Dys- 
trophy campaign in Philadelphia is Nino Giarrantano, an art buyer 
with N. W. Ayer & Son... And Raymond F. Sullivan, chairman of 
the executive committee of Sullivan, Stauffer, Colwell & Bayles, 
has added to his titles that of ad division head of the Greater New 
York USO fund raising campaign .. . 

Two Americans who had retired in Majorca—Mrs. Jayne Rathbun 
House and Carlton Johanson, retired vp of Doremus & Co., San 
Francisco—were married Oct. 4 in London... A December wedding 
is planned for Julia Cresswell and William Bullion, of the San 
Francisco office of A. C. Nielsen Co... Also engaged are Emilyann 
Posehl and Walter Dallenbach, of the ad department of Procter & 
Gamble... 


Stephen Birminigham, one-day-a-week copywriter at Doherty, 
Clifford, Steers & Shenfield, will have his third novel published Oct. 
23 by Little, Brown. The title this time: ‘““The Towers of Love,” and 
the leading character is a “former agency man.” Why a “former” 
one? Well, that would give away the punch line of the book. As for 
the author, he has no desire to become a “former agency man” him- 
self—“I think it’s a great mistake for a writer to closet himself in an 
attic.” That’s why he’s at the agency each Wednesday working on 
special projects, new business, etc... 

Dean Boyd, copywriter at G. M. Basford, has a first novel out 
which he feels readers just may get carried away with. Entitled, 
“Lighter Than Air,” it’s the capsule account of his four years as a 
Navy blimp pilot. Published by Harcourt, Brace & World, it bowed 
on Sept. 13, the 30th anniversary of the test flight of the first rigid 
airship... 

Robert Henry Schmelzer, vp and management supervisor of Ben- 
ton & Bowles, whose first literary effort, “Crosswind,” was pub- 
lished this month by Viking, bears the author’s name of Robert 
Henry (AA, July 10). He explains that he’s not “hiding behind a 
pen name,” but just decided his first two names made an easier-to- 
remember combination, “and why make it tough for people.” He’s 
also very tired of explaining why this nom de plume... : 
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itis 


Are you weary of trying to work out schedules to match up with CID and/or 
bulk requirements? Do you worry over short rates and other involvements 


if conditions make it impossible to fulfill continuity or linage commitments? 


Advertisers who use The Kansas City Star are free of such restrictions and 
forebodings. They run what and when they choose. They incur no penalties 


for incomplete schedules. And that isn’t all... 


The Kansas City Star’s flat milline rate of $1.79 for its 
morning and evening circulation gives advertisers more sales 
contacts per dollar than are obtainable at the CID rate, 

bulk rate or open rate of any other newspaper in America. 


It is the rock-bottom advertising buy of the nation. 


If you are searching for “USP” (Unique Selling Proposition) as defined 
and dramatized by Rosser Reeves in “Realities In Advertising,” 


here it is without equal in volume, quality or price. 


Circulation: Morn & Eve 670,284; Morn 332,802; Eve 
337.482. Flat National Rate: Morn’ & Eve 1.20 (Milline 1.79); 
Morn .85 (Milline 2.55); Eve .85 (Milline 2.52). 


THE KANSAS CITY STAR 
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Burrelle’s prompt and thor- 
ough clipping service has long 
supplied P R Directors with 
clippings from daily and 
weekly newspapers, magazines 
and trade papers. 


Now, in addition, Burrelle’s 
offers Professional Clipping 
Analysis — confidential, inter- 
pretive, statistical reports sent 
to you each month. This new 
service... 


... gives management 


BURRELLE’S PRESS CLIPPING BUREAU 


165 Church St., New York 7, N.Y. — Phone BArclay 7-5371 
SALES OFFICES 


Now...Get Concise, Periodic Reports 


impressive, comprehensive 
evidence of your accomplish- 
ments. 


... keeps you posted, helps 


you establish even more effec- 
tive future P R programs. 


... relieves your staff of 
time-consuming details. 


Phone us today—or drop us 
a note—so that we can discuss 
with you how Professional 
Clipping Analysis can best 
serve your needs. 


1868 Columbia Rd. NW Magee Bidg. 14 E. Jackson Bivd. 1456 N. Crescent Hts. Bivd. 
Washington 9, D.C. Pittsburgh 2 Pa. Chicago 4, Ill. Los Angeles 46, Calif. 
COlumbia 5-1757 COurt 1-5371 Wabash 2-5371 Oldfield 6-0304 


More Than 70 Agency 
Execs Sign for AA's 


Management Group 


Cuicaco, Oct. 17—More than 70 
advertising agency management 
and accounting executives have 
signed up for the third annual 
Advertising Agency Management 
Workshop to date. 

The workshop, which is spon- 
sored by ADVERTISING AGE, will 
be held at the LaSalle Hotel, Chi- 
cago, Oct. 30-31. 

Advertising agency representa- 
tives from 40 different communi- 
ties in the U.S. and Canada, plus 
one from Helsinki, Finland, have 
made reservations. 

The entire program of the Ad- 
vertising Agency Management 
Workshop has been planned by 
Norman Fields, C.P.A., consultant 
on agency financial management 
problems and partner in Fields & 
Fields of Chicago and San Fran- 


‘TOP TEN BRANDS 
STUDY | 


a 
PRIMARY 
TOOL FOR 
SOUND 
MARKETING 
AND 
PLANNING 
IN THE 
GREATER 
DETROIT 
MARKET 


The Hree Press 


offers you the current and continuing 


study of the ever-changing profile of 


the Greater Detroit Market. 


The second annual Top Ten Brands 


study now enables you to make com- 


parisons with last year. It provides basic 


data about current incomes, buying 


power and brand preferences in the 
combined ABC City and Retail Trading 


Zones. 


You'll find consumer preferences in 


this market for Foods, Automobiles, 


Cosmetics, Toiletries, Appliances, 


Tobaccos, as well as data on buying 


locations and retail shopping habits. 


This current and continuing research 
gives profitable direction to your 


Detroit marketing. 


To arrange for your Top Ten Brands study 
clinic, or get additional information, call 
or write Cyril Brown, National Sales Man- 
ager—or our National Representatives. 


The Detroit Free Press 


MICHIGAN'S ONLY MORNING NEWSPAPER 
NATIONAL REPRESENTATIVES: STORY, BROOKS & FINLEY 


Advertising Age, October 23, 1961 


cisco. 

The workshop was inaugurated 
two years ago to help meet the 
need for greater knowledge of 
agency financial management, and 
to provide a forum in which top 
management representatives of 
agencies can exchange ideas and 
experiences. 


s A 114-page information-packed 
manual containing outlines, sum- 
maries, and 49 illustrations cover- 
ing nine vital areas of adminis- 
tration and financial management 
carried on the program, will form 
the text that leaders and partici- 
pants will follow. This volume of 
material will provide those in at- 
tendance with a most valuable 
and permanent reference. 

In brief, the areas to be covered 
will be: Agency charging prac- 
tices; legal obligations of the 
agency with clients, employes, and 
tv packagers; budgeting and cost 
accounting; pension and profit- 
sharing plans; departmental or- 
ganization of an advertising 
agency; pros and cons of mechan- 


izing an agency’s clerical work; 
the issues involved in agency 
ownership distribution; pros and 
}cons of investing in the agency’s 
own premises; the future of agen- 
cy compensation. 


# In addition, three hours will be 
devoted to solving the manage- 
ment problems of a _ case-study 
agency. 

One of the highlights of the 
workshop will be an address by 
J. Kenneth Laird, president of 
Tatham-Laird. Mr. Laird will 
present his views on vital agency 
management matters in his talk, 
“The Eyes of Management.” 

The sessions will provide an un- 
usual opportunity for advertising 
agency people and their lawyers 
and accountants to exchange views 
and to hear presentations by the 
following agency executives: 
Philip H. Schaff Jr., vp and chair- 
man of finance committee, Leo 
Burnett Co., Chicago; William R. 
Parker, vp, Ketchum, MacLeod & 
Grove, Pittsburgh; John W. Davis, 
secretary-treasurer, Honig-Cooper 
& Harrington, San Francisco; 
Harry A. Estes, administrative and 
business director, Knox Reeves 
Advertising, Minneapolis; and 
Howard Swink, president, Howard 
Swink Advertising, Marion, O. 


s Also, panel discussions will be 
conducted by Morris I. Leibman 
and Russell M. Baird, attorneys, 
Crowell & Leibman, Chicago; Wil- 
liam N. Bret Jr., actuary, Arthur 
Stedry Hansen, consulting actu- 
aries, Dallas; and Ira Fields and 
Herman Berger, C.P.A.s, Fields & 
Fields, Chicago. 

The workshop starts at 8:45 
Monday morning, Oct. 30, and goes 
through that evening, continuing 
again at 9 a.m. on Tuesday, and 
ending at 4 p.m. Cost, including 
lunch and dinner on Monday and 
lunch on Tuesday, is $150. Com- 
plete program details and partic- 
ipation blanks are available from 
ADVERTISING AcE, Agency Manage- 
ment Workshop, 200 E. Illinois St., 
Chicago 11. # 


GLM Associates Founded 

GLM Associates Inc., a new en- 
gineering-oriented industrial ad- 
vertising, pr and marketing organ- 
| ization, has been organized with 
headquarters at 1700 K St. N.W., 
Washington. Jean Jolkovski is 
president, and Lawrence B. McKay 
will direct all advertising and pr 
activities for industrial clients. 


Laupheimer to Liggett & Myers 
A. N. (Buddy) Laupheimer, for- 
merly executive assistant in charge 
of conventions and conferences 
with National-American Wholesale 
Grocers’ Assn., has been named 
| manager, trade services and assist- 
ant director of public relations, 
Liggett & Myers Tobacco Co., New 
York. 
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Here’s help 
in cutting 
your sales costs 


You can trim sales costs .. . by concentrating on 


men who are currently buying in volume. 


Chilton’s Marketing Assistance Program can 
identify them. We use many means to help select 
and classify the productive buying influences. 
Circulation spadework. Editorial surveys. Buyer 
profiles. Chilton and government census data. 
Inquiry records. They are allin M-A-P...in punch- 
card decks, manuals, survey reports and on tapes. 
You name the products . . . we will name the 
buyers you should sell the hardest. Each Chilton 
business magazine offers you a 2-pronged ap- 
proach to more sales: A custom-tailored M-A-P 
on its market; an advertising medium that can 
get you results now. 


CHILTONS 
MARKETING 


ASSISTANCE 
PROGRAM 


Be sure to get a free copy of this newly updated 
48-page booklet describing all the services offered by 
Chilton’s Marketing Assistance Program. Write today 
on your business letterhead to: CHILTON COMPANY 


CHILTONS 


TALS 


eee BeSQreene no. ee 


A GUIDE TO MORE 
PROFITABLE MARKETING 


Chestnut and 56th Streets, Philadelphia 39, Pa. + 


a hee ae ede : eye) s. oan ee al CAPRA ESOT aed ’ ae eens 2 s He ie i BE i> ae ee a ee 
Sn eee Spt FOS ail a bc a Ses poe. i F ft - Gap eee ae este Maa ‘ yer iy ily as ees 3 so é ake ae, enn = ag Eat casa 
gern Re eee i oe Eee ple Mie eal oA a en AP Or Ce a es oa ee 
Pea See Siem Gy aged aoe ee Sas Blame <2 AS hnehee a seme SS. a add ars Re Eight ae iy ok Sree, . Seager. ahs 
ie, gt See: hei ioe sae whee 54) a eras ot nea Se Rag Rema, i deca : RIMS 5 OM, Mee Aa pede era he Ore ate CRM, 7 Sl Sal oe 
be eee a a arene a OR ee ae i rer a SON ne a re 
io a ite 3 Co oo Rar) So hea er 1 er Cane Cy otek ae a aN ae Aaah PO RREER ERAS CR) SO Aer atten se aE. SMS SR Brien ese ere: a SS, em er ae 
ee ot hs en. ee a eer ta Syst Rees (ts) Ld FeO CA ME ice in os Became W sar prege a eee ne erie et Oe ete i Se a Ages a Serge Bagh, ees abi Ss Se a A ree ee ges, oe ae a) pe ot 
Bis. eee er ee Meg Pe PRT rn ee ha ci are RE er Sd eNom erm SS Se ae! TR ag eRe SMR Oe BE ET eS RRS oe a ieee see 
Be Bees et on 5 “ : 7 ss are ape se faiseerh age : 7 Bee che ES ai, z = ate - Gj bs Pia ee aig ane scae 
me a 
te ei ed 
ae PP aeDs a 
ich as jue 
: - ioe - 
Ries ae 
- - : oe ee : 
; i* : Be ae B me eee ip 
: Soe a E.~ - 4 ———— es ere be 
pes a ie ' ae a } Re aes ate 
ceemes L4. ” — 2. te 2 ae 
nat ee oa BS ages - 
f . Se ee aah a -— i ——_ foots eae 
ee ie ee o =. 5 eee i 
ee — lc ee nag 
. a .a ee ee 
See Ss } ~ ee eo es a Sea id 
F Ry : : \ Sa ' 3 eS e a ; 
s ae ez Be Bee 
‘ % i 33 3 = aa Sees f 
4 3 \i ae * ee ee 5 a. tee & 
\ ee 4 % Ee Tee ae 
34 cae r. : =a : oe 
. Bae es % ‘ i 7 ae Bee 
: j Sey eee - es Be Soe 
& ; ee oe Be - f 
* Re Sgn 3 ee ‘ Bassin 
° e S eee x a H tes 
se Bo pease & 7 ee Bee : 
sa ; Piers eek 3 ss a a : 
' Pi es ee : ce i 
‘ ill eee | ee fe : —. is oe bea ie 
, : ee So eee So 2 = ae 2 ite 
a ee po ee Bo . Be sy ote 
Bs aR SR Sse 25 Seas - am 3 > ee 
# : ‘ eee SOX ee 2 Se ‘ — g Bese a apg han. 
ee a Sr 2)  [ =a = oe ee 
ims —— ll I  Y . a i oe on eee 
Fok 9 Se. fF @ a oo 
a ee ae : a cE } ly cn ees 
~ elds ea Ba 3 ee ce gi a5 
rai il Pye a eee a ee, Rae ea 
ieee esis ae ae — a iene wid 
Bo ae i aan ss et a ; a eS atolls 
Sao he ees ss . 2. 2a i ste ones 
AS teem ee i Sg —— x aan ee Sa ae 
= ae . Aaa a ae ‘a oe 5 ap ee : 
Be deus gene my! Po eee : sc ae Se om 
7 ee: aye _ rf FF = coat BB hie 
A ee ee J a : 4 ee ee 
py et Oe 2 IRE rere $ ee Ast ai es 
Ge eee * i aime 8a aes 4 Boe *S ne ees = ae “ee 
Se, are ee Fe: fe io . ae See Ne ae 
a — sll ees 
grits pare ye 3 OE esate ee Pa a ae 
ae Bee ee ae" fae 6 ove Sea ay 
} Ge ae or Sa ee 2 eas oe 
ae ee a oes i ee 2am SS ; ; 
it. Ceti anhe Sains oa ae io: el a : a oo So ae 
Dimer ao: ape < ee oe Ss oat 
ier Rate a .. - ce PF es 
2 aed % ; woe ea ‘a oe : : 
re ry ex ee ee : ce, 
bee id me eS ee r; 
S ; :. i — 2 3 . 
|. . = | 
ee +2 ee 
: . a ie 
a ie 3 
‘ a ee : 
a ES ’ 
. ae ie 
“ ; oe fe i 
cc ae a $e. ; 
Se ees ea 
a BS ae : 
“a ae ee oe he 
— | 
a eee | a 4 _ | eee oe 
1 Sees 2 a - _ =e 
, Ss i | : 
= — 
° ty : = a 3 
poe eee aay seer ey % id i. te a : a ee % esos af : 
ge So ee oe Ee ee Woon 4 es 4 aes ee 
pe RE ee cee rege wi leas oe apa ak: Be ag a Se ee Bea Re as 
ee bay ee gee ad Ani ee ee ae td oo x P Me ne 
ene oat | SESE Saale Pol ae et Wailea 5 ee Joe eS Bg ‘ a pate 
Tee” et Rae Re a ne = is ope 
ak oT ore as sta y ries fee fe 
Fo ge: Sa es aie < te ee ee 
ic oa eae ae Teoma PR eee Be te are es 
Par at oy yee aye. aw Le, 7 ; pee ee 
foe ee Poe oe eg a = : car 
ate As hoe oS ee x 3 — eer 2 ie Oe 
ea ene a ee Ge i aa Soret tte oot: i ees 
Sone ee ee Ec) ee +> 2 ee 
See cx en in, lea ; es ES A ee “ 5 
eR prigta rea, Grech Shao ee kee See Meee = See — Boe ee 
Fer terete 3 ieee "cath eh aia GA : ee Seat 
tre ae ar: ie Se eee. be es 2 cae aR Se : es 
i ia. Sera “ OS Bae rie a z ee 
mt a a i : — oo — £4 ; 
‘ - ; — 2a — £3 
ma zie Ga : M Bae, . ; pe i ae : a ghar F : a sey £ ane : 
: ; a fl e F- 
sg Re 3 ¥ z SS 
i. : = ee : 
Ete, eo eee ne ae 
egmeee B e e ese - oe [oS an z fe oe : 
neg Or, A be a 3 ge. ee 
S ‘os ei Sat Lo te See a ae ae ¥ 3 Bs meee 
. ae a Vee ee es a 4 Pee erie 
2a. Be ie cares a ¢ ae eae 
tee - Biogas ae | I ES te So ae Ss Aa Bs : peace as 
Sel i en a | | lS he —— 
ye i: Re ys eee | 2 ae Boe aoe 
e; i. Bg re. i. aA Senne airy ee. a F 3 a ae Bs 
set 5 ae Se LO 2 ioe ——— = ee eee 
ae Se Ieee Ae a : 3 “ f a ace a é ee ce pas ia 
i gee eee ee aia Bae 8 Ie rs cc oe $ 4 e 2 “ 
ie ke i ee rome Sa A : ss iy 
te te ee et 9. bo res ———— : be mses 
ek cg Se Oe OS el ne : Bee ie 
ae Se ee ..  * a a es 
oy Bhs ea mmm 2 Re Ae —— 3 : : Ss en 
ae ee I : i S tees 
{ee ee a ae aa 4 F ; 3 phips 
Se ee ll : SS ae 
Ce ee ee a ee ee. : 3 
: ; : i = ie 
: : a Pas a a = 
F r i he — = : 
; ; Ree > a — tee 
aa : ' ee. : § 4 Ae 
AR Se rs = Bis 4 ; 3 8 | 
pee ne i aaa es ee : ES ee ee 
 —— : me ny poke F ee te eae ’ % ere Se 
oe Bie ee Eg ee igs Ry $ ee Eee 
teaaete & Ae: Noto rae 8 é Saree. 4 & E $ Soa 
eed a ae Dy pa ea Nagata -acrarecn* POREERN 7 : = ‘ y 
a a 5 a P . % sf $ mee ‘ : 
. 5 1 ; pleat F ; i* ; = = 
’ oo = a _ = 
= i ae | i Be 
"I ———— $ = 
igi Gaia gd spe i sa es oo ; 3 i 
a ee Dee cts i i aan : eee . : 
Bae eee ned ere — ae i = 
oe a ae b ty: ae eee aa ee a 
e4 rR sere : Bh me : 4 ——— an es oe : 
ORE Li, SS ena bs ey ta a ll _ = 
3 5h Sp ae ‘ ; : az ca fa sp ; 
ery Stee FO Mien rss Sere Te, . ———— ‘ Ss Ke i 
. af 5 eeapeien, % py ea pe : — Re a % y 
5 2 re Gee ian eee =_—- + mam 23 a i : 
esta oS fon 7 : a x ; | See - e. > ae ae EE | - 

Bin ie ace ba ee pees 22 neti es is — Ee _— 2 F a & a Es 
eee ome 6 oS e ge ” i ee . Fas fi. Ree SK = ce ares 
eee Re ee me © ere eS eS eee 
Big et 7 ee co a Bes Bae a tae a ae om ee sae 

Peewee eee ke Rg vee Pd _— ae i os ta oe ee aaa 

big PS el Se ee, Nile: aaah - rm ane x ° -_ iii Pome ae ae: me ses ir 
ra eae: Rees oH. — a #. oe 7 as 3) a8 Be age 
ae a Bee Y ay : Eve %. Bis % 4 te ia % 3 4 i Se A i aes " 
ae ai eS oF i me a x Vai «te € E es ae 
s = i ; we oe | ae *i = 
; : " ae ‘ e Bhs is: = 4 E : J a 
¥ abe : a E t x = “ ao eae x4 
: ea, ree e el ee — = ee 
; = x P i ig Sk ‘ ee ne 
fe Ss % 
c oe a 
= Be f 4 
ba id ee = - 
: ce es 3 
; hi : 
iy ifs 


“HE DIDN'T CROSS THE T's!” 


It’s often embarrassing to overlook something obvious, 
especially when it’s as apparent as the 15-county South 
Bend market. This area has retail sales of $1.11 billion; 
$248 million of it in food, South Bend’s metro area 


alone has $575 million buying power. Cover this entire 
market with its dominant station . 


WSBT-TV 


SOUTH BEND, INDIANA 
Channe! 22 


Paul H. Raymer, National Representative 


.. WSBT-TV. A 
complete CBS schedule and popular local shows do the 
job. See Raymer for details. 


Anaconda Forms New Division | 


Hastings-on-Hudson, N. Y., has es- 
tablished a utility products divi- 
sion, with Austin W. Dunham as 
manager. Mr. Dunham has been 
manager of utility sales for the 
company since 1960. G. M. Basford 
Inc., which handles advertising for 
all of Anaconda’s divisions, will al- 
so handle the new division. 


Davis & Eng Adds 3 Accounts 

Davis & Eng, New York, has| 
added three accounts. They are: 
Florasynth Laboratories, New 
York, from G. M. Basford Co.; 
Rudder Publishing Co., which has 
done no adyertising for a year, 
through Wunderman, Ricotta & 
Kline; and the Hudson Review, 
we has had no previous agency. 


KMED Goes on Air 


| KMED, a new tv station in Med- 
ford, Ore., has begun broadcast- 
ing. The new station is an affiliate 
| of National Broadcasting Co. 


a statement of policy 


The visibility of 
your advertising in 
Medical Economics 


. the best interests of our physician readers and in the best interests 
of your advertising: 


@ MEDICAL ECONOMICS does not run gatefolds. This type of advertising, 
in our opinion, interferes with the normal reading habits of physicians. 
Gatefolds also detract to a marked degree from the visibility and exposure 


potential of nearby advertising. 


G \IEDICAL ECONOMICS does not accept run-of-book advertising in a fixed 
or “preferred” position. By rotating all ad units through the magazine, 
MEDICAL ECONOMICS does not deprive your advertising of any position that 
may be considered advantageous. Our objective is to maintain equal visi- 
bility and exposure potential for your advertising throughout the year. 
G MEDICAL ECONOMICS’ editorial content is specifically designed to draw 
the physician-reader through all sections of the magazine. Our aim is to 
maintain equal reader traffic throughout and thus create maximum visi- 
bility for your advertising in every issue. 


Medical Economics 
Oradell, N. J. 


The journal that serves the doctor first serves the advertiser best 


Anaconda Wire & Cable Co.,| 


Advertising Age, October 23. 1961 


TE FRESHER THEY ARE, THE FIRMER 


BREAKFAST FACE—Nulaid Farmers 
Assn., San Leandro, Cal., will run 
this color page showing farm fresh 
eggs in a face design in the No- 
vember central zone edition of 
Sunset Magazine. Lennen & New- 
ell, San Francisco, is the agency. 


Accident Insurance 
Stamp Plan Tested 
in Los Angeles 


Los ANGELES, Oct. 17—Consum- 
ers in Southern California can now 
obtain auto accident insurance by 
saving Blue Chip trading stamps. 

Under a plan currently being 
test marketed in the Los Angeles 
area by a new company called 
Trading Stamp Insurance Agency, 
a consumer who submits six Blue 
Chip stamp books a year, and who 
is injured in an auto, bus or truck 
accident, would be eligible for pay- 


months, plus $500 in hospital pay- 
ments. Half-year protection is 
available in return for three books 
of stamps. 

In event of the insured’s acci- 
dental death, a beneficiary would 


er, Beneficial Standard Life Insur- 
ance Group of Los Angeles. 

According to Cole, Fischer & Ro- 
gow, agency for the trading stamp 


stamp books are currently being 
distributed in more than 700 super- 
markets, drug stores and gasoline 
service stations in the Los Angeles 
market. An introductory ad cam- 
paign is scheduled to break this 
week via local newspapers, radio 
and television. + 


TV Enterprises Names Two 

Gerry Corwin, formerly a sales 
executive with National Telefilm 
Associates, has been appointed 
midwestern sales director of Tele- 
vision Enterprises Corp., a recently 
formed tv program distributor. Mr. 
Corwin will make his headquarters 
in Minneapolis. Roselle Sarapin 
has been appointed assistant to the 
president in the company’s Holly- 
wood headquarters. Miss Sarapin 
formerly was associated with Rey- 
nolds Metals Co., Revlon Products 
Corp. and Kaiser Aluminum Co. 


Gene Plotnik Appointed 

Gene Plotnik has resigned as di- 
rector of public relations at Screen 
Gems, New York, to become direc- 
tor of creative services for the 
television division of the King Fea- 
tures Syndicate, New York. King 
Features entered television two 
years ago with the production and 
distribution of the new “Popeye” 
cartoons. Mr. Plotnik will be re- 
sponsible for the exploitation of 
this series as well as for new prop- 
|erties now on the drawing boards 
| for the 1962-’63 season. 


F orman Gets Bulova S.P. Post 
George Forman, formerly direc- 
tor of advertising and sales pro- 
motion of Lewyt Co., has been 
|named sales promotion manager of 
| Bulova Watch Co., New York. 
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ments of $150 -a month fer 12 — 


receive $2,500 from the underwrit- ~ 


insurance agency, applications and ~ 
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HOUSTON POST PROFILE RESEARCH 


PRODUCT: BACON TOTAL HOUSEHOLDS: 517,900 
USER HOUSEHOLDS: 87.5% (453,162) 


CHARACTERISTIC 


DAILY NEWSPAPER COVERAGE 


USERS POST CHRONICLE | PRESS 
INCOME 
Less than $3000 80.1% 21% 23% 14% 
$3000 - $4999 83.4 32 R) | 19 
$5000 - $6999 93.2 45 39 22 
$7000 or more 95.6 59 47 17 
AGE (Head of H« ssehold) 
Less than 35 88.9% 37% 36% 14% 
35 to 50 88.9 39 4 20 
50 or more 85.0 36 37 20 4 
FAMILY SIZE 
lor2 85.2% 36% 36% 17% 
3or4 90.0 41 37 20 
5 or more 85.9 35 33 18 
OCCUPATION 
White Collar 93.6% 49% 42% 20% 
Blue Collar, Skilled 87.6 35 35 22 
Unskilled & Farm 79.6 28 27 9 
Other 83.3 32 31 17 


Sources: Dan E. Clark & Associates Top Ten Brands, March-June, 1960 
Sales Management Survey of Buying Power, May 10, 1961 


ae 


More than 87% of the 517,900 families who make up the Houston market buy pack- 
aged bacon for home use. . . and any way ya Slice it, that’s a peck o’ pork. 


But . . . the overall size of the market for a product is only a single measure . . . and 
not always a good measure at that. 


The real measure of the market for a particular product and brand is a blend of 
many characteristics. And that’s where HOUSTON POST PROFILE RESEARCH enters 
the picture. 


HOUSTON POST PROFILE RESEARCH tells bacon packers, for instance, that folks 
who have their morning eggs “with” in the Houston market tend to enjoy higher 
incomes, fall into the middie and younger age brackets, are members of medium 
sized families and are inclined toward “white collar” employment. 


It also tells advertisers that the same characteristics that apply to bacon buyers also 
apply to readers of THE HOUSTON POST. 


Whether you’re selling bacon or bleach, paper towels or popcorn, HOUSTON POST 
PROFILE RESEARCH can give your marketing more direction. For information about 
a tailor-made profile of your product or brand, see your Houston Post man or our 
Moloney, Regan & Schmitt representative. 
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The Facts of Leadership: #3 


Four key marketing 


areas account for 64% of 
America’s buying income. 
And that’s where 

TIME concentrates a 
greater percentage of 

its total circulation 

and circulation growth! 
than do either of the 
smaller news magazines. 
Result: as TIME’s 
circulation grows, it is 
concentrated even more 
in the markets that count. 
Important advertising 
belongs in TIME... 
America’s Most 


Important Magazine. 
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Advertising Age, October 23, 1961 


Only in Milwaukee! ony in Network TV Gross Time Billings 
1960 vs. 1961 


Source: TvB figures from Leading National Advertisers 
and Broadcast Advertisers Reports 


THE MILWAUKEE JOURNAL! Nowhere 


else in the United States can you reach — = ste Sc ag ne 
1960 1961 Change 1960 1961 Change 
EE | ciseintiitin $11,366,100 $14,484,650 +27.4 $100,846,330 $123,417,660 +22.4 
—_ 9 out of 10 newspaper readers in a rich, ee 21,448,482 21,446,651 0.0 183,242,588 176,374,866 — 3.7 
es UG. *ixttiacee 18,052,503 22,472,613 +24.5 158,850,358 180,598,490 +13.7 
: Total ........ $50,867,085 $58,403,914 +14.8 $442,939,276 $480,391,016 + 8.5 
million-plus metropolitan area with just MONTH BY MONTH—1961 
ABC CBS NBC TOTAL 
SIG anierascsociarserin $15,898,310 $22,894,855 $23,031,118 $61,824,283 
mm Februa ni 14,939,180 20,928,850 21,203,055 57,071,085 
ONS ae ee Per. And illine rates ere poss 16,577,140 23,085,353 23,952,458 63,614,951 
April 15,791,220 21,989,913 22,003,383 59,784,516 
M wks 16,197,190 22,253,355 23,229,565 61,680,110 
among the lowest in the country under Pst aseneee © SA7ERSM «0 an besase 90.008 $01 
July* 14,296,970 21,988,688 21,860,668 58,146,326 
| AUQUSt ....ccesceseeeenees ” 14,484,650 21,446,651 22,452,613 58,403,914 
The Journal’s new discount structure. | Surly al Ge Day 
: August Janvary-August 
shes Casas * % % 
ate: When picking big newspaper markets, 1960 1961 Change _—*1960 aie Ghana 
Daytime ...... $15,288,154 $18,465,704 +20.8 $131,528,244 $157,348,929 +19.6 
Mon.-Fri. 13,318,998 16,455,076 +23.5 109,560,448 133,525,602 +21.9 
; Sat.-Sun. .. 1,969,156 2,010,628 + 2.1 21,967,796 23,823,327 + 8.4 
remember the best buy in buy-lines oe sahil vw 35,578,931 38,938,210 +12.3 311,411,032 323,042,087 + 3.7 
Total ........ $50,867,085 $58,403,914 +14.8 $442,939,276 $480,391,016 + 8.5 


*Figures revised as of Oct. 2, 1961. 


Far Eastern Gains lowing successful results of test 
Scored by CBS Films |campaigns in Fresno and Sacra- 
. J —_ to conducted earlier this year. 

CBS Films, the syndication divi- =e $s. 
sion of the Columbia Broadcasting Max W. Becker Advertising, Long 


THE MILWAUKEEB JOURNAL System, has registered sharp sales | Beach, Cal., is the agency. 


gains in the Far East during the), 
375,950 Daily : 513,647 Sunday last five months, according to| Ye eri oe to Bow ma 
Member ion Market Newspapers, Inc. « New York Ralph Baruch, the company’s in- ~Stereo Guide, a new month- 
Chi oe! pomees it ‘ Los res <4 es : e San Francisco ternational sales manager. lay magazine for fm listeners, will 


Among the CBS Films offerings | make its debut on newsstands Nov. 
that have been added to the tv diet | 21. The first edition will include a 
in Japan: “The Investigators,” |48-page programming section in 
“Gunslinger,” “The Lineup,” “The| the New York market plus a 36- 
Twilight Zone,” “Have Gun, Will| page programming section for the 
Travel,” “Eyewitness,” “The | Philadelphia market. The initial 
Twentieth Century” and “Con-/| circulation will be 95,000, with 65,- 
quest.” Repeat orders came in for | 900 in New York City and the rest 
nine other shows. A number of/|in Philadelphia. The rate for a 
this distributor’s shows also are | onetime b&w page ad is $1,175. 
being seen in the Philippines, Hong 


Kong, Thailand, and Okinawa. _ Travelers Buys Broadcast House 


Broadcast House, Hartford, 
Vita-Pakt Sets Ad Budget Conn., the new home of WTIC-TV, 


Vita-Pakt Citrus Products Co.,/has been purchased from Consti- 
Covina, Cal., has set an ad budget tution Plaza Inc. by Travelers 
of $250,000 to promote its Vita- Broadcasting Service Corp. for $2,- 
|Pakt orange juice throughout Cali- 045,000. Broadcast House is the 
\fornia and. Arizona during 1962. first building completed in a re- 
|The decision to step up the com- development project in downtown 
|pany’s ad program was made fol- Hartford. 


Now! 

| Greater Selling 
in Greater 
| 


Philadelphia! 
The Sunday 
Bulletin 
Magazine— 
| locally edited 
and printed 
in colorful 
gravure 


In Philadelphia nearly everybody reads The Bulletin 


Member of 


Metropolitan Newspapers, Inc. 


Member of Million Market Newspapers, Inc. 


& Milline rate on 10,000 lines only $2.16. 
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International Science And Technology will be a magazine of new ideas. It will 
not only interest the professional reader, and add to his store of knowledge... 
it will also excite him and stir him to fresher and enriched thinking about his 
own technical concerns. By interpreting new developments across the entire 
spectrum of science and technology in a language readily understood by the tech- 
nically trained, it will stimulate action...new ideas, new approaches, new programs. 


Volume 1, Number 1—January, 1962. An ideal environment for the adver- 
tiser with a product, a concept, a capability. 


INTERNATIONAL 


SCIENCE AND 
CONOVER-MAST PUBLICATIONS, INC. 205 E. 42nd STREET. N.Y. 17, N.Y. TECHNOLOGY 
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The readers of True—the world’s largest man’s 
” magazine — will spend over $150,000,000 for cam- 
eras and photographic supplies in 1962. 


$1.00 in True will reach 221 camera owners — more 
than in Life, Look or Saturday Evening Post. 
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If you are considering new office space in Chicago, we 
cordially invite you to inspect availabilities in the new 
Advertising Age Building at 740 N. Rush Street. 

This building, which will become our headquarters in 
April, 1962, is now being extensively remodeled with the 
installation of a beautifully modern entrance and lobby, 
new automatic elevators and central air-conditioning. 
The building is ideally lecated just one block west of 
Michigan Avenue and one block south of Chicago Avenue 
—close to bus, subway, Lake Shore Drive, and the Ohio- 
Ontario interchange with all expressways. There is also 
ample parking across the street. 


If you would like to see space, or talk further about the possibilities, please call or 
write Jack Barnett, Advertising Age, 200 E. Illinois St., Chicago 11 (DElaware 7-5200) 


CHOICE CHICAGO 
OFFICE SPACE 


in the 
Advertising Age 
Building 


The rent for this distinctive, convenient location is less 


than for any comparable space within miles—and it in- 
cludes air-conditioning! 


Desirable space, in any size units (up to 20,000 square 
feet on one floor) will become available between now 
and April, 1962. 


The Advertising Age Building is particularly well suited 
for agencies, publishers, media representatives, research Garvey 
organizations, art studios, graphic arts services and other 
allied interests. We already have a lease from one agency 
and strong show of interest from several publishers. 


i 
u % 


Marxmeyer 


Why settle for half? 


YOU NEED ALL 
OF GEORGIA, T00! 


Do business with half a telephone? 
Obviously not. Reach all of booming 
Georgia with one newspaper buy? 
Equally impossible, for no one paper 
covers more than half of the state’s 
population. But with two orders—At- 
lanta and the Georgia Group—you 
now can get effective coverage in the 
areas containing 85% of Georgia’s 
people and 87% of its spendable in- 
come. You'll blanket a must market 
growing faster than the national 
average. The powerful Augusta, Co- 
lumbus, Macon and Savannah news- 
Papers average better than 50% cov- 
erage in a 90-county area stretching 
from Alabama to South Carolina — 
a penetration that cannot be attained 
with any single newspaper. 


THE MAP TELLS THE STORY 
Capture this vital missing half by using the 
Georgia Group. This highly efficient four-in-one 
package buy. is yours with 1 order, 1 bill, 1 
check — and up to 13% savings on 10,000 lines 
or more. Call the Branham man for details. 


Oeorgia Oroup 


AUGUSTA Chronicle and Herald MACON Telegraph and News 
COLUMBUS Ledger and Enquirer SAVANNAH News and Press 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


‘ATLANTA. 

AUGUSTA 
MACON 

COLUMBUS 


pe. 


Dark—Georgia Group Retail Trading Zone 
Light—Atlanta RTZ 
Medium—Overlapping RTZ 

—— 


— 


What I's About 


£ Stotremend of Pe) < 
oo 


de Toledano 


TOP OF WORLD—World, new international newspaper, was introduced 

to the National Press Club in Washington Oct. 9 by Willard W. 

Garvey, president, W. W. Communications Inc., World publishers; 

Walter Marxmeyer, ad manager; and Ralph de Toledano, editor-in- 
chief. 


“World,’ New News 
Magazine, Bows 


WASHINGTON, Oct. 17—World, 
| which describes itself as a “com- 
|}pact national weekly magazine,” 
|went into orbit last week, and 
| simultaneously began a four-week 
| $80,000 promotional budget to push 
| subscriptions and newsstand sales 
| in eight major markets east of the 
Mississippi. 
| The new organ is published by 
W. W. Communications Inc., head- 
led by Willard W. Garvey, Wichita 
business man. It is based in Wash- 
j}ington, with Ralph de Toledano 
as editor and Walter V. Marxmey- 
ler Jr., former vp of Sindlinger & 
,|Co., as advertising director. 
| 


| 

|@ Initial promotion plans included 
| 150-line ads in Wall Street Jour- 
|nal (eastern and midwestern edi- 
|tions), Christian Science Monitor, 
|/and 16 other newspapers in Wash- 
‘ington, Baltimore, Philadelphia, 
|New York-Newark, Boston, Pitts- 
burgh, Chicago, and Detroit. An- 
other $25,000 has been earmarked 
for spots on good music radio sta- 
tions in the same markets. The re- 
mainder of the promotion budget 
|is for direct mail and market re- 
search. Advertising is being han- 
dled by J. Gordon Manchester 
Inc., Washington. + 


Duquesne Sponsors 15-Game 
Hockey Schedule on KDKA-TV 

Duquesne Brewing Co., Pitts- 
burgh, will sponsor 15 away games 
of the Pittsburgh Hornets, an 
American Hockey League team, 
on KDKA-TV, Pittsburgh, starting 
Oct. 15. The station pointed out 
that. this marks the first time in 
the American Hockey League’s 
history that its games will be aired 
on free television. (Some of the 
league’s games have been telecast 
over International Telemeter’s 
pay-tv system in Toronto, and Na- 
tional Hockey League games have 
|'been shown on CBS-TV.) 

The contract was called the 
|“greatest shot in the arm we’ve 
|ever had” by John H. Harris, pres- 
jident of the Pittsburgh Hornets, 
which is returning to that city 
after an absence of six years. The 
agency for Duquesne is Vic Mait- 
land & Associates. 


Savage Joins New Company 

David Savage, previously vp in 
charge of tv-radio at Lynn Baker 
Inc., has been appointed president 
of Universal Entertainment Co’p., 
New York, a new company estab- 
lished for the production and dis- 
tribution of television and theat- 
rical films. The company’s first 
release will be Ern Westmore’s 
“Tips & Tricks,” a series of 130 
five-minute segments now in pro- 
duction. Universal Entertainment 
is located at 200 W. 57th St. 
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acter is i ye 
a W. P. MARSHALL, Prasivent ty LT Ler Teer 4 


The filing time shown in the date line on domestic telegrams is LOCAL TIME at point of origin. Time of receipt is LOCAL TIME at point of destination 


IN ONE EAR AND OUT THE OTHER? NOT WITH A TELEGRAM. 
EVERY FACT AND FIGURE IS CLEARLY UNDERSTOOD - 

NO MISTAKE ABOUT IT. YOU MAKE YOUR POINT CONCISELY, 
ECONOMICALLY, DRAMATICALLY. THE EYE REMEMBERS WHAT 
THE EAR MAY FORGET, SO... 


TO BE SURE TO GET ACTION, SEND A TELEGRAM. 


THE COMPANY WILL APPRECIATE SUGGESTIONS FROM ITS PATRONS CONCERNING ITS SERVICE 
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Aerosol Packaging 
Makes Milady More 
Lavish Scent User 


New York, Oct. 17—The Amer- 
ican woman’s traditional reluctance 
to use fragrance is finally break- 
ing down. Industry sales have al- 
most doubled since 1952, when they 
totaled $84,940,000. In 1960, they 
had grown to $150,550,000. 

The American woman, unlike 


siastically spraying themselves | 
with aerosol-packaged fragrances 
which are rapidly replacing the 
tightly-stoppered bottles they nev- 
er used to open. 

Just how much the industry has 
grown is documented by these fig- 
ures, which compare 1960 with 
1956 and 1952 (the first year in- 
dustry sales figures were com- 
piled) : 


1960 1956 1952 


the European, in the past has been | 
puritanically timid in her use of | 
fragrance. Her use of it usually | 
consisted of keeping one or two 
unopened bottles on her dressing, 
table. And when she did wear it,| 
it was only as a special-occasion | 
luxury, and consisted of niggardly 
dabs behind each ear. 

The past three or four years 
have seen the industry’s sales sud- 
denly splash ahead, according to 
the Fragrance Foundation, a 12- 
year-old organization composed of 
industry leaders. One of the main 
reasons: Today, women are enthu- 


(000 omitted) 
Toilet water, 
cologne ........ $93,670 $64,000 $58,340 
Perfume ............ 36,920 29,860 25,100 


Bath preparations 13,270 10,250 8,320 
Purse atomizers 3,590 3,020 2,990 


The period of recent growth co- 
incides with the introduction of 
the aerosol, and the executive com- 
mittee of the foundation is unani- 
mous in crediting the aerosol for 
much of fragrances’ new-found 
popularity. 

One member of the committee 
estimated that aerosols have con- 


tributed over $25,000,000 to the fra- | 


20,000,000 women into consistent 
users, although so far the aerosol 
has been confined to cologne, toi- 
let water and purse-size perfume 
flacons. The committee foresees 
the time “when even % oz. and 1 
oz. sizes of fine perfumes will be 
packaged in jeweler-type aerosol 
containers that will rival the finest 
of today’s crystal bottles.” 

Just why women prefer the 
aerosol is a little difficult to ex- 
plain. Apparently it’s the ease and 
pleasure of application—“they just 
like to spray fragrance around,” 
one industry observer said. Also, 
women seem to feel they use less 
fragrance with an aerosol, al- 
though actually they use much 
more. 


® Other important trends in the 
industry include the growing use 
of fragrance in bath oils. These 


highly concentrated products in- 
crease the life of the scent on the) 
skin and are now being used by | 
women both in and out of the bath. | 

Also, fragrance is becoming 


Garland Owen 


BRITISH ViSITORS—Barton A. Cummings, president of Compton Ad- 
vertising, with Sidney Garland, chairman of Garland-Compton Ltd., 


grance business and converted| more available everywhere, with, London, and Lloyd Owen, chairman of Rowntrees, one of Britain’s 


$370 million market! 


Dynamic Ann Arbor News captures this dynamic area! 


Ann Arbor, Michigan is a rich university site, irmportant manufacturing city, and booming 
research center. A high-income, high-spending market. The Ann Arbor News blankets the 
retail trading zone with twice the coverage of any other newspaper. You must use the 


News if you want to prosper in Ann Arbor! 


THE ANN ARBOR NEWS 


ONE OF THE 8 BOOTH MICHIGAN NEWSPAPERS 


largest candy and dessert makers 
and longtime Garland client. Mr. 
Owen and Mr. Garland are trav- 
| eling together; Mr. Owen to visit 
| his Canadian factories, and Mr. 
Garland to visit his daughter and 
grandchildren in Schenectady. 


| 
ea installation of machines which 
| dispense fragrance in restaurants, 
| transportation terminals and ho- 
tels. + 


General Electric Names 
Newell to Succeed Petrie 
| General Electric Co. has appoint- 
|ed Ralph D. Newell advertising and 
| sales promotion 
| manager of the 
_ medical, indus- 
| trial and dental 
| x-ray lines of 
\its x-ray de- 
|partment in 
| Milwaukee. 
Mr. Newell, 
| who joined the 
|company in 
1948, succeeds 
| Walter R. Pet- 
rie, who has re- 
| tired. Mr. New- 
ell formerly was in market re- 
|search in the department. 
\‘Personnel World’ Bows 
| Personnel World, a new monthly 
| business publication, made its de- 
but this month. The publication, 
|which is directed at 7,100 private 
employment agency directors in 
|the U.S., Canada and England, is 
published by Presidential Publish- 
ing Co., 116 S. Michigan Ave., Chi- 
|cago. The cost of a one-time b&w 
| Page ad is $300. 


af, 


Ralph D. Newell 


Broadcasters Elect Burka 

Mel Burka, president of WTIP, 
|Charlesten, has been elected pres- 
ident of the West Virginia Broad- 
casters Assn., succeeding John 
Shott, WHIS-TV, Bluefield. Also 
elected were A. G. Ferris, WMMN, 
Fairmont, vp, and Don Hays, 
WKAZ, Charleston, secretary- 
treasurer. 


Lipton Offers Tankards 


Thomas J. Lipton Inc., New 
York, will break color pages in Pa- 
rade, This Week Magazine and oth- 
er supplements to introduce its 
|new tea tankards. A set of six, re- 
\tail value $7.00, is available for 
$3.50 and a Lipton tea boxtop. Sul- 
livan, Stauffer, Colwell & Bayles 
is the agency. 


General Battery Names Ettele 

General Battery & Ceramic 
Corp., Reading, has appointed 
George H. Ettele advertising man- 
ager. Mr. Ettele, formerly assistant 
ad manager and recently head of 
his own advertising and promotion 
agency, fills the post left vacant by 
the death of W. Fred Keller. 
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IT TAKES ALL THREE TO SIGN YOUR ORDER 


Producing a building is seldom a one-man, or a one- 
pen, operation. It takes several distinctive kinds of 
knowledge. The architect-engineer’s knowledge of 
his art and science. The contractor’s knowledge of 
construction. The client’s knowledge of his needs. 
And the knowledge of all three concerning the func- 
tion, appearance and reputation of building mate- 
rials and equipment. 


It takes all this—and a good deal more. To call it 
“teamwork” is to use words loosely, for often the 
meetings of client and contractor and architect re- 
semble anything but teamwork. Yet the agreements 
they hammer out together are what get buildings 


built—or rebuilt—and what get building products 
and equipment sold. 


Architectural FORUM alone serves the joint inter- 
ests of all three—as well as the individual interests 
of each one; FORUM alone sees and explores and 
reports all phases of the huge and complex industry 
that is building. And in doing so, FORUM is essen- 
tially different: it brings your advertising directly 
into the three-way discussions where product deci- 
sions are made...and orders are signed. * 

*FORUM’s circulation is the biggest in its field (62,000—includ- 
ing architects, contractors and clients) and has been steadily 


growing for 9 years. Fifty per cent larger than that of the next 
magazine, it’s all paid circulation! 


FORUM: tanoukiably difhowud— bar, read rs... aud rt aduentisoes 
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DELIVERS 


3/, MONTANA 


at big discount savings ! 


Only 63 a line (78 bought individually) 
puts your. ad in this prime market area. 
A great “package buy” . . . with fre- 


Si i 
\ 164 Advertisers have 
| Proved it protitable! 


Auk Jann & Kelley, Inc. 


Advertising Age, October 23, 1961 


pains is 


ere oe z 


Bs eer. ee 


“A fy ia REN, 


Linen Hardy Moses 


“ FAIR DEAL—The contract naming 
Time Inc. exclusive publisher and 

2 a distributor of the official guide- 

book, official souvenir book, and 

a maps for the 1964 New York 


World’s Fair is the subject dis- 
cussed by James A. Linen, presi- 
dent of Time Inc.; Jerome Hardy, 
publisher of Time’s book divi- 
sion; and Robert Moses, president 
of the fair. At least 3,000,000 cop- 
\ies of the guidebook will be 


| printed. 


More Data Needed, 
‘Steel Adman Tells 
Junior Panel Assn. 


CuicaGco, Oct. 17—Junior panel 
advertising companies need a rat- 
ing service and national represen- 
| tation to sell industrial advertisers, 
Henry P. Graef, marketing serv- 
ices manager of U.S. Steel Supply 
division, told the Junior Panel 
Outdoor Advertisers Assn. here last 
week. 

The steel warehousing service, a 
division of U.S. Steel Corp., used 
junior panels effectively to achieve 
increased awareness of its services 
in selected markets. But it used 
other media as well, and thus “we 
,are not sure of just what it is we 
| have discovered” about the effec- 
tiveness of junior panels, he said. 
| Future use of junior panels will 
depend upon detailed information 
| on audiences and locations, he said. 


|L. A. Suburban Newspapers 
Adds 12; Boosts Rate 


Los Angeles Suburban Newspa- 
pers, controlled circulation group, 
, has added 12 newspapers to its 
| basic list and has increased group 
circulation from 631,779 to 1,009,- 
| 326, effective Jan. 1. Package ad 
| rate for the group was increased 
| from $1.70 to $2.90 per line. 
| Added to the group were the 
| Belvedere Citizen, Eastside Jour- 
nal, Torrance Herald, El Monte 
Herald, and the following newspa- 
| pers published by Deal Publica- 
itions: Glendale-Foothill & Bur- 
|bank Independent, Griffith Park 
| News, Los Feliz Hills News, Park- 
side Journal, Northwest Leader, 
Wilshire & Miracle Mile Press, 
| Westlake Post, Los Angeles City 
|News and Los Angeles City Press. 
| Rienzi Co., Los Angeles, is the 


i 


. . . . | representative. 
The Bay City Times wraps up Northeastern Michigan | 
200,000 people with $300 million to spend, blanketed by a single, powerful, selling news- ‘AA’ Names Overseas Reps 


paper. The Bay City Times has more than 20% coverage in ten counties, 80% coverage 


Apvertistnc Ace has appointed 
a new sales representative for the 


in rich Bay County. This market is your market when you advertise in the Times. United Kingdom—Joshua B. Pow- 


THE BAY CITY TIMES 


ers Ltd., London—which will also 
represent ADVERTISING AGE in the 
Scandinavian countries. The an- 
nouncement follows the recent ap- 
pointment of International Media 


ONE OF THE 8 BOOTH MICHIGAN NEWSPAPERS Representatives Inc., Tokyo, which 


will represent AA in Japan. 
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The lady and her decorator are examining an American-made shibui wallpaper, one of several hundred American 
shibui products already flowing to consumers. You'll be hearing much more about them...and this word shibui. 


Shibu1: 
synonym 
for sales 


Shibui is a new word for the 
highest level of beauty. It first 
came to light in House Beautiful 
in 1960. It produced a flood of 
mail, a flow of ideas, a quickening 
surge of retail * activity. It also 
earned for Editor Elizabeth 
Gordon the coveted Trail Blazer 
Award of the New York Home 
Fashions League. 


How did a system of subtle 
aesthetics become a household 
word in only one year? By 
exposure to House Beautiful’s 
unique audience of “People-on- 
the-Grow”. These people have the 
willingness to try, and buy, 

the vitality to explore new ideas 
and the wherewithal with which to 
do it. We help them enrich their 
lives. They enrich our advertisers. 
Isn’t it time you discovered 

that your real synonym for sales 
is House Beautiful? 


*With full-scale promotions at such great 
stores as Jordan Marsh, Boston; Miller and 
Rhoads, Richmond; Halle Brothers, 
Cleveland; Dayton’s, Minneapolis; 

The Emporium, San Francisco; Denver Dry 
Goods, Denver; John Wanamaker, 
Philadelphia and a dozen others. 


House Beautiful... | st with People on the Grow 


572 MADISON AVENUE, NEW YORK 22, N.Y. 
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Woody says: Central Illinois is blanketed wall to wall with 


RED CARPET* ADVERTISING 


*Red Carpet Advertising? It’s blanket coverage advertising plus 
down-to-earth local merchandising. Here’s how it works: 1. We send 
direct mail to retailers inviting local tie-in ads. 2. We follow up 
with personal calls. 3. We send you a written report. Mail your ad 
or come in person, the “Red Carpet” is out. Combine this hard-hitting 
plan with a $233,000,000 market in Illinois’ 7 richest counties; 
incomes 20% above average; balanced industry, farm, education. 
It’s the ideal market right in the heart of the Golden Central Illinois 


Corn Belt. Hometown newspaper read daily by over 40,000 
Pantagraph subscriber families. 


R.O.P. Spot Color--pius Full Color (black and 
1, 2, or 3 colors Daily and Sunday) 


. Represented by: Ward-Griffith Co., Inc. 


‘Life’ Revises Edition Plan 


a 29-region edition operation, has 
told ADVERTISING AGE it is modify- 
ing its original plan so that three 
proposed Canadian editions would 
be eliminated. Under the revised 
setup, advertisers must buy the 
U.S. national edition to get any 
Canadian circulation. Originally, 


three or more U.S. regional edi- 
tions to get space in one or more 
Canadian market editions. The 


nadian editions of U.S. magazines 
have been the target of a Canadian 
| Royal Commission report (AA, 
| June 19). 
Ross Joins Burnett 

Robert Ross has joined Leo Bur- 
nett Co., Chicago, as marketing su- 
pervisor. Mr. Ross was formerly 
with North Advertising and prior 
to that was exec vp and account 
supervisor c” Arthur Meyerhoff 
| Associates. 


9950 million market! 


The Flint Journal delivers it in a single package 


The Journal reaches nine out of ten homes in the city, three out of four homes in the 
county, 70% of the homes in the retail trading zone, which extends beyond the county 
lines and brings the market’s total spendable income to a $949,907,000. No waste. No 
need for multiple media. Just the Journal for profit in free-spending Flint. 


THE FLINT JOURNAL 


ONE OF THE 8 BOOTH MICHIGAN NEWSPAPERS 


Life, which recently announced | 


advertisers were to buy space in| 


shift comes at a time when Ca-| 


But 
people 
still 

love _ 
the wines 


Concord 
Rose Y, 
Blackberry : 
Cherry =— 


- : peso Gegcvanenetonk Sppeae 

| 
|GRANDMA KNEW HOW—This two- 

color newspaper ad is part of Mo- 
|gen David’s augmented drive in 
print, on radio and tv for “wines 
| like Grandma used to make.” Ed- 
| ward H. Weiss & Co. is the agency. 


Yule Outlook Bright 


| for Appliance Sales: 


‘Electrical Merch’ 


New York, Oct. 17—Electric can 
| openers, hair dryers, large capacity 
| coffee makers and non-stick fry- 
| pans are expected to be high on 
| the gift lists this Christmas, when 
|shoppers go looking for house- 
| wares. And although major appli- 
| ances aren’t big gift items, because 
|of their price, many people may 
find portable dishwashers under 
their Christmas trees. 

This is the prediction of house- 
| wares dealers and distributors in 
11 major trading centers, plus hard 
goods producers throughout the 
US., as surveyed by Electrical 
Merchandising Week. The Mc- 
Graw-Hill pubiication said manu- 
|facturers and dealers expect at 
| least a 10% increase over last year 
| in nearly all product and area sales 
| this Christmas selling season, with 
most prices holding steady. 
| More than one-fifth of this 
| year’s radio sales and nearly one- 
| third of 1961 portable phonograph 
| sales will come in December, the 
report said. Color tv will get an 
especially big promotion in the last 
quarter, when 40% of annual sales 
are generally recorded. 


® Housewares manufacturers re- 
port distributor buying up 10% to 
15% in anticipation of the season. 
The most optimistic areas for 
|Christmas sales reportedly are 
Dalias, Atlanta, Miami, Washing- 
ton, Boston, Detroit and New 
York. San Francisco and Cleveland 
| dealers and distributors expect on- 
ly slight increases, on the average, 
land Los Angeles and Seattle sales 
are expected to about equal last 
year’s fairly good and excellent, 
respectively. + 


Moty]! Joins MGM Telestudios 

Ernest Motyl, formerly head of 
the New York office of MGM-TV’s 
commercial and industrial division, 
has been appointed sales manager 
of MGM Telestudios, New York, 
tv tape producer. He fills a post 
which has been vacant for the 
past year and a half. 
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Research says your advertising does not 
get better visibility in a “thin’’ publica- 
tion. Thinness means iess advertiser 
acceptance. . .less value to readers. 
The more ads, the more and better edi- 
torial a publisher can deliver. This. 
means more reader traffic...the real 
measurement of visibility. On the 
average, PAs read PURCHASING Magazine 
for 90 minutes. Advertising readership 
scores are consistently high, varying an 
average of only 1.9% from front to 
back. High response is documented by 
Reader Action studies. You just can’t 

buy better visibility than that! 


, PURCHASING | 


MAGAZINE 
Sells the man who buys 


: A Conover-Mast publication 
he GD “205 E. 42nd St, Mew York 17, SY. 
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Weston Opens Branch Office | 
Weston Associates, Manchester, | 
N. H., has opened an office at 109° 


S. Wincoski Ave., Burlington, Vt. | 


about your need and our Art Department 
will furnish a free design and message. 
We'll give you real sales 
building ideas. 


Cunningham 


Pitts Connolly 

BOSTON TEA PARTY—Chatting before the first meeting of the season of 

the Boston Advertising Club were John P. Cunningham, chairman, 

Cunningham & Walsh; Elaine R. Pitts, director of the consumer in- 

formation service of Sperry & Hutchinson Co.; and James M. Con- 

nolly, vp, John Donnelly & Sons, and president of the club. Mr. 
Cunningham was the featured speaker at the meeting. 


Advertising Age, October 23, 1961 


| Visking Co. Adapts ‘Hidden Ball’ 
Play to Sell Its Sausage Casings 


| Cuicaco, Oct. 17—Promoting 
|/something you don’t make, to sell 
|something the consumer doesn’t 
|see, is the devious but successful 
|program that Visking Co.’s food 
casing division is profitably pur- 
j}suing on two fronts. 

The “something” the consumer 
}/mever sees is Visking’s cellulose 
casings, which are peeled off at 
the sausage factory after having 
|been used to make frankfurters. 
(The same kind of casings, used 
on sausage, are seldom noticed by 
buyers. ) 

Earlier advertising by Visking, 
ja division of Union Carbide Corp., 
/emphasized recipes and meal plans 
‘involving these meat products. But, 
says W. R. Hemrich, Visking ad 
manager, the advertising situation 
isn’t that simple any more. In to- 
day’s market, retailers are no long- 


er interested in stressing a single, 


product such as sausage. They pre- 


Reach all of it through The Grand Rapids Press 


Eleven counties in Western Michigan, with a total spendable income of $1.2 billion, retail 
sales of almost $800 million. In its home county, the Press delivers daily to 8 out of 10 


homes; in the other ten counties readership ranges from 44% to 20% of all homes, averages 
out at 28%. The Grand Rapids Press, alone, will carry your products to profits in this 


rewarding market. 


THE GRAND RAPIDS PRESS 


ONE OF THE 8 BOOTH MICHIGAN NEWSPAPERS 


fer to promote a variety of items, 
with long profit margins balancing 
short. 


@® Mr. Hemrich and Visking’s 


agency, Edward H. Weiss & Co., 
have attempted to solve the prob- 
lem with a double-barreled cam- 
paign designed to reach three au- 
diences: 


(1) meat packers, who 
use food casings for their products; 
(2) retailers who stock them; and 
(3) the consumer who buys the 
products, unaware of Visking’s 
part in their manufacture. 

Two tie-in campaigns will aug- 
ment the general phase of the 
program. Following last year’s suc- 
cessful tie-ins, when 50,000 stores 
cooperated, Visking took part this 
year in the June Best Meal pro- 
motion and August Sandwich 
Month, using color pages in Ladies’ 
Home Journal and McCall’s. 

In addition, inserts in eight 
trade publications carried perfo- 
rated post cards with which re- 
tailers could order color posters 
displaying sausage with related 
foods for their stores. 


® Most important, Visking’s pri- 
mary market, the meat packers, 
are cooperating enthusiastically. 
Last year more than 300 packers 
ordered 78,000 posters for their 
own use. 

“We are confident that this 
year’s final results will be even 
more impressive,’ Mr. Hemrich 
said. Exceeding last year’s par- 
ticipants by more than 5,000, some 
20,595 stores were planning to tie 
in with the June, 1961, promotion. 


\The August promotion was ex- 


| 


pected to be correspondingly bet- 
ter than last year’s. 

Visking, watchful of its total 
market picture, feels that its ad- 
vertising has thus been able to 
accomplish a near impossibility: 
Promoting someone else’s prod- 
ucts to sell its own. + 


‘Playboy’ Sets Special Issues 


| 


| Now listing both.... MAGAZINES 


Playboy will publish two special 
issues this winter which will sell 
for $1 instead of the usual news- 
stand price of 60¢. The first, a 
210-page “Special Christmas Gift 
Issue,” will go on sale Nov. 16, 
while the “January Double Holiday 
Issue” will go on sale Dec. 19. 


NEW FOR 62 


BACON’S 
PUBLICITY CHECKER 


Over 3700 Business, Farm and Con- 
sumer magazines. 99 market groups. 
Coded to show kind of publicity used 
by each magazine. 


and NEWSPAPERS 
Over 600 dailies in U.S. and Canadian 
industrial and market areas. Gives all 
vital data, including business editor's 
name. Also lists syndicated business 
columnists in U.S. and Canada. 


Lists every contact you need tor the 
complete publicity ‘and PR job 


Every magazine and newspaper you 
need. 424 pp. ...6%" x 944"... spiral 
bound to lay flat while using 
+++ permanent cover. 


Quarterly Revisions 
Revision sheets sent to users 
in Jan., April, July, 1962. Your 
Checker always up-to-the minute. 
Order copies you need today! 


BACON’S 


[AGAZINES AY 
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Pictured in the parade of progressive styling above are Plymouth’s 1954 and 1958 Belvedere models, the 1961 Fury, and the new XNR “idea car.” 


Automotive News at work: 


Watching the styling pendulum swin 


Is American car styling still swinging sharply to 
sculpturing . . . or has its momentum already started 
to wane? Is functionalism opening greater oppor- 
tunities for stylists . . . or increasing limitations? 
Does the stylist or the public determine automotive 
trends? 


The answers to these questions, and questions like 
them, make news . . . editorial news that keeps the 
men of the automotive industry attune to the times. 
This is the kind of editorial that’s part and parcel 
of the Automotive News regular monthly section: 
Engineering, Production, Materials. 


And this is the kind of editorial that draws the in- 
terest of automotive engineers, stylists, production 
men, sales and service managers and other key per- 
sonnel . . . men who represent a major buying 


influence in the automotive field . . . men who can 
specify your product! 


This is editorial that’s working for you, pinpointing 
your sales message to the men you want to sell. 
Take advantage of Automotive News special edi- 
torial features and their readership: 43,000 paid sub- 
scribers who must be kept informed to be com- 


petitive. Call your Automotive News Representative 
today. 


The most influential publication in the automotive industry. 
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REPRESENTATIVES: 


DETROIT: R. L. Webber, William R. Maas, Roy Holihan, 
965 E. Jefferson, Woodward 3-9520 _ 


NEW YORK: Edward Kruspak, Howard E. Bradley, 51 E. 
42nd St., Murray Hill 7-6871 


CHICAGO: J. Goldstein, Bill Gallagher, 360 N. Michigan 
Ave., State 2-6273 


SAN FRANCISCO: Jules E. Thompson, 681 Market St., 
Douglas 2-8547 


LOS ANGELES: Robert E. Clark, 6000 Sunset Blvd., Holly- 
wood 3-4111 
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Ronson Promotes Stein 

Herbert M. Stein, general sales 
manager of Ronson Corp., Wood- 
bridge, N.J., has been ‘appointed | 
vp of marketing of U.S. consumer | 
products, a new post. 


there's money to be made 
in the 


MUNICIPAL MARKET! 


Fee 

Dyer Mrs. Delay Blackman 
FESTIVE—Relaxing between business sessions of the Direct Mail Ad- 
5 te vertising Assn.’s annual meeting were Tom Dyer, Cogan Co.; Mrs. 
72 W. 45th St. . New York 36, W.Y.. mu 2-660, Robert DeLay; Dana Blackman, McCann-Erickson, New York; Sylvia 


Simmons Chase 


} 


Mrs. Olsen Olsen 


Simmons, Young & Rubicam, New York: George Chase, Consolidated 
Printing Service, Louisville; and Mr. and Mrs. George Olsen, General 
Telephone & Electronics, New York. 


9250 million market! 


Jackson Citizen Patriot delivers 83 out of every hundred 


families in this compact single-county market. Draw a can’t-miss bead on a quarter 


billion dollar income with a schedule in the newspaper that almost every Jackson 
County citizen reads every day. 


JACKSON CITIZEN PATRIOT 


ONE OF THE 8 BOOTH MICHIGAN NEWSPAPERS 


Pop Drinkers Hoist 
Bottles as Teamsters 
End Strike in S. F. 


San FRancisco, Oct. 17—Pop 
| guzzlers here heaved a sigh of re- 
lief today and went back on the 
bottle as three locals of the Team- 
sters union ended a strike by ac- 
|cepting a new contract. 
| The strike against Coca-Cola, 
|Seven-Up, Pepsi-Cola and other 
| soft drink bottlers ended soon after 
many grocery stores and chains re- 
|fused to accept deliveries from 
| struck firms (AA, Oct. 9). 
| Union locals 70, 896 and 278 ac- 
|cepted a new contract after the 
| companies involved agreed to re- 
| move non-union workers from 
| jobs covered by Teamsters juris- 
| diction. # 


Value Fair to Edelstein 


| Value Fair department stores, 
|}and the American Federation of 
Radio & Television Artists, both 
Los Angeles, have appointed Irvin 
|L. Edelstein Associates to handle 
advertising. At the same time, 
| Barbara Simpson, formerly with 
| McCall Corp., has joined the agen- 
| cy as radio-tv director and account 
exec. 


WTRF-TV  boato 


WATCHwords for old memories? 
Pint of milk? Home brew? 
Pick handle? Moonshine? Hand- 
me-downs? Remember when o 
. young woman asked her doctor 
"WATCH it!" and not her landlord if she 
} could have children? Remember 
| toe joms? Or the sing songy ‘‘Ice balls, one cent, 
six for a nickel and twelve for a dime—cold os 
ice, sweet as honey, this is the place to spend 
| your money''? How about bank night . . . penny 
| candy . . . and the cop on the beat? Did you 
sell pig iron, talk pig latin, pick railroad flowers, 
or go to the dime rush? 
WATCH wirf-tv 
WATCHcry for toymokers! ‘‘Buy a chemistry set 
for the kid that wants to go places!'’ 
WATCH Wheeling 
WATCHing Cy Ackermann define for the Romper 
Room gang. ‘‘What is anatomy? Well, it's some- 


thing everybody has, but it just looks better on 
girlst"’ 


WATCH wirf-tv 


WATCH the waist land! You con alwoys depend 
on a fat mon, he never stoops to anything low. 


WATCH Seven 
WATCHing framework! ‘‘I'm the backbone of 
television,’ said the comedion. ‘|! wouldn't 


go thot high,’’ said the critic 

WATCH Wheeling 

WATCHworthy! North Electric's Hope and Joe 
Jefferson report that in Tollahassee, the differ. 
|ence between a bathing suit and an evening 
| gown is not moterial 


WATCH wirf-tv 
WATCH? Everybody does! That's why 7,500 re- 
toil outlets ring up over 13%, billion dollars an- 
nuolly in the Wheeling-Steubenvilie Industric! 
Ohio Valley. That's why you'll want George P 
Hollingbery to tell you the WTRF-TV Wheeling 
story 


ELING 
VIRGINIA 


ee REI in oo... Ens ti a MRE ee re, SS eT a me ar ae Oe i eerie tenia ok eR Caner eee Drewes er goa, OR eee I gt eS, hc ee Cee SOME) OR CNG: edi tei ||| EMO ce wie eee dae 3 
eS eee ak. as dey ee a We ue ae ne la ela Renee A £ ea Aime aM ei pce Ei ts me oe eae eek SS Serine er oa ee: aga ieee up es ete 
__ pa ES pee ai 2” |S SRR Rc Sinn Funes t.  Callaeeee ee ite MRP e ay err ee Sa ei ites 5 Th ia CRT CS Ri op ge he ee wee nets Se 0 ok aa GEE ieee = a Se ee ete Se ee et 
a, (ue le Toei. * las se Se A eet Ae RL 3 eS ty ccan tn we hatte ee as sclera : a ae lee aes: i Be Ps eh aa mR GE Tere ee at 2 = mE Fee ie 0 eee co a ee ER ic itn eg ie ce ele alas 
mie WE FPR ama PEE I eg 7S Rate SEER SIRT > RAR aly ER ee ek Me ts ean age ee en eS ee te i i con. | ily See ony see i) MCR Co reper ee pec 3 seas ta 
se ee gS A ihc pee shee te oe Way rahi Reece Odes Neco ect eee! : een eM ei. ped ; oe ne a ee ) es eg came get ay hee en ig RS se ene 
i, 0S I tare. iM eae ac. aaa SO ce Pe et er ee aed ee ae ea Ree, AGA Sates RPh he SS, pe.” Sao ee ome. eo ae SAREE FON Ae as pine a5, F ccicy ee mae 
eee Be fia . = ‘. : . « oi i ae ms “ a $ ge ¥ “Sp 2) ee TdT, Tee nga re eee og got” a a A ate 
ee a eee 
ee ee ie 
eee Sas ee: 
Peper Sane ai E 
rs eae as, aS oe 
is eo ae 48 Advertising Age, October 23, 1961 "3 
a Lee ae 
ad 4 . A 
we Rr baci ie nes, . : : | ao ! ; 
Satna ope aa 44 Me at ee ce Bg ae a ee 7 ss 
ape bee Te ite * eS tes 
BE ean | Beat: bp a A Ss SRC Te ies 24 o , ; ae 
Barts eV Sieh Sa De Se eee tS eS nn a ‘ ae 
yah ge ee as ea — = F Yee Rees Sra > oe 
esp i Bier, ney gaye es pat Na Sie a ee sn ory aes , ie . 
me i 9 ee Ne ? ec te, eS Ve P ? 
2) eee aera) ee aad : ‘g a. a 
rat eh ead Pes ~ Oe ae a, ose ve i Pee F ‘ + -_ q ' 7 
7 gs ie A" ead i i ete 2 f « a ? i. : 7 
SM ; eid " oo + * 
P 7 : Stee gel - - 4 
| Pr a: j ft a ee : a c}. S * 2 ; 
ee 7 i, cas ime . : 4 
OR hoe, * BAe ey eee Bt $ 
Se are Sei ea ee * = 2 ies een ee # , et 
ror Bed a - a acs : 3 - 
ees. Sees a —- » as. “oe ? - Pe ae aan 
a See. rt . ae ' a“, 4 PP -_ ; ’ 4 
; : x siete 3 \ eas, ae eee - RI Brest ; ss G Ps : 
‘- - ee eee oe ee . tees mage go . NE ae ae Ounae ee aR ae i 
a a ae. cr leap ic . ge ne < hey ER cae ee 
cog i per Bie ete ae a8 ~~ i ie ae a « ” " _ Seuoameemaee: © SS eee 
as ai 5 ee ge SS % ¥ es”: Eee 1h ea Sa bos a Bs? ce SET RRC we al Se eT lle | = eae rey 
eee a eae Pah. i [> a Ae oe spin : e a eee ‘a UT a Ba Veneer amie eS ea Bae tars 
bya a ane) ten > ~~) _ Re | “ee re i, Salle 2 rae > “UL CAe ORE” Orly VEE Ae eee B Bats « Se 
squat angles a } Toe ee N oe : ° > a eae he p aS ee ae eee a as SC Phage = el 
ee ene p i PI gh oP sie : = ‘a a ea ey eae i eee q ete ee oe toc ee oe oie eo sae ee ao ‘ee be 3 Phi nce 
a I 2 a ; it i. - Rey Pe ere. aie A aera eae petal h ete a ts ' ate 
eo ae SSL TS gE ae a Pkt ors * , ee. te ac ; us pe ‘ oo 
ee % : aU a Mi 4 ne gee | } ae a 4 ree ee ee. te = gad i ae 
ene aia: © : Pde | 7%, rhe e. a a ie pee i Beis Fialgeengs ote Z ae : ie a Pet) 
a fegatas Pe é . 4 4 - j - Tost ——_ , ele ait a ih en foci rey [ete edited oF er Ya | oes 
eames ; } Z ¥ . > ae ri ee ; ae i ‘ ae . ‘ 
f 2 “ie er : 4 ~ 2 jet a : wes ‘ ee : : 
: (MANAGER . = : =~ ” € e A ve : ohne tM ~ if 7a { 
= og! % > 4 iS f ach - bas : biti ¥ Pe escae a a fo |: : 
4 4 ¥ : “Vite: —_ (ene lan” “bas i eo, | et 
ie pee : l A W i : _— i ee Spl con: SU iam "aes sy Aaa as: a : ee 
fe Me ae * * eS aut : ie ‘ e Fe oe : Baie hs a 6 dS oi ee “28 napatt Se Bates 
ap : ’ ae oF _ . gion /S 
a sis : ~ = Ba 
—————— ee an 
bk es ae 
. oF Ss 
j sD ii 
= oe ey f 
ep B oo 
oe eee ean: 2 
et Wile ian peat 
"2, Sate | Ne 
He 
; i 
i fe , 
ae ot 
“nt eae iy s Se 
ee: ro) A ae 
a mo é a ; eae ae 
iptis SP ‘ | ae 
gem Re bat tad 
Sas ce oti 
ees se 
ke 
ei: a er, 
Coy ‘ apne 
“es : eed nese a ee 
_ age 7 “ ena 4 
re sees 
ae ae PC Bet ha 
memos ate. on 
ees eee 
ies * Po _ 
4 ’ 4 : 
E i ‘i . a ee ee 


ns a 
eee 


PORTRAIT OF A BUYER WHO KNOWS WHERE TO LOOK FOR THINGS 


Buyers are the craziest people! Nothing stops them when they want product. 
information, Nothing, that is, except the lack of it. 


That’s why there’s a thing called Thomas Publishing Company. And that’s 
why Thomas goes to all the bother of putting out a monthly newspaper full 


of product facts. They call it Industrial Equipment News. Buyers check 
IEN religiously for product news. 


Thomas also puts out a huge 4-volume directory for industrial buyers. It’s 
called Thomas Register, TR gives essential facts about 75,000 industrial 
product classifications. TR is complete, therefore buyers use it often. 


To sell more to industry, advertise in IEN and TR. Published by Thomas, 
product information headquarters for the men who buy. 


THOMAS 


PUBLISHING COMPAN Y 
Product Information Headquarters 
46! EIGHTH AVENUE, NEW YORK I,N.Y. 
Phone: OXford 5-O500 
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ARE YOU LOOKING FOR 
A LONDON AGENCY? 


Here is a medium sized ad- 
vertising agency with a high 
reputation for integrity and 
sound financial standing, al- 
ready representing American 
clients in Britain. We should 
be glad to hear from Amer- 
ican agents or advertisers 
wanting the services of an 
agency which is modern in 
outlook and which provides a 
very personal service with pub- 
lic relations, market research 
and marketing counsel. 

Please write to: 

ERNEST GODBOLD 
Managing Director 
GODBOLDS 
Incorporated Practitioners 
in Advertising 
99 Aldwych, London, W.C.2, 
England 


, will 


ts most recent new publication 
was Electronic Designers’ Catalog, 


Ahrens, Continues 


the Hayden fold are the semi- 
monthly Electronic Design and the 
newsletter “Electronic Week.” 


: “We want a rapid expansion,” 
New York, Oct. 17—Setting its Hayden’s president, James S. Mul- 


sights on “rapid expansion,” Hay- | holland Jr., said. “Our program is 
‘den Publishing Co. today an- to expand through acquisition and 


Expansion Drive 


nounced its purchase of Ahrens through starting new publications. | 


| Publishing Co. for an undisclosed| We will do this in four major 


amount. |areas—industrial, professional, 
Ahrens does about $1,250,000 in| merchandising and book publish- 
advertising volume, and Hayden | ing. 
$5,250,000. 
| A month ago, Hayden also bought |# “The Ahrens acquisition equips 
the book publishing house of John |us to go into the merchandising 
F. Rider, Publisher Inc. Rider spe- | field, for which we were not pre- 
cializes in paperback technical viously equipped,” he added. Ah- 
books and currently has more than rens publishes Frozen Food Age, 
270 titles in electronic and allied Hotel World-Review & Hotel 
fields. No Rider books carry ad- Management, Restaurant Equip- 
vertising. ment Dealer, Restaurant Manage- 
In the next few weeks, Hayden ment, and Travel America Guide 


an annual launched about 18 
months ago. Other publications in 


° also announce a new publica- | to Hotels & Motor Hotels. 
ayden cquires ‘tion “close to the electronics field.” | Mr. Mulholland said Hayden is 
I 


| 


interested in acquiring fully 
staffed and profitable operations. 
\““We want to develop into a con- 
federation of independent publica- 
tions, each headed by a man 
‘capable of running it totally.” In 
line with this, Hayden plans no 
executive changes at Rider or Ah- 
'rens. John F. Rider remains presi- 
‘dent of the Rider division; Don 
{Nichols continues as Ahrens’ 
chairman and treasurer; Charles 
F. Loeffel as vice-chairman; and 
John C. Cadle as president. 

On the same principle, he added, 
Ahrens will retain Bauer Adver- 
tising, Maspeth, as its agency; 
Thomas V. Hodges Advertising, 
Philadelphia, will continue to han- 
| dle Hayden. 


. Mr. Mulholland said one reason 
|for Hayden’s rapid expansion has 
‘been that “there are activities that 
are best carried out by larger op- 
erations.” This applies especially 


9540 million market! 


Kalamazoo Gazette dominates one of the most dynamic markets in the U.S. 


Business in Kalamazoo has gone nowhere but up for years. To cash in on this fertile area 
for increasing sales, use the proven power of the Gazette. Your sales story will go into 
practically every home in the city, and into 8 out of 10 homes in the whole prosperous 


county. 


KALAMAZOO GAZETTE 


ONE OF THE 8 BOOTH MICHIGAN NEWSPAPERS 


Advertising Age, October 23, 1961 


- YOU GET | 


U-night FREE trial offer of the SEALY. 
POSTUREPEDIC’ MATTRESS, Plus 
this Posture-Prog 
(comparative value *7.9) for only *2.95. 
Call EVergreen 8-7760 for the address of 
sale. This offer for a limited time only. 
WHAT MORE COULD YOU WANT? 


SOMETHING MISSING?—Sealy Mat- 
tress Co. of New York is running 
ads in nine metropolitan and sub- 
urban newspapers without an il- 
lustration of the product. The ad 
is keyed to a telephone number 
which prospects may call for the 
address of the nearest Sealy deal- 
er. Getschal Co., New York, han- 
dles Sealy of New York. 


to research for advertisers, to 
marketing and to new publica- 
tions, he indicated; Hayden has 
been able to plough a considerable 
amount of development cash into 
its new acquisitions. 

Hayden took one of its first 
steps towards expansion in April, 
1950, when Mr. Mulholland and 
co-founder T. Richard Gascoigne 
relinquished publishing direction 
of Hayden properties to Robert E. 
Ahrensdorf. 

Mr. Ahrensdorf had operated 
Robert E. Ahrensdorf Co., Los An- 
geles, a representative company, 
which had handled Hayden’s Elec- 
tronic Design for seven of its eight 
years until then. Prior to that, he 
had been a vp of Rogers Publish- 
ing Co. 


2 At that time, Mr. Mulholland 
took the new post of president and 
Mr. Gascoigne the new post of 
chairman, and since then both 
have devoted full time to expan- 
sion plans. 

Mr. Mulholland said this month 
will be the largest in dollar vol- 
ume for both the company and its 
major money maker, Electronic 
Design. Meanwhile, Ahrens ap- 
pears “about equal with last year,” 
and Rideris up. + 


Kirkland Joins Burrus 

William B. Kirkland has joined 
Burrus Mills, Dallas, as marketing 
manager for consumer and bakery 
products. Mr. Kirkland was for- 
merly area sales manager in Rich- 
mond, Va., for Pill.bury Mills. 


The National 


Future Farmer 
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And in consumer selection of a product for 
family use, only by using every bit of 
authoritative support you can get, can you 
make certain that the consumer picks your 
brand from the counter. 


Millions of young mothers find themselves 
confused about product differences, because 


PARENTS’ 
MAGAZINE 


AS ADVERTISED 
THEREIN 


fathers (both readers and former readers 
of Parents’ Magazine), know and respect 
this Seal as the most authoritative symbol 
of products suitable for their families. 


There is no compromise in the awarding 
of this Seal. The scientific facilities used by 
Parents’ Magazine for product study and 


1,875,000 


of oa — well founded and _ testing are the equal of any in the nation. watnoaet cnen nee Game ee 
well-meaning advice. This emblem is a proven sales-builder. vou Me bic OO.0OO0OO 
: te di Used in advertising, on literature, on rete 4,9 ’ 
This Seal makes the big difference at ; 4 , com nites 
packages, it can move the consumer to on eee MONTHLY READERSHIP 


point-of-sale! THE STORK? 


say, “I'll take this one,” as she picks up ns 
All over America, young mothers and YOUR product. eon 


6,300,000 


Consumer Service Bureau, PARENTS’ MAGAZINE, 52 Vanderbilt Avenue, New York 17 « Atlanta » Chicago » Boston * Los Angeles * San Francisco 
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FREE LIGHT 


. . 
with every sign 

*Codit” Reflective Liquid makes your 
highway “tacker” signs sell day and 
night—without the cost of light! Reflec- 
tive sign surface bounces back light 
borrowed from oncoming cars. Brilliant. 
Impressive. You reach 50% more motor- 
ists than with daytime-only signs—and 
at much less cost per reader. 


eu tae FOR FOLDER AND 
MONSTRATION SAMPLE 


‘Copit 


BRAND 


REFLECTIVE LIQUID 
Minnesota Mining & Manufacturing Co. 
Dept. RCW, St. Paul 6, Minn. 


a Gellert-Wolfman publication 
New York, will go from a bi- 

monthly to a monthly with the 
January, 


Schaefer Names Cooke 

Robert B. Cooke, formerly a 
broadcaster with Columbia Broad- 
casting System and prior to that 


sports editor of the New York Her- | 


ald Tribune, has been named direc- 
tor of public relations for F. & M. 
Schaefer Brewing Co., 
He succeeds James Hausman, who 
resigned about six months ago. 


Hooker Names Cannon 
William J. Cannon has joined 
Hooker Chemical Corp., New 
York, as manager of advertising 
and sales promotion, headquarter- 
ing in Niagara Falls. Mr. Cannon 
was formerly manager of corpo- 


_ rate advertising of Allied Chem- 


ical Corp. 


1962, issue. RM, which} 
was launched last January, plans 
‘no change from the present b&w 
|rate of $680 a page. 


Brooklyn. | 


'| How Bell & Howell 


Stretches Marketing 
Funds Told to DMAA 


New York, Oct. 17—High effi- 
ciency is the key to the marketing 


| cago, Carl Schreyer, marketing vp, 
told the convention of the Direct 
Mail Advertising Assn. here last 
| week. 


/as possible, 
| shown that consumers thought Bell 


| strategy of Bell & Howell Co., Chi-| 


| Mr. Schreyer said his company | 


could not match Eastman Kodak’s 


advertising budget for its photo- 


$15,000,000 to $20,000,000 a year) 


graphic equipment. Instead, B&H) 


|has elected to invest its marketing 
}dollars in customer and dealer 
| satisfactions, such as the five-year 
guarantee for its new slide pro- 
jector, and a dealer profit-sharing 
franchise. 

Bell & Howell’s marketing phi- 
losophy, said Mr. Schreyer, is to 
overcome consumer barriers by 
engineering products with “inno- 
vations, not just frills.” The com- 


pany also aims at simplifying op-| p 


eration of its equipment as much 
since studies 


& Howell’s cameras were too com- 
plicated. 


Another prime objective is to| 


secure dealer support. The com- 
pany conducts elections in 16 dis- 
tricts to elect a representative to 


a Bell & Howell retail panel. These | 


16 retailers tell the company what’s 
wrong with it for “five solid days,” 
Mr. Schreyer said. “These guys are 
articulate and vocal. They don’t 
pull their punches.” 


# Mr. Schreyer also explained the 
workings of a profit-sharing fran- 
chise plan, designed to control 
discounting and to protect the 
dealer’s inventory 
reduced. The company also offers 
retailers shares of common stock 
for supporting Bell & Howell pro- 
motions. Mr. Schreyer said about 
3,000 retailers are owners in the 
company. 

Bell & Howell, through Sloan- 


$325 million market! 


Only The Muskegon Chronicle delivers this market 


Important Seaway port, busy manufacturing city, trading center for families with $'4 
billion to spend. The Chronicle, practically 100% home delivered, goes into 85% of all 
homes in Muskegon County and is the most potent salesman in the area. The Chronicle 
can carry your advertising campaign alone, with maximum effectiveness and economy. 


THE MUSKEGON CHRONICLE 


ONE OF THE 8 BOOTH MICHIGAN NEWSPAPERS 


had | # 


if prices are ~ 


Advertising Age, October 23, 1961 


SPORTS FORECAST—Fortune Shoe Co. 
is testing a series of five ads with 
sports cartoons on the changing 
Southeastern Conference football 
situation in Atlanta, Jackson and 
Tampa. Each ad runs the day be- 
fore a big game. Clayton-Furlow is 
the agency. 


Ashland Co., sent out over 20,000,- 
000 direct mail pieces last year, 
| plugging the company’s $150 movie 
| outfits. Mr. Schreyer said 65% of 
the people who buy through direct 
mail have never been in a camera 
store and never intended to go to 
one. + 


| Shoppers Information 
Service Finds Live 
Buying Prospects 


New York, Oct. 17—Shoppers 

| Information Service, a new com- 

| pany, at 366 Madison Ave., has 
come up with a program aimed at 
cutting “‘manufacturers’ cost of lo- 

| cating the active shopper by 90%.” 

Here’s how the program works, 

| according, to Edward MacNeal, 

| president, and Robert Roderick, vp: 
Through direct mail, household- 

ers are offered buyers kits in a 
_ variety of products. The consumer 
|may pick four product categories 
|}on any given request cards. The 
| service then compiles a “package” 
|containing sales information kits, 
catalogs, brochures of competing 
| companies in each category. The 
| privacy of the consumer is guaran- 
| teed; no names are revealed. 

_ Mr. MacNeal said the first mail- 
ings were sent out today. “The 
mailings will reach 30,000,000 fam- 
ilies in 1962,” he said. 

“We can isolate the active buy- 
er,”’ he said, “and enable the man- 
ufacturer to give him the whole 
story in any product category.” 

By combining a search for shop- 
pers in many product categories, 
Shoppers Information Service “will 
locate the one shopper in 200, in 
the case of washing machines, or 
the one shopper in 100, in the case 
of television sets, who wants to 
know all about a product for im- 
mediate purchase.” 


| 


» “The cost of prospecting for cus- 
tomers has always been high,” he 
| said. “Until now, hardly any com- 
pany could afford the $2,000,000 to 
$5,000,000 expense needed to pros- 
pect throughout his entire market. 
Our service can accomplish this 
for as little as $100,000.” 

Mr. Roderick said the “private 
trade show” service was “the next 
logical step to the sale after na- 
tional advertising.” + 


SPORTS « CARTOONS- PRODUCTS IN ACTION 
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CHEMICAL WEEK Production Editor Herb Short flies 
in as Carla flies out for a 2-day eyewitness survey of 
Chemical Process plants in hard-hit Texas Gulf area. 
Za 


SEA OF DRUMS strewn across Texas City road typifies DIKE BROKE HERE, and the wind picked up the Guif CARLA’S WICKED EYE missed Koppers plant at 
clean-up problem in hurricane’s aftermath. But CPI- and dropped it right in the lap of Dow's Plant A. Plant Port Acres by 200 miles, but it got 4 ft. of water. 
Management snapped back fast to hold the biggest In- B, higher, fared better. But in just 4 days most areas And DuPont's Victoria plant and Carbide’s Sea- 
dustry loss — production downtime — to a minimum. were drained and lights began twinkling. drift plant caught the eye but missed the flood. 


This story suggests why in the Chemical Process field there 
is One unique publication acknowledged as “Industry Spokes- 
man for CPI-Management.” But to speak, you must know. 
And to know, you must see and hear. You must be something 
more than “‘on the scene’”’... you must be in the scene, a living 
part of what is happening. All sorts of things happen in this 
busy, changing CPI complex, and happen fast! Most are 
neither as dramatic nor as demonstrable as what you have 


BACK IN BUSINESS 3 days later, Tanker Dow Chem ties up at Freeport plant : 
to load. Southern Pacific sent ‘‘empties’’ through to test rails inland to Port witnessed here “es but whatever, wherever, whenever any- 


ee ee ee re thing happens that affects the managers of the companies 


you want to sell, they know they can count on CHEMICAL 


WEEK to be their eyes and ears as well as their voice. 


PATROLLING GUARDS- industry Spokesman for CPIl-Management 
MAN, viewing strangely 


silent chemical industry 
in background, helps 
pcan emica com 
looters under control 


as plant crews return 
toclean upand start up. 


A McGraw-Hill Businesspaper @: 
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Schmidtke to Atherton-Privett | 


Norman E. Schmidtke, formerly | 
with Erwin Wasey, Ruthrauff & 
Ryan, has joined Atherton-Privett, 
Los Angeles, as an art director. | 

| 


Rogers Moves N. Y. Offices 
Rogers Publishing Co., subsidi- 
ary of Cahners Publishing Co., has 
moved its New York office from 
60 E. 42nd St. to 310 Madison Ave. 


CIMMICK MAILINGS 


Exotic, unusual mailings 


of all types to tie-in with 
your special promotions. 


Free 24-page Catalog 


HAWAII 
\ Onan OF HAMA, INC. > | 
305 7th Ave, N.Y. 1, WY. © OR 56500 


| Branches 
© 469 E. Ohio St., Chicago 11, Ill. + Tel.: 467-5765 
* 24333 Narbonne Av., Lomita (1.A.), Cal. - DA 5-0381 


a 


BREAKTHROUGH—International Latex Corp., New York, began advertis- 
ing its Playtex bras and girdles in prime tv network time this fall, 
with participations in “Thriller,” “Cain’s Hundred,” “87th Precinct,” 
“Saturday Night at the Movies,” “Outlaws,” “Tall Man,” “Captain of 
Detectives,” “Jack Paar Show” and “Today,” all on NBC-TV. The 


above commercial for Playtex 


Living bra features the brand’s 


wis 108 TRS LONGER 


“stretch-ever, Spandex elastic made without rubber” so that it can 
be machine washed with a detergent and even a bleach without 
“stretching.” The bra is said to “last up to three times longer.” Latex 
also is continuing its spot tv schedule in about 100 markets. Reach, 
McClinton & Co. is the agency for Latex bras, while Ted. Bates & Co. 


handles the girdle line. 


Lane Ltd. Names Gore 

Chester Gore Co., New York, 
has been named the agency for 
Lane Ltd., marketer of House of 
Lords, Black Knight, Orienta and 
Mountbatten smoking tobaccos and 
Charatan pipes. Kastor, Hilton, 
Chesley, Clifford & Atherton was 
the previous agency. 


Industrial Ads Only 
Way to Reach All 
Buying Execs: Allen 


Cuicaco, Oct. 17—Use of indus- 
trial advertising is the only way to 
reach all the buying influences in a 


company, but management has to 
have this fact brought home to it, 
according to Philip D. Allen, presi- 
dent of Maclean-Hunter Publish- 
ing Corp. 

Surveys by Maclean-Hunter in 
the U.S. and Canada, he told the 
Chicago chapter of the Assn. of 
Industrial Advertisers last week, 


$430 million market! 


Reach it through The Saginaw News 


An extremely stable market, with excellent balance between industry, agriculture and 
commerce. The Saginaw News, home delivered to 8 out of 10 homes in all of Saginaw 


County, provides volume sales for its advertisers. Schedule The Saginaw News for sales 
and profits. 


THE SAGINAW NEWS 


ONE OF THE 8 BOOTH MICHIGAN NEWSPAPERS 


“seem to point up a pertinent fact 
that management knows practical- 
ly nothing about industrial adver- 
tising and unfortunately, in many 
cases, cares less. 

“I firmly believe,” Mr. Allen 
said, “that the fault lies directly 
on our shoulders. We have done 
absolutely nothing to promote in- 
dustrial advertising to our top 
management.” 


® He suggested that ad managers 
should send monthly bulletins to 
the company president, outlining 
advertising objectives and means 
of accomplishment. 

To point up the need for adver- 
| tising in addition to sales calls, Mr. 
|Allen suggested: “Take five of 
your largest customers and find out 
from the sales department on 
whom the salesmen are calling. 
|Then, get the circulation in those 
{companies as delivered by the 
| magazines you are using to reach 
|those companies. Ask your sales- 
men whom they would rather call 
|on, the individuals they see or the 
|recipients of the magazine... This 
}was done for one West Coast 
| manufacturer, and I quote the sales 
| manager when he said, ‘Boy, if my 
|}salesmen could call on these indi- 
| viduals, our work would be easy.’ ”’ 
| 
|= By multiplying the number of 
| Plants being sold to by the number 
jot “buying influences” in each, and 
|by then multiplying that number 
| by the number of sales calls needed 
| to sell these influences, it can be 
| shown that the sales staff could not 
do the complete job, he said. + 


|Scelba to Armand-Richards 
Andrew F. Scelba has joined 
|Armand-Richards Advertising 
| Agency, Hackensack, N.J., as an 
| account executive. Mr. Scelba was 
|formerly an account executive of 
|Arden Advertising Associates, Pas- 
saic, N.JI. Thomas & Betts Co., 
| Elizabeth, N.J., has appointed Ar- 
mand-Richards to handle promo- 
tion for its electronics products. 


Network TV 


Cost-per-1,000 Trends 


Compiled by TvB 
Source: A. C. Nielsen Co. 


| 


| Ist 6 All Day- 
Months Programs Evening time 
1961 $2.73 $3.98 $2.01 
1960 2.65 3.94 1.90 
1959 2.72 3.60 2.30 
1958 2.85 3.71 2.24 
1957 2.79 3.72 2.14 


Note—The sponsor’s admission fee 
—cost per thousand nighttime 
homes reached—continues to edge 
upward after a dip in 1959 and 
1960. Daytime cost per thousand 
dipped in 1960; now it has gone up 
again. 


2. WESTERN HORSEMAN 


THE EYE FOR A BILLION 
DOLLAR MARKET; INSIDE 
FACTS ON THE WESTERN 
HORSEMAN READERS. 
9 Send for a Copy Today. 


3850 NORTH NEVADA AVENUE 
COLORADO SPRINGS, COLORADO 
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The price on women readers varies in Chicago. When you 
advertise in the Sun-Times/Daily News combination, you 
get 527 women for a dollar. With the second-best combi- 
nation, 517 for a dollar. Difference: 10 purse-toting peo- 
ple for every single buck! 

You could go after Chicago’s women with one news- 
paper. But even the biggest daily in town misses nearly 
two-thirds of the women. 

That’s why it now takes two newspapers to sell Chicago. 


more] women for every dollar 
ANOTHER FOR YOU IN CHICAGO’S Tor TWo 


And—you check —in every major buying category, the Top 
Two for the money are the Sun-Times and the Daily News. 
Our man has the facts (Compiled in consultation with 
A.R.F.) Have a look. 


CHICAGO: 401 N. Wabash Avenue, WHitehal! 3-3000 


NEW YORK: Time and Life Bidg., Room 1708, 
Circle 6-1919 


DETROIT: Buhi Bidg., Room 1026, WOodward 3-0930 
MIAMI BEACH: Hai Winter Co. 


ATLANTA 
LOS ANGELES 
SAN FRANCISCO 


Sawyer-Ferguson- 
Walker Co. 


FOR THE 


Copyright, 1961, Field Enterprises, inc. 
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JUST ASK FOR MARIE... 
Call WAbash 2-8655! 


Let Marie handle your complete 
mailings — including addresso- 
graphing, addressing, multigraph- 
ing fill-in on multigraphed let- 
ters and planographing. 3 
Marie keeps your Mailing List 
up-to-date too and frees you from 
all the detail work. 

Direct Mail has been our business 
for 30 years. We pick up your 
rush copy, give quick service, do 
accurate work guarantee 
prompt delivery. 


a Leller Hof 1. 


431 S. Dearborn St. * Chicago 5, Illinois 


| 


| 
| 
| 


} 
| 
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Information for Advertisers 


| “A Market on the Move,” a 12- 
| page market data file on the wood 
industry, is available from Wood 
& Wood Products, 59 E. Monroe 
St., Chicago 3. Requests, written on 
company letterhead, should be di- 
rected to J. F. Koellisch, publisher. 
| 

|e “1961 Survey of Markets & 
|Business Year Book,” giving data 
on the 400 market areas in Canada, 


| population growth and gives com- 


| 


plete description of each area. | 
_Copies of the survey are priced at 


| $4 each. | 


|}@ “Fort Wayne—Indiana’s Golden | 
| Zone Market,” covering population, 
|retail sales, construction and in-| 


repair, and ownership, by brand, 
of piston rings, batteries, spark 
plugs, oil filters, air cleaners and 
tires by farmers in Iowa, Illinois, 
Indiana and Wisconsin, have been 
published by Wallaces Farmer, 
Prairie Farmer and Wisconsin Ag- 
riculturist, Wallace-Homestead Co. 
publications. Additional informa- 
tion on the “Automotive Accesso- 
ries” survey may be obtained from 
R. J. Pommrehn, Director of Re- 
search, Wallaces Farmer, 1912 
Grand Ave., Des Moines 5. # 


|dustry in Fort Wayne, has been) 


published by Fort Wayne News- 
|papers, Fort Wayne 2. Requests 


_DeCoster Joins ABC-TV Sales 
Arthur J. DeCoster, formerly 


has been published by the Fiman-| should be directed to Paul H. with the Katz Agency, has been 


cial Post, 481 University Ave., To- 
jronto. The survey rates each area 


| Knapp, manager. 


} 


appointed an account executive in 
ithe Chicago office of ABC-TV 


|in terms of income, retail sales and| e Three reports covering purchase,! National Station Sales. 


— $44 billion market 


In all counties shown in 


_. a Booth newspaper 
at least 20% coverage 
of all households daily. 


Sources: SM SBP, 
5/10/61; latest ABC audits 


Booth Newspapers, alone, deliver this share of the Michigan market 


Two and a quarter million people, with $4.4 billion spendable income, will make almost $3 billion 
in retail purchases this year. They’re easy and economical to reach, too. The Booth Michigan 
Newspaper in each area is strong enough and influential enough to do your advertising job alone. 
Call in the Booth representative. Get the market facts and the coverage details from him now! 


BOOTH MICHIGAN NEWSPAPERS 


REPRESENTED 
NATIONALLY BY: 


A. H. Kuch, 110 E. 42nd Street, New 


Sheldon B. Newman, 435 N. Michigan Ave., Chicago 11, SUperior 7-4680 
Brice McQuillin, 785 Market St., San Francisco 3, SUtter 1-3401 
William Shurtliff, 1612 Ford Bidg., Detroit 26, WOodward 1-0972 


York 17, MUrray Hill 2-4760 
THE F 


THE 
THE Ss 


THE ANN ARBOR NEWS 
THE BAY CITY TIMES 


LINT JOURNAL 


THE GRAND RAPIOS PRESS 
KALAMAZOO GAZETTE 

JACKSON CITIZEN PATRIOT 
MUSKEGON CHRONICLE 


AGINAW NEWS 


BEER AS GEER SHOULD BE FULL TASTE BEER 


|NEW AD SERIES—Ads like this are 
| appearing on a regular basis in the 
Delaware Valley area emphasizing 
|the scope of product availability 
| provided by Schmidt’s of Philadel- 
phia. 


| Park, Benziger 
‘Hikes Budget for 


Harvey's Scotch 


New York, Oct. 17—Park, Benzi- 
ger & Co. has stepped up advertis- 
ing for Harvey’s scotch, largest- 
selling scotch in the under-$6-a- 
fifth class in New York. 

Harvey’s was a minor advertiser 
for years. Last month, Park, Ben- 
ziger switched from Georgian As- 
sociates to Miller Advertising after 
talking to some five agencies. The 
company liked Miller’s “reason- 
why” approach, which takes the 
form of solid-copy, 100-line ads 
scheduled for most New York 
newspapers, which began Oct. 16. 

Copy says Harvey’s is the light 
scotch that refuses to join the cost- 
ly ranks: “We do not believe .. . 
that an excellent scotch whisky 
need cost more than $5.77 a fifth 
(or $7.14 a full quart), the price 
of Harvey’s.” 

The same theme appears in bus 
ecards saying, “Enjoy Harvey’s 
scotch, you'll like the change.” 

Later, Benziger plans extending 
the campaign market by market. + 


Paterson Billings Increase 

George Paterson Agency, Syd- 
ney, has issued an annual report 
|showing record billings of more 
‘than $13,440,000 for the year ended 
| June 30, 1961. Paterson is consid- 
| ered Australia’s biggest agency. It 
| has a staff of 415. For the previous 
|fiscal year it reported billings in 
excess of $11,200,000 and a staff 
|of 380. 


Travel Enterprises to Kohn 

Travel Enterprises Inc., New 
/York, has named Abner E. Kohn 
Associates, New York, to handle 
its advertising. The former agency 
| was Harold Michaelson Associates. 
|The company is using small space 
in the New York Herald Tribune, 
Post and Times and Modern Bride. 


| 

Neiman Joins Capitol Records 
Bill Neiman, formerly with Car- 

son/Roberts Inc., has joined the 

publicity staff of Capitol Records, 

|Los Angeles. 


; Address: Chicago's 


magnificent gold coast 


181 East Lake Shore Drive 


Overlooking Lake Michigan... 

five minutes from downtown . . . 

steps from Michigan Avenue 

stores. Fine Restaurant. 

Superb rooms & suites 

at sensible prices. 

Donald O. Cronin, Mgr.F 
SUperior 7-8500 


LAKE SHORE ger 
/) ORIVE HOTEL =< 
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A DYNAMIC, SUGCESSFUL 
ADVERTISING PROGRAM 


CONCEIVED & COMPLETED 


BETWEEN TODAY « DEC. 31? 


at EE a Bei tye 


y 
y 
; 


tii 


Yes, indeed! The Wall Street Journal gives you 
more of everything —including time to act! 


Try this on an advertiser: ““Our agency has a program whereby you 
would have a 13th month in 1961 to meet and beat last year’s sales 
record. We can be in action swiftly . . . and you'll be feeling the 
results and filling orders before you have to close this year’s books.” 


When he asks how and why, tell him: “We'll jet this program 
through in The Wall Street Journal. It’s a daily—the only national 
business daily. Short closing dates. Simple, inexpensive black-and- 
white production materials. We'll be getting leads from interested 


prospects before we'd even see insert proofs from other, slower 
national media.” 


@ Then, for background: Circulation at over 750,000. 4-Edition 
regional flexibility (you pick and choose at no premium cost.) The 
cream of the management market. Ideal for business products and 
services .. . and for quality personal products as well. A cost-per- 
1,000 that’s been going down steadily—down 13.4% since 1950. 


s How about it? Just pick your toughest advertiser and see how he 
responds to an idea for making more sales now .. . right now. 
THE WALL STREET JOURNAL ~—Published at: New York, 
Washington, D. C., and Chicopee Falls, Mass.; Chicago and Cleve- 
Jand; Dallas; San Francisco. 
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Modern transportation 


for modern education 
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The building of our new federal highway system 
is creating many new kinds of markets—and many 
new industrial developments. Also created is new 
suburban living for many families. The big yellow 
school bus is responsible for revolutionizing the 
American school system by making possible bigger 
and better consolidated schools. 


During the next ten years due to the great in- 
crease in our school-age population the school bus 
will play an even greater role in the development 
of our expanding educational system. 


SCHOOL BUS TRANSPORTATION with a 
circulation of 22,000 is published to give our readers 
who are responsible for “modern transportation for 
modern education” all the authoritative and helpful 
information required in all phases of school bus 
operation — equipment, scheduling, maintenance, 

. driver training, safety and legislation. 


SCHOOL BUS TRANSPORTATION is the 
. only magazine that exclusively serves the school 
4 bus market. 


_ 


aie oDoP 
a ne a 
wee nn ee 


PLANT MANAGEMENT and ENGINEERING MACHINE and TOOL BLUE BOOK 
9 “ty . GRINDING and FINISHING CUTTING TOOL ENGINEERING ASSEMBLY & FASTENER ENGINEERING 
who plan for tomorrow.” NITCHCOCK'S MACHINE and TOOL DIRECTORY ratenette® production and “For better production, HITCHCOCK'S ASSEMBLY & FASTENER DIRECTORY 
“For t men action . quality cost."* oe 
Published since 1950 — Circulation 50,100 in metalworking.” Published since 1955 — Circulation 32,000 Published sinee 1955 — Ci 28,000 Better Se Seana 
Puente cleice 'twireennh aes Published since 1958 — Circulation 31,000 
’ Cireulation (Directory) 23,000 


HITCHCOCK’S SERVICE D 


Marketing e@ Research @ Merchandising @ Promotion 
HITCHCOCK DIVISIONS: TECHNICAL BOOKS & 
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Modern 


The planning and rebuilding of America’s cities 
and their transportation systems is one of the most 
needed projects on the drawing boards all over 
America. 


The need for co-ordinated mass transportation 
and some new methods of rapid transit is increas- 
ingly urgent— 

e By 1970 the United States will have a popula- 

tion of over 200,000,000. 
e By 2000 A.D. great supermetropolises or 
“megapolises” will have formed. 

In addition to providing practical features for 
the operators of passenger transportation systems, 
METROPOLITAN TRANSPORTATION with a 
circulation of 12,000 provides the stimulus, the 
leadership and the vision required by persons 
‘ee responsible for the planning and operation of metro- 
ps politan area transportation to work for the future 
of “modern coordinated transportation for modern 
American cities.” 


ITCHCOCK PUBLISHING COMPANY 
HITCHCOCK BUILDING * WHEATON, ILLINOIS 
Publishers of Business Magazines and Directories Since 1898 


BOSTON, NEW YORK, CLEVELAND, CINCINNATI, DETROIT, CHICAGO, 
LOS ANGELES, SAN FRANCISCO 


C 
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HITCHCOCK'S WOOD WORKING DIGEST 
HITCHCOCK’S WOOD WORKING DIRECTORY 


“For the management men 
in woodworking.”’ 
Published since 1898 — Circulation 20,100 
Circulation (Directory) 15,000 


METROPOLITAN TRANSPORTATION 


“Coordinated transportation for 
modern American cities." 
Published since 1904 
Cireulation 12,000 


‘Modern transportation for 
modern educatior."’ 
Published since 1956 
Circulation 22,000 


DEPARTMENTS 
Reader Service . 
SPONSORED MAGAZINES e 


Direct Mail 
INTERNATIONAL 


coordinated transportation 


for modern American cities 


Metropolitan 
Transportation 


a HITCHCOCK PUBLICATION 
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Marketing Department 
HITCHCOCK PUBLISHING COMPANY 
Hitchcock Building + Wheaton, Illinois 


Please send complete information on the following Hitchcock 
magazines, directories and their markets. 


00 Assembly & Fastener Engineering 
0 Machine and Tool Blue Book 

(0 Hitchcock’s Wood Working Digest 
C Metropolitan Transportation 

© School Bus Transportation 


0) Hitchcock’s Assembly & Fastener Directory 
©) Hitcheock’s Machine and Tool Directory 
© Hitchcock’s Wood Working Directory 

() Cutting Tool Engineering 

©) Grinding and Finishing 

© Plant Management & Engincering 


Company. 
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Allis-Chalmers Boosts Two 

Allis-Chalmers Mfg. Co., Mil- 
waukee, has appointed C. R. Braun, 
formerly manager of the nuclear 
power department, manager of 
marketing of its atomic energy di- 
vision. At the same time, C. B. 
Graham, formerly chief engineer 
of the nuclear power department, 
has been named to succeed Mr. 
Braun as manager of the depart- 
ment. 
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Adman in the News ... Bernard S. Fixler 


New York, Oct. 17—Education is 
jone of the chief interests of Ber- 
nard S. Fixler, newly-elected 
chairman of the Direct Mail Adver- 
tising Assn., 


lems in his new 
m™ job (AA, Oct. 
16). 


College, 


of explaining 
direct mail’s 
value to the 
public, and telling what it can do 
for the user. He thinks congress- 
,men in Washington, for example, 


Bernard S. Fixler 


'don’t have “a real picture” of the | 


industry. “When people under- 
stand what this is all about, it does 
have an effect,” he said. 
Ultimately, Mr. Fixler believes, 
any attempt to “undermine” direct 


mail, such as the current “hatchet 
job” being done on the medium by 
newspapers, is bound to fail, be- 
cause “it’s the user who’s going to 
decide it can do a job for him.” 


the industry. 
| One of his goals will be to work 


Mr. Fixler, a|for a “stabilized” postal situation. | 


trustee of Long | “It’s not good for the industry to NFAA Elects Two Members 
Island’s Hofstra} have uncertainties over what’s go- | 

views ing to happen next,” he said. 
s his task as one | 


|@ Mr. Fixler thinks the Post Of- | 


fice Department’s nationwide im- 
proved mail service, in which mail- 
,ers spread out the flow of mail 
during the day, is a good way to 
cut costs and increase efficiency. 
| The new DMAA chairman 
head of Creative Mailing Service, 
Freeport, N.Y., which provides 
mailing lists for business and fi- 
nancial publications. He started the 
business “on a very small scale” 


is | 


Advertising Age, October 23, 1961 


| after he got out of service in 1946. | pss 


| Mr. 


| ground in DMAA through a hitch 


|as treasurer, a position he holds |§ 


{until assuming his new duties. 
When he takes over, he wants to 
make a “renewed effort” to evalu- 


and he expects| And Mr. Fixler plans to get across ate DMAA member services to i 

to find many) direct mail’s value to the user by | find out what kinds of informa- 

education prob- doing “everything we can to pub- | tion members need most. 
\licize and promote and explain” | 


Mr. Fixler concedes that it might 
be “appropriate” if the query took 
| the form of a direct mail survey. + 


| National Federation of Advertis- 
ing Agencies has elected two new 
members: Robert K. Butcher & As- 
sociates, Shreveport, La. and 
Baisch Advertising Agency, Cleve- 
land. The group now has 33 mem- 
bers. 


‘Rowland Joins Fitzsimmons 

Royal Rowland, formerly with 
William Douglas McAdams Inc., 
has joined Donald F. Fitzsimmons 
Inc., New York, as production 
manager. 


BIGGER than DENVER 


One Buy Delivers 


IDAHO-MONTANA 


plus 11 counties 


in Wyoming 


at lower cost per thousand 


SKYLINE TV NETWORK delivers 27,500 more TV homes than the highest rated 
station in Denver — at 29% lower cost per 1,000. SKYLINE delivers 92,300* 
nighttime homes every quarter-hour Sunday through Saturday. Non-competi- 
tive coverage. One contract — one billing — one clearance. Over 254,480 
unduplicated sets in 5 key markets. Interconnected with CBS-TV and ABC-TV. 
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IDAHO 
KID-TV Idaho Falls 
KLIX-TV Twin Falls 


MONTANA 
KXLF-TV Butte 
KFBB-TV Great Falls 
KOOK-TV Billings 


P. O. Box 2191 


* ARB average March, 1961 


TV NETWORK 


Idaho Falls, Idaho 


Call Mel Wright, phone JAckson 3-4567 
TWX No. IF 165 
Or your nearest Hollingbery office 
or Art Moore in the Northwest 


Fixler gained his _ back-|/ 


ROAD SIGNS—Chrysler-Plymouth 


division launched a series of 
magazine ads Oct. 16 pushing Val- 
iant’s “economy, performance and 
durability” in road signs such as 
the one above. Five ads will run. 
N. W. Ayer & Son is the agency. 


Radio Free Europe Push Opens 

Due to the Berlin crisis, the Ad- 
vertising Council opened its Ra- 
dio Free Europe fund campaign on 
Oct. 15, three months ahead of 
schedule. The fund drive, using 
magazines, newspapers, tv, radio 
and transit advertising, will con- 
tinue through January. Ted Bates 
& Co., New York, is serving as vol- 
unteer agency for the fifth year. 


‘Prairie Farmer’ Boosts Rates 

Prairie Farmer will raise its ad- 
vertising rates, effective Jan. 1, 
1962. The agate line rate will in- 
crease from $3.60 to $3.80, and the 
one-time b&w page rate will be 
| boosted from $2,620 to $2,766. The 
magazine said the higher rates 
were adopted because of “contin- 
ued advances in publishing costs 
and postage rate increases.” 


Welex Promotes Porter 

Weldon Porter has been appoint- 
ed Dallas area sales manager of 
Welex, division of Haliburton Co., 
succeeding George Harcourt, who 
|has been shifted to the Houston 
division sales office to assume di- 
rection of the company’s new cus- 
tomer program. Mr. Porter contin- 
ues as chief engineer for comple- 
tion services. 


WANT 
CONCENTRATION? 


USE THE PRESS! 


With more A.B.C. circulation than 
all other Dailies and Weeklies in 
the area combined, the Press cover- 
age in Southern New Jersey’s Tri- 
County market of Atlantic, Cape 
May and Cumberland is all you 
need—Concentrated and Complete. 


Atlantic City Press 


Southern New Jersey's 
"Good Morning” Newspaper 


ROLLAND L. ADAMS, President 


Scolero, Meeker & Scott, National 
Representatives 
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Why we don't go to 


Somewhere, there’s an auctioneer who'd like to 
stick us with the worst item in his catalog. And 
all because we turned down his bid for a Business 
Week subscription. 


Sir, will it make you feel better to know that you 
are not alone? Last year, Business Week rejected 
13,133 subscription requests. 


Why? Because they were all from people outside 
the sphere of management —and Business Week 
subscriptions are solicited from management men 
only. We don't feel others can really use the com- 
prehensive business coverage our magazine offers. 


BUSINESS WEEK, A McGraw-Hill Magazine 


auctions any more 


With this policy, our editors know exactly who 
they're writing for (management men). And our 
advertisers know exactly who they're reaching 
(management men). That's why Business Week is 
such a fine market place for advertisers with cer- 
tain goals (money). 

We hope this explanation has soothed our auc- 
tioneer friend. Honest, we were only scratching 
our nose. 


You advertise in Business Week 
when you want to influence 
management men. 
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A new study, r@ 


land use will more than double. | 


he 260.4 square miles in| 


ted the most ture of 
comprehensive to date of the| and forec 
growth of the Denver Metropoli- growth. 1960 to 685.9 square miles in| 
tan Area was presented to the | The many maps and charts 
Inter-County Regional Planning |mey contain some surprises for| The commission's planners | 
issi developers and homebuilders. ° predict many new communities | 
h| The need for new housing will will ring the metropolitan area. 
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now to nearly 2 
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The study, 
Plan, is a 62-page report of two see pasture ac 
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year 2000. 
To accommodate that growth, 75,000 persons on 15 square | 
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sad will grow from a 30-STORY PLAN 

Workers in State ee rons 8 mma Dcbuilding Rate aoe ~ 
ns com. wil| Of 335.8 Pet. Secu rity 


Parker, in Doug 


\have 15,000 residents by , 
Castle Rock, the Douglas Denver is rebuilding at an 
County seat, wil] grow from its incredible rate, according to 
| present 1. population to 20,000. @ poll of 16 cities across the et tO 
\ 
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tural employment totaled 539,400 
Kassler on the Douglas-Jeffer- nation conducted by the maga- 
e will grow zine Architectural Forum. . : 
| Final architectural plat 


son County line, 
from less than 1,000 popula-| Forum found Denver had a | 
the manufacturing industry and service tion now to 4 community of| 335.8 pet, gain in “rebuilding” lof Jan. 2 for start, of const 
trades over August @ year ago. 40,000 in 40 years. permits issued for the first ‘Saturday by Security Life 

The federal government had 37,900 employes and state | Morrison, in Jefferson County,| six months of this year com: Mid-American Building Co! 
and local governmental podies employed another 73,200 in |will see a 20-fold population in-| pared with a like period in ‘scraper they will build at * 
August for a total of 111,100. he present 500 to| 1960. The average increase for \in downtown Denver. 

, governments the 16 cities was 9.4 pet. Clos” At the same time, a co 
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showed manufacturing employment of 94,300 
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The report 
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employed in food and kindred | 6l La mb 524,000 worth of 
an increase of 1,100 over July, a5 reconstruction and $9,588,000 | Bis ‘ ; ‘ 
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manager for Mid-America Corp. 
\ hoped to stat 


fruit and vegetable processing neared “@ seasonal peak. | 
Haneous industries. | total of $13,112,000. 
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inspector, said the 335.8 pet. | demolitio’ work at once afte 
\ the City Counci\ action last Mor 


Employment 
which includes workers in hotels and motels, jaundries and 
cleaning plants and a host of other service businesses, totaled sta 
$3,100 in August, the report showed. This was 800 more than Red omy of va avant increase over 1960 came from | . ii f 
in July and 3.000 more hee '0 August, 1960. gh auction ring| improved enforcement of hous- day night cleared the way * 
The department also reported a gain nonagricultural - A engeed a oeel Stock Yards| ing codes, urban renewal re- the skyscraper , 
Friday. | But he said }' will be imp 
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§ Population Up 
32% in Decade 


BOULDER, Colo.—A statistical report by the 
bureau of business research at the University of 
Colorado shows that Colorado’s population increased 
nearly 14 pet. more than the nation’s as a whole dur- 
ing the 1950-60 decade. 

Colorado’s population jumped 32.4 pct. during 
the period—a gain of 428,858 persons. 


The national average gain)= 


during the same 10 years was eae 
18.5 pet., the bureau reports in, artment 
its just-issued ‘“‘BBR Basic _— 


™ - 
earl 


a 
Re 


pa 
Report."’ 
Colorado's previous peak 
growth decade, the bureau said, Complex 
was 1900-10, when the state) 
gained 259,324 persons. <7 
The report showed that in Goin UJ 
the 1950s, Colorado grew at a 
greater percentage rate than By WILLARD HASELBUSH 
oe To x er he Tie eee Denver Post Business Editor 
: 2s ee Hawali, Texas, Washington SEM ms P 
Pee = and Oregon. A $3.1 million five-build- 
‘ Nuitet ing apartment complex— 
F mm Denver Boom largest of its kind in Den- 
na The big jump in population in| ver’s history — is under 


the last decade came in the|construction at Buchtel 
Denver metropolitan area. But} Blvd. and S. Vine St. 
several nonmetropolitan coun-| he 4.8-acre site is located 
ties showed gains also. Among) gyct north of the University of 
them were Chaffee, Dolores,| nenver stadium near the inter- 
Douglas, Eagle, Fremont, Gar! section of S. University Blvd. 
field, Lake, La Plata, Logan, and the Valley Highway. 
|Moffat, Montezuma, Montrose, Included in the complex, in 
Morgan, Pitkin, Rio Blanco, 8p addition to the 260 apartments 
ees S00 eee in five buildings, will be two 
| ‘The report contrasts the met-| jiub buildings and two swim- 
ropolitan areas of 1910 with ming pools. 

those of a half century later. The first Sé-unit building at 
|Among the largest cities in Col- | 2 — 6 
‘orado in 1910 were Leadville,| 2105 Buchtel Bivd., on which 
| Cripple Creek, Victor, Canon) construction now is 90 pet. 
City and Salida. Today they completed, will be ready for 
have been replaced by Aurora, | 
Englewood, Greeley, Fort Col- 
‘lins and Arvada. 


CRAPER WHL FIT IN SKYLINE 


’ PLAN 


occupancy Nov. 15. 
A similar building at 2155 
Buchtel Blvd. will be ready Dec. 


. a | 

urit Li e Business Tool 15, and the three remaining 

- Bureau Director L. J. Cram-| #Partment units will be built 
during 1962. 


\pon said the new compilation of | 


a 
| Statistics should be useful to, The five Buchtel Groves 
Ul |business and industry. apartment buidings each will 
| “They picture what is hap- be 3% stories high. Each apart- 


jitectural plans and a tentative date| pening, reflect the opening of | ment unit will have a private 


‘tart ef construction were announced) ew markets, illustrate results | balcony — first medium - rental 
| apartments in the metropolitan 


securit : : | of charfges in employment and 

Building Corp, = "ee ethos = directly relate to business ac: area with this luxury feature. 
ill build at 16th St. and Glenarm PI. 
yenver. 

ne time, a compilation by the Colgy 
‘| disclosed that the new Se 
d at $12 million, will 
ion the amount spent g 
jon which has chang 


vis. resident| MULT 
America Corp., 

| hoped toeteet aes 

at once after)! © 


ction last Mon. | 


d the way for Go E 


will be impos- 
| tenants from) 
vill *be razed to 
or the 30-story 
> in December. 


By BERT HANNA 
Denver Post Staff Writer 
Man-made works on the great,| tion of the dam 
ahdiger of the romantic Coternte River and its|This project. too, is we | 
mie te wee tributaries are moving ahead at|of schedule. ote : 
en Inc.|2" accelerated pace. | A third major dam of those Equipment for central air © 
; eget re Day by day. the Colorado is | initially authorized—the Navajo! ditioning. heating and swim- 
ae hanes being harnessed in the upper)in northern New Mexico now| ming pools will be housed in 
> canyon regions to be put to bene-'nears 90 pct. completion. with the basements of the two club- 
sew supplies of|a total of 21,400,000 cubic yards, house buildings. 


umbankment in| Drapes Lined 
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Dillon Agnew Changes Name 
Dillon, Agnew & Marton is the 
on Packaging 


|NPAK 441 Lexington Ave. 


SYSTEMS. INC. New York 17, N.Y. 


new name for Dillon Agnew Asso- 
ciates, New York, direct mail con- 
sulting and production company. 
|The change reflects the inclusion 
in the corporation’s name of How- 
ard M. Marton, who joined in 1958. 


Kastor Hilton Elects Haag 


Consultants 
to Management 


Hilton, Chesley, Clifford & Ather- 


to the board of directors. 


W. GLENN HICKS 


“AIST SIGN LO” 


OUTDOOR ADVERTISING 


KNOXVILLE, TENNESSEE 
One of the 10 best cities for over-all business selected by Rand-McNally 


Police Selves or 
Fcc Will, Texas 
Broadcasters Warned 


_ Darras, Oct. 17—Mincing no 
| words, Robert T. Bartley, a 9-year 


Robert Haag, exec vp of Kastor, member of the Federal Communi- tion of great responsibility. 


cations Commission, warned the 


|their fall meeting last week that 
| the Federal Communications Com- 
mission is only human; if the 
broadcasting industry doesn’t reg- 
julate itself, the FCC will have to 
do the job for it. 
| He said the reason the FCC has 
_Tecently laid down stricter rules 
|for television and radio stations 
}and tightened controls is because 
|that is what the American ‘peo- 
| ple want. 
It started, he said, with the quiz 
|show and payola scandals of the 
mid and late-1950’s. 

“The people did a lot of talking 
}and congressmen did a lot of lis- 
tening,” Commissioner Bartley 


FOR GREATER 
ADVERTISING 


IMPACT... 


SEPARATE 
PUBLICATIONS 


each with specific 


LOCALIZED EDITING! 


Effective with the 50th Anniversary of 
The Farmer-Stockman, this popular pub- 
lication has become three separate farm 
magazines, serving three great farming 


and stockraising states; 


@ The Kansas FARMER-STOCKMAN 


said. “And then when congressmen 
talked, the FCC listened.” 

He reassured the 175 delegates 
to the meeting, however, that the 
federal agency would “exercise re- 
| straint” in its new program of in- 
|creased watchfulness. He reminded 
broadcasters they occupy a posi- 


ton, New York, has been elected Texas Assn. of Broadcasters at|« “In no other field of endeavor is’ 


/there such an opportunity to ren- 
der a public service,” he _ said. 
|\“Those who exercise it have our. 
| good will. Those very few who do) 
| not recognize this bring on the en- | 
\tire industry the criticism of the) 
public. 

“Unless you can regulate your- 
| selves and make the bad boys be- 
| have, somebody is going to have to! 
step into the picture. The FCC will 
|exercise a great deal of restraint— 
but also a great deal of strength 
when needed.” 

The board of directors of the 
TAB went on record officially 
against the advertising of any hard 
liquor products on radio or tele- 


Advertising Aye, October 23, 1961 


WE'LL PAY YOU 59¢ 
FOR TRYING THE 
CURITY PLASTIC NURSER 


carte ovencar 


«Or Se for trying the Curity Gtess Nurser. 
Either way, we'll retumd the price of ene when you buy three. 


Ax 
Ye a Pe 
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= 


Ye 
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Curity Nurser tor better infant care 

© New Curty Rib Mipole shaped te fit baby) 
mouth less air seatiowny -no cotlansin 
“ne iting shut 


sate ster 


© Nee Plastic Overcag tor nospdal 
cepalvon keeos storie in storage 


mole 

i © Sterisadie unbreakable plasty: 

© Bortic nec reuntorced prevents botite di, 
stops 


2. Attach the 3 Code No. paneis to 8 card with 
your name and address Mail the card to 
Sg teres: Ratene 
" a 


Chicago 17, Utne 


™ KEN DALE, comms 
cutee ston 


NEW DESIGN—Kendall Co.’s Bauer & 
Black division is using %% pages 


| and’ pages in October and Novem- 


ber baby magazines to promote its 
new Curity plastic nurser. Leo 
Burnett is the agency—until Jan. 
1, when Tatham-Laird will take 
over the account (AA, Sept. 25). 


vision. 

“We hereby officially place the 
Texas Association of Broadcasters 
on record as being opposed to the 
acceptance or use of any hard liq- 
uor advertising on radio or televi- 


| sion,” the resolution read. “We do 


not believe that such advertising is 
in the public interest, and we re- 
quest ‘that all broadcasters in Tex- 
as refrain from accepting such ad- 
vertising contracts. We also ask our 
fellow broadcasters in other states 
to consider taking similar action.” 


| # The TAB wound up its two-day 
| meeting with the election of Gene 
| Hendryx, owner, KVLF, Alpine, as 


president. Other officers are vice- 
president Jack Roth, KONO, San 
Antonio; secretary-treasurer, Wen- 
dell Mayes Jr., KCRS, Midland. 
The annual Pitluk Trophy award 
for outstanding community service 
was presented to KWED, Seguin. 
The trophy is sponsored by the 
Pitluk Advertising Agency of San 
Antonio. The TAB also presented 
awards in seven categories to 23 


| stations. # 


Daisy Invites Agencies 


Daisy Mfg. Co., Rogers, Ark., 


| manufacturer of toy guns and air 


| rifles, has sent questionnaires to a 


@ The Oklahoma FARMER-STOCKMAN 


@ The Texas FARMER-STOCKMAN 


During the past 50 years, 


Stockman has helped many advertisers 


The Farmer- 


improve their position in Oklahoma and 


Texas. It will continue to do so. And 
now, we can serve you equally as well in 


Kansas! 


Commercial Advertisers may use 


these three publications individually or 
all of them at a lower combination rate. 


For space reservations or additional data—write, wire or 
phone your nearest Farmer-Stockman office. 


The Farmer-Stockman 


OKLAHOMA CITY @ DALLAS 


CHICAGO 11, SUperior 746145 NEW YORK 17, MUrray Hill 4.3340 OKLAHOMA CITY | 
420 Lexington Avenue 500 N Broodwoy 
Joe Poulsen Mar Bil! Pullen Mgr 


J. H. Hunter, Advertising Director 
CEntral 2.3311 


DALLAS 5, LAkeside 1.312! 
432) N. Centra! Expressway 
Alex McCommas, Jr Mar 


| number of agencies, inviting them 


to solicit its account. L. W. Ram- 
sey Co., Chicago, has had the Daisy 


_ account for 25 years. 


Hagerty Joins ‘Redbook’ 


John J. Hagerty, formerly with 


| Family Weekly, has joined the New 
York advertising sales staff of 


Redbook. 


WHAT'S THE 
LARGEST 
MARKET 


BETWEEN 


AND 


The 2! counties in N Dakota 
and western Minnesota where 
over 3 out of 5 families read 


THE FARGO FORUM 
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Tennessee, a G.0O.A. 100- 
showing delivers 95% reach 
of automobile owning house- 
holds in Davidson County 
plus specific, measured bo- 
nus coverage in surrounding 


counties.” 
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G.O.A.s New Reach and Frequency Figures 
Let You Accurately Compare Outdoor with 
Other Media! For the first time, G.O.A. gives you the kind of 


outdoor measurement figures that can be compared dollar-for-dollar 
with newspapers, magazines, radio and TV plans. @ Now you can 
forecast the reach and frequency of any General Outdoor showing — 
by market as well as by city—in all marketing areas served by G.O.A. 
@ And look what these figures show! Most G.O.A. poster showings 
average 94% reach to all automobile owning households in a month. 
And with an average frequency of 21 exposures! @ And Outdoor still 
gives you far-and-away the lowest cost-per-thousand! 

These are new facts that will give your media 
planning new accuracy and depth. Get this fresh, 


meaningful evaluation of outdoor advertising in 
the markets you want to cover. Call us today! 515 South Loomis Street, Chicago 7, Illinois 


General Outdoor Advertising Co. 
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American 
Machinist 


In metalworking—men who matter read... 


A McGraw-Hill Publication, 330 West 42nd Street, New York 36, N. Y. 


Metalworking 
Manufacturing 


There are 21 basic manufacturing indus- 
tries in the U.S. Government’s Standard 
Industrial Classifications. Eight of them 
make up metalworking—the manufac- 
turing of products from metal—and 
American Machinist /Metalworking 
Manufacturing concentrates its circula- 
tion (all ABC paid, incidentally) in these 
eight. An executive responsible for min- 
ing, ore-producing, or refining opera- 
tions—or in any industry not involving 
metalworking—is almost automatically 
excluded as a potential reader by his 
lack of vital interest in the subjects 
covered editorially by AM/MM. 


AM/MM’s circulation is centered in key 
metalworking plants in key metalwork- 
ing states and is growing steadily in all 
eight divisions of metalworking. 


Because AM/MM is read by men—manu- 
facturing managers, manufacturing en- 
gineers and plant managers—whose sole 
business is making things of metal (and 
making them more efficiently, less ex- 
pensively, more profitably), we think 
you'll agree it is metalworking’s most 
powerful selling tool. 


For up-to-date facts and figures on metal- 
working, ask your AM /MM district mana- 
ger for a copy of the Market Guide for 
Sales Executives. 


gE i es = ne SMe os We ee ee tae ai : : iets Sieg la oak ti eae cert. SS ane ean Wee eit tie! oS 4 ee 
Me ok 6 mee ey :, a a a OT Oe Se eee ek Me i? 0.30 2s ge ge eee int 82: eae of ae 2 eae ie 2 a> = = pee 
ae: a sper 9 Oe A ye Se eee eS ek. «i ee eS | ea a Dee oe See ee een, Sioned recor sepa eee id =e 
ae : rie eee, ae eee ss re She ue = es ae ee ogee < Se eee Roehm bot ee ee ita ae ‘aamegete mens, 7? a ae 
ae pee Se ie ee eS ee Sl ee 9 OCA Meee eat oo ) ese ee, fk RS nee eG aR. Ae cw, Bea. ea PRE vg <a een” AE ea ae geek a Ts ee ae i se : 
bts pie ae eka pe ae ER ree: ae, i ea ae can cae ie on SER? SOLE cage ee > ee ee hae Cm gt PI, = nnn ee ae Fi egnee 
an all SAM c= ary SaaS ew (tk A le es aR OM ES ce ci a EE ae ee Deepa ay Bao ag ec og) Ee eo ce oe i Sscreeeseisc i Suing ee 
pg rR hat AN ee a Sac mee einai Oa cat sn eee Cia ui: OM Sate eS emma eh Ua a aM bs a 22 bie ed EE ENE nh oo - Cee ie To ree tes oi A. isi tesa ei PE SRRES Wight 
eee Cas See oe von Geer = eae Weer: ee Se Ae ss < ee. ee Pera in rine Sees: eae i ree oper ae é Ee ee eae Se Dist nihay oa we tee Oe het fee sae as $ essere Setuart hk the 44 ROS cae BS i 
a0 a en “ ce, 3 “ RR rns sa a mi alert ee Rete sic Re oe ek es f re a 
ig es 
Ly . are 
" ‘ = 
an te 
: 
e I; ey: 
. ti. 
ae ij re 
| 
re arate 
a gee ae 
a baie ee) te 
fas 5 et) eee 
oe eee i 
; — Peo at 
bs eel tvelex 
ai Se ee 
cig eee: ae oe fae 
Be ’ re ee 
eae Sm he Vay oe ee 
: ' Sais. ae ee 
+: ; < wee 
cent ' 4 a a 
OS i * : 
; ; 4 : 
ot ae ae Rone 
re fees setae 
ies | it hee te es 
eam ae i 
- Sere eae 
a : 
| <4 ot eee tc ES 
Hees eke, 
oS eR —_ Ber eee” Poa 
f ‘ eer. st 
aa ; ~ ; . . a ‘ 
eee . 2 ’ : Sole 
ae * ' a aT ~ (en) een 
oe Fas ie rv) ‘cle AS he ai 
ieee ‘ ‘ Bi ee Phd =" 
ie ; ML 7 — t ee Ea 
"ya : —, , ran ee 
: he 4 ee sce Fe abies 
os | = CS - , Pee. 8 
; ay vee] & Lae enerienens: 
Ss * ‘ + <€é ' ee ae 
ee egy : eh ° Saat tee Seen 
ie a wh -« ! : oe a er Ov 
ey “> . as” 
= ry ae. 
. be -* - ’ i 
at Wwe ee ee | 
mrs 3 ; eee 
ee | rete Bare a 24 
+ er wy Sys 
; . ae Fam 
Ss me See an iba 
ox oa Gage re 20. 
cate ia iS Sena 
a others piesa” pe Ne 
aie : Coen ee 
‘ a * par eet eee, 
Bs Me. otk: Bee 
ae : Bee A 
= es es 
ying a aaa 
cat y ae oe 
| ‘ t ~ rs 
é ie 
Po ay 
; a i ‘ ‘ | a 
<a F es ete 
; AO mi es 
: lees 
er ee ee 
ta ie ekemat 
. oe! a i ¢ 
' \ 
JON: 
; ( i); 
q - 
J 
no 
* Sh se “~ 
é ° 
D: 
3 : Coue™ 
: % ager oS 
mie * _ : te = a 
j aon Pre eee oe oe L mi luge a _ 


Crosbie 


Edwards Canaday Siebert Gunn Scott Marsteller Nelson 
ny eee CENTRAL REGION MEET—Midwest agency men gathered for the Central region meeting of Foote, Cone & Belding; Stuart Siebert, Kenyon & Eckhardt; Buckingham Gunn, Clin- 
oe: one te irae the American Assn. of Advertising Agencies in Chicago included John Crosbie, J. Wal- ton E. Frank Inc.; Larry Scott, Hill, Rogers, Mason & Scott; William Marsteller, Mar- 
ee Bi ter Thompson Co.; David Dole, Leo Burnett Co.; George Rink, Earle Ludgin & Co.; 


Kenneth Laird, Tatham-Laird; W. C. Edwards, D’Arcy Advertising; Sylvia Canaday, ing was held last week (AA, Oct. 16). 


steller, Rickard, Gebhardt & Reed; and Louis J. Nelson, Wade Advertising. The meet- 


Goodman Names Ross bach Inc., Los Angeles, has joined Kelly Joins CBS Radio 
Shirley Ross, formerly assistant the Goodman Organization, Los 
media buyer of Doyle Dane Bern- Angeles, in a similar capacity. 


vision Stations National Sales, has 
John J. Kelly, formerly director been named an account executive 
of client relations for CBS Tele- with CBS Radio, New York. 


Sparks fly as molten iron is 
charged into a Geneva Works 
open-hearth furnace 


STRONG RREYW Basic wealth is served up in 


two-million-ton portions annually at U. S. Steel’s Geneva Works, 40 miles from Salt Lake City. 


Back of it in the hills of Utah are huge deposits of iron ore, coking coal and limestone, along 

with 37 other basic minerals and raw chemicals used by other industries here. Together they employ 
thousands of workers who account for a good share of the $2 billion annual retail sales in 

the Salt Lake Market. That’s why we say, take Salt Lake. It is a market of 1 million persons, 
served and sold by The Salt Lake Tribune-Deseret News and Telegram. 


Represented nationally by MOLONEY, REGAN & SCHMITT, Metro Comics Network 


‘Pan Am Combines 
Divisions as Pocock 
‘Moves to JWT 


| New York, Oct. 17—Pan Ameri- 
j}can World Airways has consoli- 
| dated its overseas advertising divi- 
lsion with the U.S. (or system) 
division, following the recent de- 
parture of William G. Pocock, 
overseas ad manager. 

Mr. Pocock, who had been with 
Pan Am 11 years, has joined the 
company’s agency, J. Walter 
Thompson Co., where he is a repre- 
sentative on the Pan Am account. 

Murray Barnes, director of ad- 
vertising, continues to head the 
airline’s advertising. John W. Miff- 
lin, formerly assistant ad manager 
in the overseas division, now takes 
the title of manager, media adver- 
tising, and reports to Mr. Barnes. 

The Clipper Cargo (U.S. and 
Canada) portion of the account re- 
|mains with Kudner Agency. + 


Best Foods Reassigns Two 
Robert H. Braun and Robert A. 
| Dobbin have been given new as- 
|signments in the Best Foods divi- 
|sion of Corn Products Co., New 
| York. Mr. Dobbin, formerly prod- 
uct manager of Hellmann’s and 
Best Foods mayonnaise, has been 
named advertising manager. Mr. 
Braun, formerly advertising man- 
ager, has been named Skippy pea- 
nut butter product manager and 
|assistant to the marketing vp. 


| 
PNPA Elects McCracken 

Robert I. McCracken, vp-treas- 
urer and general manager of the 
|Norristown Times-Herald, has 
|been elected president of the 
Pennsylvania Newspaper Publish- 
ers’ Assn., Harrisburg, for 1962. 
Also elected were Tom T. Andrews 
Jr., publisher of the New Bethle- 
hem Leader-Vindicator, vp, and 
Richard A. Swank, publisher of the 
Duncannon Record, secretary- 
treasurer. 


Wise to Crowell-Collier 

Philip J. Wise, formerly an as- 
sistant account executive at Kas- 
‘tor, Hilton, Chesley, Clifford & 
Atherton, has joined Crowell-Col- 
\lier Publishing Co., New York, as 
assistant to the director of market- 
ing. 
| 


Attention Admen! 


it type 


Tens of thousands of artists, 
admen, printers, editors, stu- 
dents swear by the Haberule 
Visual Copy-Caster . . . world’s 
fastest, simplest, most accurate 
copy-fitting tool. Only $10 at 
art supply stores or cirect. 
Money-back guarantee! 


HABERULE 


Box AA 245, Wilton, Conn. 
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Keep your Detroit advertising program flexible with The News. In this metropolitan market of 1,080,000 
families, The News delivers a mass market audience—with 64% home coverage weekdays and 71% 
Sunday* And, because The News penetrates all income levels, you reach each specific buying group in 
depth. Black and white, or color—whatever your budget—The News delivers your advertising at the 
lowest milline rate of any newspaper in the nation’s top five markets. You get better results and lower 
costs. To sell Detroit effectively and economically, just buy The News. 


The Detroit News 


*Sixth Quinquennial Survey of the Detroit Market, 1961 


New York Office: Suite 1237, 60 E. 42nd St. + Chicago Office: 435 N. Michigan Ave., Tribune Tower - Pacific Office: 785 Market St., San Francisco - Miami Beach: The Leonard Co., 311 Lincoln Road 
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How McGraw-Hill 


Circulation Policies Benefit 


Advertisers 


1. 


Why does McGraw-Hill believe so strongly 
in paid circulation? 


Fundamentally, because payment for a product represents the 
normal and natural way of doing business. Advertisers sell their 
product. Agencies sell their services. Daily newspapers and general 
magazines of this country are sold to subscribers or newsstand 
buyers. We’re no different from these advertisers, agencies or other 
media. We simply share and believe in the cardinal rule: “If 
something has value it can be sold.” 


Does paid circulation 
guarantee readership? 


No. Payment for a subscription, however, certainly indicates an 
intent to read. The subscriber expresses this intent in the simplest 
and most universally recognized form—money. Having expressed 
it, he retains full freedom of choice. If he doesn’t read the publica- 
tion, he obviously won’t continue to pay for it. In fact, we offer to 
refund the unexpired portion of his subscription if he should be 
dissatisfied with the publication’s contents. 

Further evidence of the reading impact offered by a paid circula 
tion publication is contained in recent Laboratory of Advertising 
Performance studies, 1195.2 and 1051 (available upon request). 


3. 
Can paid circulation really provide 
“100% market coverage”? 


No, especially if you interpret coverage as readership, not just 
receivership. We all recognize that there are in every field a num- 


Advertisers and their agencies are constantly seeking more and 
more evidence on which to base media decisions. This is a healthy 
attitude which we heartily encourage. 


One subject we are frequently queried about is circulation. 
Consequently I am using this method of answering some questions 
that have been asked by advertisers and agencies. 


I believe it is helpful for us to restate publicly and re-emphasize 
why we believe McGraw-Hill’s circulation philosophy is best for 
our subscribers, and, therefore, for advertisers. 


hla <1 Comat 


PRESIDENT, PUBLICATIONS DIVISION 


ber of people who do not and will not read any publication. No 
publication can compel them to change their nonreading habit. 
This we know from sad experience. 

There is another group of people who can be reached only by 
McGraw-Hill’s type of vigorous, persistent circulation selling 
activity. By direct mail, by issue cards and, particularly, through 
our own full-time field salesmen, we uncover and locate many of 
the “behind the scenes” buying influences who are important in 
the market picture but whose names do not appear in directories, 
registration rosters, or company customer and prospect lists. 

McGraw-Hill Publications provide representative, selective cir- 
culation in the markets they serve. Both the quantity and the 
quality of the subscribers are identified by an actual audit of paid 
transactions. This provides the advertiser with documented 
answers to basic questions such as: ““Who are these people?” 
“How many are there?” “‘Do they want the publication?” 


4. 


Does paid circulation guarantee 
editorial quality? 


In our view, editorial quality is measured-directly by the publica- 
tion’s usefulness to the reader. If the editorial content does not 
match his job interests, serve his needs, help solve his problems 
and compel his continuing attention, it is not of real use to the 
reader. 

If it isn’t useful, he will neither buy the publication nor read it. 

Paid circulation means that we have accepted the challenge of 
placing our editorial services on the block. We give every reader 
the option of deciding on the value of this editorial service to him. 
He casts his ballot, for or against, when he first subscribes and 
every time he comes up for renewal. 

Editorial quality, or usefulness to the reader, thus is judged not 
on a theoretical basis but on the hard fact of a “buy” or “‘no-buy” 
decision by the publication’s subscriber. 
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Doesn't it cost more to sell subscriptions 
than to give them away? 


It is possible that, for some publications, selling costs temporarily 
may exceed subscription revenues. Usually this is because of circu- 
lation growth factors involved in the sale of new subscriptions. 
However, the economics of paid circulation are not based on selling 
new subscriptions only, but on the lower cost of renewals as well. 

For example, over the past ten years, McGraw-Hill Publications 
have collected more than $47,350,000 in subscription fees. The 
total of all expenses involved in the procurement (sales and collec- 
tion) of these subscriptions amounted to just over $43,450,000. 
This gave us a subscription sales margin of about $3,900,000, plus 
the valuable privilege of mailing under second class postage rates. 
The paid subscriber, therefore, shares in the cost of our publishing 
operation. 


6. 


Doesn’t paid circulation mean that 
you have to accept all subscriptions 
regardless of quality? 


Not at all. Subscriptions are solicited and accepted only from 
people who meet the circulation specifications set by each publica- 
tion. These standards are clearly defined and can be examined by 
any interested advertiser or agency. These standards result in an 
audience which benefits from a publication’s editorial contents and 
whose buying power benefits the advertiser. 

We make clear in the masthead of each McGraw-Hill publica- 
tion that we do not offer the publication to everyone who wants to 
subscribe. On the average, we decline about 22,000 subscriptions 
valued at $160,000 per year from individuals who, based on our 
specifications, would not benefit from receiving the publication. 
(Listings of subscriptions recently declined are available on request. ) 

The circulation specifications of a publication are established in 
terms of identifying the buying influences in the field served— 
buying influences that are important and valuable to the adver- 
tiser. Further, the very nature of the publication’s specialized 
editorial content, plus the required subscription payment, help 


screen out individuals who do not meet our circulation specifica- 
tions and who would, therefore, be of little value to the advertiser. 


a 


Is it true that some people don’t pay 
for their own subscriptions? 


In some cases, yes. A recent case study of subscribers showed that 
15% of the subscriptions were ordered and paid for by the com- 
pany. Another 16% were paid for by the company, but each sub- 
scription was requested by the individual. 67% were requested and 
paid for by the individual subscriber. The remaining 2% were in 
miscellaneous categories. In summary, 83%* of the subscriptions 
were delivered at the request and initiative of the individual. 

Furthermore, as to the subscription that the company buys for 
its key employees, it would be the rare company that would not 
make some attempt to insure the usefulness of the publication — 
particularly since it has to be renewed periodically through the 
payment of company funds. 


What does paid circulation mean 
to the advertiser? 


Many things. But most directly and most importantly it means 
more evidence, and better evidence, as to the effective values of 
the publication. Namely: 

e Evidence of active interest in the publication, as represented 
by payment for a subscription. 

e Evidence, in the same tangible form, of an intent to read the 
publication. 

e Evidence of editorial quality, as represented by the interest 
and intent referred to above. 

e Evidence of the reader’s true evaluation of the usefulness of the 
publication, as represented by payment for renewal subscrip- 
tions. 

e Evidence of active circulation, as represented by subscriber 
action in correcting and keeping up-to-date circulation lists. 


*Figures from Laboratory of Advertising Performance study 1115, available on request, 


Because people buy our publications we must provide and maintain extra editorial features for 
our subscribers. That is why we have built one of the most extensive networks of business and 
engineering correspondents around the world . .. why we maintain one of the largest Washington 
news bureaus of any business publisher . . . why we have twice as many editors as advertising 
salesmen . .. why we pioneered in the establishment of a Department of Economics... why we 
regularly conduct depth interviews among our subscribers . . . why we invest in constant and 
detailed editorial training and retraining programs that not only help maintain the highest 
editorial standards but also stimulate the interchange of ideas. 


Our paid circulation policies are based on the premise that the subscriber must be served, and 


served well. But merely making this statement doesn’t make it so. We must satisfy the subscriber 
because our product is sold to him . . . and a product or service can only be sold successfully in 


proportion to the value it provides. 


.. McGraw-Hill 
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Selected and bought by over a million men in industry who want the best in editorial service. 


McGRAW-HILL PUBLISHING COMPANY, INC., 330 WEST 42nd STREET, NEW YORK 36, N. Y. 
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Five Set Fosdick Service | 

John T. Fosdick Associates, New | 
York, has been named by five new | 
magazines for the Fosdick job) 
application based advertising read- | 
ership ratings in 1962. They are | 
Tool & Manufacturing Engineer, 
Proceedings of the IRE, Contrac- 
tors & Engineers, Instruments & 
Control Systems and Military Sys- 
tems Design. 


sali wick ea ea” 


SEND $1.00 FOR 10 
JFFOLD PRESENTATION COVERS 
(reguior $2.10 valve) 
HOLDS 20 SY,” x 11” SHEETS 


SOFT + WHITE + DISTINCTIVE 


UNIQUE STITCHING 
WILL NOT SNAG OR SCRATCH 


CLINT LEAP, INC. 
737 Locust Corner Rood 
Cincinnati 45, Ohie 


Fairbanks Babcock Menke Vandagrift Fowler 
Amaturo McConnell Douglas 


INDIANA BROADCASTERS—Jack Douglas, WCSI, Columbus, was elected Amaturo, WIRE, Indianapolis, 


Advertising Age, October 23, 1961 


Sie Sas e Py 7 eee aU 
J hi 


Higgins 
secretary-treasurer; Don Menke, 


president of the Indiana Broadcasters Assn. at the annual meeting WFBM-TV, Indianapolis, vp-television: Carl Vandagrift, WOWO, 
at French Lick, Oct. 6-7. Other new officers elected were Joseph Fort Wayne, vp-am radio. Also present were Robert McConnell, 


See where Des Moines 


is a “preferred city” for 

the fifth straight month 

in Sales Management’s 
business activity forecast? 


Yes, sir! And our 


campaign is going great 
on KRNT-TV, a most 


unusual station! 


The preferred stations in this “preferred city” are KRNT Radio and TV, 
leaders in ratings, leaders in community service . . . leaders in the billing 
parade. Our share of local television business in this major 3-station 
market has always averaged nearly 80%; our local radio business has 
always been way ahead in a 6-station market. 


Most folks don’t realize this about Des Moines — we're 36th in the FCC 
list of markets according to appropriation of national spot TV revenue. 
The same sources prove that lowa’s capital and largest city is a good 
radio market, too. 


You know you're right when you buy these most unusual stations, KRNT 
Radio and TV, the stations people believe in and depend upon. And Phe 
know you're buying at the same low rate as everyone else when you deal 
with these responsible stations. 


Buy “the live ones”— KRNT Radio and TV, Cowles stations ably repre- 
sented by The Katz Agency. 


KRNT 


RADIO AND TV - Des Moines 


An operation of Cowles Magazines and Broadcasting, Inc. 


WISH, WISH-TV, Indianapolis, 
and Joseph M. Higgins, WTHI, 


|WTHI-TV, Terre Haute, both past 


presidents; and Richard M. Fair- 
banks, WIBC, Indianapolis; John 
Babcock, WLW-I, Indianapolis; 
William C. Fowler, WBAT, Mari- 


on; and Reid Chapman, WANE, 


Fort Wayne. 


Coming 
Conventions 


(Listed Alphabetically) 


Advertising Federation of America, 2nd 
district, Hotel Hershey, Hershey, Pa., Nov. 
10-12; 8th district, Hotel St. Paul, St. Paul, 
Minn., Nov. 24-25. 

Agency Management Seminar, spon- 
sored by Advertising Age, La Salle Ho- 
tel, Chicago, Oct. 30-31. 

American Assn. of Advertising Agencies, 
eastern region meeting, Biltmore Hotel, 
New York, Nov. 15-16. 

American Women in Radio and Televi- 
sion, national convention, Sheraton-Chi- 
cago Hotel, May 3-6, 1962. 

Assn. of National Advertisers, annual 
meeting, The Homestead, Hot Springs, 
Virginia, Nov. 2-4. 


Broadcasters’ Promotion Assn., annual 
convention, Waldorf-Astoria Hotel, New 
York, Nov. 6-8. 


Financial Public Relations Assn., 16th 
annual convention, American Hotel, Bal 
Harbour, Fla., Nov. 26-30. 


Industrial Advertising Research Insti- 
tute, second annual research forum, 
Sheraton-Blackstone Hotel, Chicago, Oct. 
25. 
International Advertising Assn., 14th 
World Congress, Sheraton-Chicago Hotel, 
Chicago, April 17-19, 1962. 

Mutual Advertising Agency Network, 
management meeting, Palmer House, 
Chicago, Oct. 26-28. 


National Assn. of Broadcasters, regional 
conferences: Somerset Hotel, Boston, Nov. 
10; Pittsburgh-Hilton Hotel, Pittsburgh, 
Nov. 13; Leamington Hotel, Minneapolis, 
Nov. 15; Robert Meyer Hotel, Jackson- 
ville, Nov. 20. 

National Assn. of Educational Broad- 
casters, annual convention, Willard Hotel, 
Washington, D. C., Oct. 23-26. 


Outdoor Advertising Assn. of America, 
annual meeting, Diplomat Hotel, Holly- 
wood-By-The-Sea, Fla., Oct. 22-27. 

Point-of-Purchase Advertising Institute. 
15th 1 symposi and exhibit, Mc- 
Cormick Place, Chicago, Nov. 17-9. 

Southern Newspaper Publishers Assn., 
58th annual convention, Boca Raton Hotel, 
Boca Raton, Fla., Nov. 13-15. 

Television Bureau of Advertising, an- 
nual meeting, Statler-Hilton Hotel, De- 
troit, Nov. 15-17 


KISN Appoints Hedges 
KISN, Portland, Ore., has ap- 


pointed Don Hedges station man- 
ager. Mr. Hedges will continue as 


sales manager. 


Don't Quit Smoking 


New principle that contradicts every idea 
you’ ve ever had about pipe smoking. I guar- 
antee it to smoke cool and mild hour after 
hour, day after day, without rest, without 
bite, bitterness or sludge. To prove it, I'll 
let you try a new Carey Pipe. Send your 
name and address today for my FREE com- 
plete trial offer.Write to: E. A. CAREY, 1920 
Sunnyside Ave., Dept. 231-1 Chicago 40, IIL 
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Advertising Age, October 23, 1961 


Form Central Media 
Bureau, Computer Aid 


for Broadcast Buyers 


NEw York, Oct. 17—Central Me- 
dia Bureau has been established 
to provide advertisers, agencies, 
stations and representatives with 
a number of computer-coordinated 
services designed to cut down pa- 
per work, overdue payments and 
cost discrepancies which haunt the 
spot tv-radio industry. 

Announcement of the new com- 
pany, made at a press conference 
here last week, brought the num- 
ber of entrants in the central bill- 
ing service race to four. Execu- 
tives of Central Media Bureau at 
270 Park Ave., however, claim that 
their company will offer services 
above and beyond “the mere bill- 
ing and paying” facilities planned 
by other companies. 


# Through the use of the electronic 
computer facilities of C-E-I-R Inc., 
a data processing company which 
is a large stockholder in Central 
Media Bureau, the new company 
will offer several basic services, 
enumerated by Kenneth C. Schon- 
berg, president of Central, as fol- 
lows: 

“For the agency—same-day 
earned rate information; prompt 
media plans, accurately costed; 
spot estimates and estimate revi- 
sions, electronically produced; cen- 
tral clearance of discrepancies; 
control of client contract records; 
and a united four-part accounting 
package, including (1) as-ordered 
invoice, (2) supporting station 
logs, (3) adjustment invoice and 
(4) station affidavits. 

“For the station—central clear- 
ance of discrepancies, pre-printed 
log-affidavits, standardized station 
invoice, and unified voucher 
checks. 

“For the representative—same- 
day notification of earned rates, 
central clearance of discrepancies, 
station-agency contracts and sta- 
tion billing projections.” 


s “By policing every buy going 
through the computer,” Central, 
within an hour of a buy, will be 
able to tell all the agencies on an 
account, as well as representatives, 
when the client has reached a new 
discount plateau, Mr. Schonberg 
said. He added that “all client buys 
will be tested by our ‘economic 
maximum formula,’ a system for 
signaling ‘good buy’ situations and 
alerting advertisers and_ their 
agencies to any rate discount 
change which affects efficient use 
of the client’s air- media budget.” 


CENTRAL BILLING TO 
SAVE HALF OF COST | 

New York, Oct. 17—Broadcast 
Clearing House, the first company 
to announce plans for setting up 
a service to handle the paper work | 
of spot broadcasting, has completed 
a four-month study to show what 
such an operation can mean in 
terms of savings for the industry. | 

The study indicated that about 
$30,000,000 is spent annually on | 
the processing of spot buying and | 
billing. It is estimated that more 
than half of this amount, which is | 
spent by ad agencies, representa- | 
tives and stations, can be saved 
through a central billing opera-| 
tion. + 


Reber-Friel Names Hazard 


i 
Reber-Friel, Philadelphia, expo- 
sition management company, has 
named Hazard Advertising Co., 
New York, as its agency. The ac- 
count followed Howard A. Hark- 
avy, who recently dissolved his 
agency to join Hazard. 


Berger Joins Smith/Greenland 

Dick Berger, formerly with Dan- 
iel & Charles, has joined Smith/- 
Greenland, New York, as an ac- 
count executive. 


Never! It’s a selling “plus” that integrates 
your advertising with DN’s USABLE Design 
Idea editorial content... displays both to best 
advantage! Here is the only design magazine 
that puts Reader Concentration to work for 
you —with advertising always adjacent to 
editorial.  King-size pages keep DN’s stimu- 
lating articles on Usable Design Ideas short, 


readable. The big square pages are made to 


order for graphic descriptions, permitting Fil RM RT Jl 
greatest possible use of drawings and photos 
—the language of the design engineer. Em- 
phasis is on proved design iH GI M Mi LC Ke 
Pras ideas—adaptable ideas that . 
: help engineers create new and improved products. Concise articles 


encourage cover-to-cover readership, building reader 


traffic that assures maximum exposure for your 
advertising...gives it a real opportunity to sell. 
Proof: more than %-million inquiries in 1960. 
These inquiries came from men who must 
& personally request the magazine annually. And 
they do—year after year—because DN gives 
them the most Usable Design Ideas...in the big, 
complete way only a square format can provide. 
No other publication attracts, holds and sells design 
engineers like Design News! 
ROGERS PUBLISHING COMPANY, INC., Englewood, Colo. 
A subsidiary of CAHNERS PUBLISHING COMPANY, INC. 
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New findings show why “USN&WR” continues to be... 


Themost important news 
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The best way to “get through” to the businessman today is to know 
what his important information needs are . . . to establish what 
does interest him, and why. 


To get this answer, to find out more about these needs—and the 

sources for same—a major communications research project was con- 

_ ducted for “U.S.News & World Report” by the independent research 

: firm of Benson & Benson, Inc., Princeton, N.J. It was conducted in 
consultation with the Advertising Research Foundation.* 


From this study have come new findings of value to all advertisers 
with something to say or sell to American businessmen, the people 
whose executive responsibilities and high incomes reflect today’s most 
active business and personal buying power. 


9B: Some of these findings are highlighted in the 
ron mrorvan charts on the opposite page. They help explain 

why so many major advertisers, whose advertis- 
ing target is the American businessman, are 
placing their campaigns in “U.S.News & World 
Report,” and why more and more of them con- 
sider it to be— 


= 
s. E 
ee ee 


... the most important magazine of all 


U.S.NEWS & WORLD REPORT 


America’s Class News Magazine 
Now more than 1,200,000 net paid circulation 


eee 


*Personal interview study, conducted not among ‘“‘USN& WR’ subscribers but among corporation presidents selected 
at random from Dun & Bradstreet’s ‘Million Dollar Directory.’’ This directory lists the executives of some 21,000 
firms with an indicated net worth of $1 million or more. 
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azine for todays businessman 
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Businessmen find these five areas of infor- 


mation most important to them in their 
management responsibilities: 


Trends and developments in: 
@ economics and business 


g@ finance 
@ government and politics 
gw labor-management relations 


@ world news 


Four out of five of the presidents inter- 
viewed use the news magazines as informa- 
tion sources. And of the news magazines, 
the study clearly establishes “USN&WR” 
as the ONE magazine “most important” 
as an overall source of information, and 
the ONE preferred source for each of the 
five information areas. 
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The ONE magazine 
“most important” as an overall source; 
44% 


Be ee 


os 7 
2S eer ee SE 


“USN& WR” Time Newsweek 


Base: All corporation presidents who voted. 


The ONE preferred source for each of the five information areas; 


Percent of businessmen voting for: 
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“USN&WR” Time Newsweek No Choice 
Economics & Business 48%, 23% 20% .. 9% 
08, MOUSE, eeeensss cet anes tues 50% 15% 25% 10% . 
Government & Politics... ceocceccceseeue 51% 22% 16% 11% ee 
Labor-Management Relations. 36% 28% 26% 10% 4 
NI eg ides fevaca:.... cca ee Gan Sao | ‘ 
Base: For each area, presidents using at least two news magazines. : 
+For a copy of the complete report, ask your advertising agency or contact one of our advertising offices. 4 ; 
Advertising offices at 45 Rockefeller Plaza, New York 20, N.Y. Other advertising offices in Boston, Philadelphia, j 
Pittsburgh, Cleveland, Detroit, Chicago, St. Louis, Los Angeles, San Francisco, Washington and London. , 1 
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BREAKING GROUND—President Don- 
ald C. McGraw got down to earth 
with the power shovel at the for- 
mal ground-breaking for the new 
McGraw-Hill Publishing Co. office 
building near Hightstown, N. J., 
this month. The $6,000,000 build- 

Duckwall Cassidy Starkey Mrs. Starkey Mrs. Duckwall McDonald Smock Mrs. Jorgensen Jorgensen Hg sacle aetna gettin 
WESTERN 4A’S—Informality was the keynote at the western region Mrs. Monte Starkey, Batten, Barton, Durstine & Osborn; Tyler Mc- aeons credit, payroll 
American Assn. of Advertising Agencies meeting in Coronado, Cal. Donald, Hixson & Jorgensen; Jack Smock, Young & Rubicam, retiring mailing i eal ‘ins processing 
Admen and their wives attending included Mr. and Mrs. Gene Duck- western region chairman; and Mr. and Mrs. Kai Jorgensen, Hixson operations. 
wall, Foote, Cone & Belding; H. E. Cassidy, McCarty Co.; Mr. and & Jorgensen. 
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Atherton Stebbins Shur Kalt Gamble Davis 
CONFEREES RELAX—Attending the western Four A’s session were Ivan Shur, Advertising _rington, newly elected western region chairman; Frederic R. Gamble, Four A’s presi- 
Counselors of Arizona; William Kalt Jr., Lawler Advertising; Al Atherton, Atherton- dent; and Edwin Cox, chairman of the executive committee, Kenyon & Eckhardt, na- 


Privett; Hal Stebbins, Hal Stebbins Advertising; John W. Davis, Honig-Cooper & Har- tional chairman of the organization. 


Dietrich Mrs. Fixler Fixler Booth Hites Brooks Mrs. Clawson Clawson Bayne Mrs. Collins Collins Delay 
MAILERS—Among the 1,500 people who attended the Direct Mail Advertising Assn. con-  Hites, United Business Service, Wellesley, Mass.; Hal Brooks, Texas Refinery Co., Ft. 
vention in New York were Arthur Dietrich, Minneapolis-Honeywell Regulator Co., Worth; Mr. and Mrs. William T. Clawson, Harris-Intertype Corp., Cleveland; Ken 


Philadelphia; Mr. and Mrs. Bernard Fixler, Creative Mailing Service, Freeport, N.Y., Bayne, Link-Belt Co., Chicago; Mr. and Mrs. George Collins, Encyclopaedia Britan- 
and chairman of DMAA; Gifford Booth,-McCormack-Armstrong Co., Wichita; Harry ‘ca, Chicago; and Bob DeLay, president, DMAA. 
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What boy wouldn’t give his eye tooth to be there... to sling 
his saddle and pack to the ground and gee his horse to graze 
on historic frontier land? Well, the November issue of Boys’ 
Life covers the tale of a trip to “mako sica,” Indian for the 
badlands, made by thirteen boys hunting for tracks, fossils 
and relics of the old days. But boys are interested in a good 
deal more than adventure in the outdoors these days. In the 
January issue alone, we start a three installment story by 
Robert Edmund Alter; the biography series features the life 
of the revolutionary American Haym Solomon, written by 
Gerald Johnson; there’s another illustrated outdoor article 


BOYS’ LIFE 


; a 
We es uk 


ee 


by Edwin Way Teale; a feature on the fine points of ratio- 
cination by Erle Stanley Gardner; and a delightful travel 
piece by Leonard Wibberly (The Mouse That Roared). 

There’s one boy market, only one. And there’s one mag- 
azine that serves it, only one. Boys’ Life, with its 5,000,000 
plus boy readers (almost one out of every two boys 10 to 17 
in America), scores a higher degree of penetration of its 
market than has been achieved by any adult magazine. That, 
we submit, is market coverage. And it’s a market well worth 
covering. It’s the market where buying begins. Buying 
begins with Boys’ Life. 


2,100,000... 


PUBLISHED FOR ALL BOYS BY THE BOY SCOUTS OF AMERICA 
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Along the Media Path 


A citation in recognition of their)e Modern Medicine Publications, 
outstanding public service contri-| Minneapolis, will break ground 
butions to the U.S. Air Force—the next month for a 41,000 sq. ft. 
contributions consisting of filmed building in suburban Edina to 
and recorded messages—has been house its publishing operations. 
presented to WBKB, Chicago, and 
its affiliate WENR-FM. 


e Chicago women’s committee of 


| 


the United Negro College Fund will | 
sponsor the fourth annual Ebony 
Fashion Fair Internationale, in| 
Chicago Nov. 16. The fashion show, | 
presented by Ebony, Chicago, will | 
tour 53 cities in 25 states. 


e Effective Oct. 16, the New York 
Post will carry daily listings of the | 
New York and American Stock 
Exchanges. The new financial sec-| 
tion will cover business news as 
well as exchange listings, over-the- 
counter quotations and mutual 


FRED ASPATRE 
Alcoa Premiére 
Tuesday, 10 PM am 


a4 


KOMO-Ty 


San Jose: 


Glh in the nation: 


‘second in the West with millions 


more on the dra wing boards! 


That's right! San Jose is sixth in the nation and 


second in the West in residential 


construction! 


In the first seven months of 1961, San Jose 


built enough residential units to house 31,800 
people—but we barely met the influx! 


Reason? Metropolitan San Jose averages 131 
new residents every day—one every eleven min- 


We've got ‘em covered! 


success in Metropolitan San Jose! 


Remember, too, - 
San Jose Mercury f 
is second in the % 
nation in retail 5 
food ad linage! 


We 


4 


Member, Metro Sunday Comic Network 


see 


utes—that’s the profile of a market which must 
mushroom just to keep up with itself! 


And to hit this beehive of buyers where they 
live —and read —try the Mercury and 


News, 


Call your nearest Ridder-Johns man and ask 
about the Mercury and News—the keys to sales 
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**National Association of Homebuilders 


*Urban Land Institute 


ey age 


y .. News 


With Parade, Too! 


—— 


mote various shows. Other shows 


| OUTDOOR PUSH—KOMO-TV, Seattle, is using outdoor posters to pro- 


publicized by the posters include 


“Ben Casey,” “The Flintstones,” “Bus Stop,” “Follow the Sun” and 
“Steve Allen.” 


fund listings. 
_e National Safety Council has pre- 
| sented Transmission & Distribution 
| its public interest award for excep- 
tional service to safety. 


e Louis E. Ball, editor and pub- 
\lisher of the Farmington Valley 
|Herald, Simsbury, Conn., has es- 
tablished the Herald Awards, to be 
presented for best performance, 
best direction, best performance by 
an actor and actress, best sup- 
porting performance by an actor 
and actress and most promising ac- 
| tor and actress of the season at the 
|Oval-in-the-Grove Playhouse, 
Farmington, Conn., summer the- 
| ater. 

i 

|@ This Week has reprinted its se- 
|ries on the “Art of Living” essays 
\by Wilferd A. Peterson, in book 
| form, as well as reproducing them 
|on a long-playing hi-fi album. Pa- 
|perback editions are priced at $1 
each, the Deluxe Golden edition at 
|$3 each, and the album is priced 
|}at $6. Additional information may 
|be obtained from This Week, Box 
44D, Mt. Vernon 10, N. Y. 


|e WSM, Nashville, will sponsor its 
| 10th annual country music festival 
Nov. 2-4, held in celebration of 
\“Grand Ole Opry’s” birthday. 
|Speakers at the festival, which is 
}open to all working people in the 
country music field, will include 
| Jim Davis, governor of Tennessee, 
'and Sen. Estes Kefauver. 


|e A complete media file, including 
BPA statement, AIA media data 
form, outline of annual sales and 


forecast of materials handling 
equipment from 1947 to 1965, is 
available from Modern Materials 
Handling, Cahners Publishing Co., 
221 Columbus Ave., Boston 16. 


e KPIX, San Francisco, is using 
comedienne Phyllis Diller for spot 
announcements promoting its fall 
programming. In a departure from 
the usual on-the-air promotion, 
Miss Diller performed with a live 
audience, but without script. The 
station’s promotion department 
and Miss Diller dreamed up the 
situations and she created her own 
lines. 


e Copies of the revised edition of 
the KNX Advertising Directory 
are available from KNX, Columbia 
Sq., Hollywood 28. 


e Effective with its Nov. 14 issue, 
Show Business Illustrated will in- 
troduce a new cover design, em- 
phasizing the SBI initials. = 


Bogart Names Dunwoodie 

Bogart Mfg. Corp., Brooklyn, 
N.Y., manufacturer of microwave 
equipment, has named Dunwoodie 
Associates, Garden City, L.I., to 
handle advertising for a newly 
established line of coaxial and 
microwave items. 


Stein, Hall to Lavenson 

Stein, Hall & Co., New York, 
maker of chemical specialty prod- 
ucts, has named the Lavenson 
Bureau of Advertising, Philadel- 
phia, to handle advertising and 
public relations. Al Paul Lefton & 
Co. was the former agency. 
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the Proof! 


* complete color facilities 
—any day of the week 


NATIONAL REP, KELLY-SMITH CO. 
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Show Advertiser His Ad Has Fewer Rivals!" 4* te same time, in a re-| York, will advertise Pall Mall cig- 
in Smaller Markets, Inland Dailies Are Told appointed the following product 100 markets for two weeks, start- 


CuicaGo, Oct. 17—A new pres- 
entation designed to help smaller 
newspapers sell more advertising 
in smaller markets was unveiled 
here today at the annual meeting 
of Inland Daily Press Assn. 

The presentation, which was 
created jointly by the Bureau of 
Advertising and the American 
Assn. of Newspaper Representa- 
tives, was put on by Charles T. 
Lipscomb Jr., president of BofA, 
and James H. Morrow, president of 
Inland Newspaper Representatives, 
who represented AANR. 

The new sales pitch for news- 
papers is contained in a flip chart 
binder, which contains 28 panels, 
and requires about 25 minutes to 
present. It costs $20 and is de- 
signed for showing to groups of no 
more than ten persons. The panels 
may be converted into film strips 
later, Mr. Lipscomb said. 


® Following are the four major 
points of the presentations: 

1. Smaller cities are becoming 
increasingly important markets for 
your products. 

2. The daily newspaper is the 
most effective medium you can use 
in these smaller markets. 

3. Small space can be used effec- 
tively and efficiently in smaller 
markets. 

4. Other important advertisers 
have used and are using this for- 
mula successfully. 

Messrs. Lipscomb and Morrow 
pointed out that the smaller the 
market, the smaller the competi- 
tive pressure per dollar of retail 
sales. For example, national ad- 
vertisers invested $180 per $1,000 
of retail sales of cereals in Chicago, 
and only $93 in Harrisburg, II1., 
they said. 

“Uncovering markets where 
there is less intense competition 
for attention is vital to all adver- 
tisers, because the advertising 
pressure on consumers is constant- 
ly growing,” Mr. Morrow said. He 
went on to point out that adver- 
tisers spent $64.59 last year to 
reach each person in the U.S., as 
compared with only $13.26 in 1935. 


s Messrs. Lipscomb and Morrow 
listed the following companies as 
advertisers which have been suc- 
cessful with small-space ads in 
smaller newspapers: American 
Bakeries, American Motors, Dean 
Milk Co., Warp Bros. Co., W. P. 
Fuller & Co. and Reddi-Wip Co. 

In a brief report on Shell Oil 
Co.’s newspaper campaign, Mr. 
Lipscomb predicted that newspa- 
pers would continue to be the basic 
ad medium for Shell in 1962. He 
added that about 1,000 dailies are 
still carrying the Shell campaign 
and said that readership of Shell 
ads has been consistently good all 
year. 


s Dale Stafford, editor and pub- 
lisher of the News, Greenville, 
Mich., was elected president of 
IDPA, succeeding R. H. Blacklidge, 
Kokomo Tribune, who becomes 
board chairman. John H. Notman, 
Herald, Clinton, Ia., was elected vp 
of the organization. 

The Chicago Daily News won 
first prize for outstanding cover- 
age of local government for dailies 
with circulations of more than 
75,000 in a contest sponsored by 
the University of Wisconsin's 
school of journalism. 

Other first place winners and 
their classes included the Chronicle 


Telegram, Elyria, O. (25,000 to 75,- | 
000 circulation); Iowa City Press-| 


Citizen (10,000 to 25,000); Jour- 
nal, Wheaton, II1., (5,000 to 10,000); 
and the News, Olathe, Kan. (under 
5,000). 


Lee P. Loomis, publisher of the | 


Globe-Gazette, Mason City, Ia., 
was presented with the 1961 Uni- 
versity of Minnesota award for 


alignment move, the company has arets on about 350 radio stations in 


managers: Ralph H. Deihl, floor | ing Nov. 6. From 50 to 60 minutes 
distinguished service in journalism. | care products; William W. Herzog, per week per station will be run in 
The award is presented each year | Raid line of insecticides, Off insect|peak car driving times. Sullivan, 
by the university to a newspaper | repellent and Glade Mist air fresh- Stauffer, Colwell & Bayles is the 
man for outstanding community | eners; L. R. Peterson, new line of agency. 

and professional service over a Johnson’s Wax shoe polishes and 


period of years. # the company’s furniture polishes, CBS News Names Harding 
te bee abe iy Aiwebeery oo Alfred J. Harding, formerly sales 
Johnson Names Wakefield Guiaiies or oe : ‘manager of public affairs pro- 
S. C. Johnson & Son, Racine, has . grams for CBS-TV, has been ap-| 


| . 4 | 
appointed H. D. Wakefield, for- pointed to the new post of director | 
merly a product manager, assistant Radio Drive Set for Pall Mall of sales planning for CBS News, | 
advertising and merchandising di- American Tobacco Co., New’ New York. 


FILMSTRIPS 


From Artwork or Transparencies 
Black & White or Color 


FAST SERVICE 


Also Record Pressings or Tapes 
35mm color duplicate slides 


write for prices 
Colind Photography, Inc. 


P.O. Box 165 Peoria, Illinois 


Btn ocean 


You don’t have to gamble with your time 
buys in the Carolina Triad; only WLOS-TV 
covers all of this big, bustling market! 


For total coverage, only WLOS-TYV serves 
or, using ARB’s 25% net weekly cut off, 


406,300 TV homes (ARB coverage 1960, up-dated 
January, 1961, projected to June, 1961). 


Dominant in The Carolina Triad 


WLOS-TV 


A Wometco Enterprises Inc. Station Serving 


GREENVILLE — ASHEVILLE — SPARTANBURG 


the 670,000 TV homes of the rich Carolina Triad . 
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Mactadden Appoints Three 

Fay H. Williamson, formerly 
with Coronet, has joined Pageant 
as western advertising manager in 
Chicago. Macfadden Publications 
also has appointed Raymond L. 
Fuld, formerly with The American 
Weekly and NBC, to Pageant’s New 
York sales staff, and Eugene D. 
Murphy, formerly a publishers’ 
representative, to the Chicago ad- 
vertising staff of Macfadden’s 
Women’s Group. 


Carey can solve it— 
speedily, colorfully 
and economically. Our 


rotary printing. 
unique binding and 


paper facilities, plus 
round-the-clock opera- 
tion, easily meet your 


deadline and budget 
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‘Creative Man’ 
Tells 4A’s of 10 
‘Displeasing Ads 


| Cuicaco, Oct. 17—After years. of 
| anonymity, ADVERTISING AGE’s Cre- 
ative Man “unmasked” himself 


self to his hissing audience, the 
Creative Man proceeded to lecture 
on “The Advantages of Anonymity 
—or—Ten Ads I’m Glad as the 
Devil I Didn’t Do.” 

Following are the ten ads or 
campaigns which were panned by 
the Creative Man: Interwoven 
socks, Genesee beer, Connecticut 
General insurance, Pan-American 
coffee, Four Roses whisky, Mar- | 
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he said. 

In his finale, the Creative Man| = ag any 
trained his guns on cigaret adver- | ¥ % 4 
tising generally and ads for Oasis | Sie me 


and Chesterfield specifically. | | 

“There is not one cigaret cam- | 7 

paign running today that I would | 9 

prefer to have written,” he said. | 
| 


= He ridiculed the sales argu- 
ments made in the Oasis and Ches- | 


tinson’s coffee, General Jet-Air | terfield ads. “Some cigaret cam- | @ 
‘tires, Pennsylvania motor oil, and |Paigns are not objectionable as || 


last week at the 24th annual Oasis and Chesterfield cigarets.|far as government agencies like | | 
“Four Roses used to have some the Federal Trade Commission are | © 
the American Assn. of Advertis- |great campaigns, but the present | concerned,” he said, “but do ad-| 
‘ads have degenerated,” he said. |™en gain respect by just creating 
Appearing fresh and peppery “This ad is contrived and phony. passable advertising?” 
jectionable, but is it | a John E. McMillin, executive ed- | 
i 


meeting of the central region of | 


‘ing Agencies. 
,after his trip from the lower re- It is not ob 
gions, the Creative Man appeared | sound?” 
before many of his former victims | 


|fully clad in a bright red Satan’s|# The Creative Man condemned situation at agencies today. “I am 
|suit, complete with horns and a | the entire series being run by the | getting bored, bothered, bewil- 
|pitchfork. (The man portraying |Pan-American Coffee. He also | dered, disgusted and dismayed 
|the Creative Man actually was a/charged that the Jet-Air tire ad | with the ‘creativity kick’ which 


|professional actor; the Creative “contains every cliche in the book.” 
Man’s true identity still remains |The Pennsylvania motor oil ad 
‘a secret.) “assumes that the mentality of the 

After briefly introducing him-| American public hasn’t increased,” 


| 


or of Sponsor, told the Four A’s 
of his concern with the creative 


, ‘ 
.Y tw, 
advertising has been on in recent F | ' ~ 
years,” he said. See. , 
“Never in the history of the "ea “ 


business has so much rich, ripe, | DO-IT-YOURSELF—Ronson Corp. is in- 


_ BONUS-FOR-YOU iss 


1. 
monvfacturers of each. 


ae 


formation on what they seek. 


cover-to-cover attention. 


te There... 


When they’re ready to specify or buy 


The Directory Section is the acknowledged reference work 


An alphabetical listing of all products used in the field, and 


2. Names and addresses of all these manufacturers. 


3. A listing of all known trade names with the product and 
fact id for each 


| 
4. All products advertised in this issue ore classified and listed. t th 5 
Se oelane me here they'll @ oad a e expense of the creative 


5. Normal editorial content of a regular issue assures immediate 


|troducing a Design-A-Lighter kit, 

|with all the necessary parts and 

suggestions on how to design one’s 
own table lighter. 


|round-bottomed lip service been 
| paid to the idea of creativity. Nev- 
er have the conclaves of the Four 
| A’s, the Assn. of National Adver- 
|tisers, the Advertising Federation 
{of America, resounded with so 
|much pre-creative oratory. Never 
have our trade papers (Sponsor 
| included) been so choked with 
| Solemn, sententious explanations 
i the creative process.” 
Probably the greatest single en- 
emy of modern advertising crea- 
tivity is Rosser Reeves, head of 
Ted Bates & Co., he said. “Mr. 
Reeves is a potent adversary, a 
very potent adversary,” Mr. 
McMillan said. “And we will make 
a frightful mistake if we sit dis- 
dainfully on our soft pink creative 
clouds—and underestimate him.” 


® He also rapped the “modern 
marketing concept” or “Marion 
Harperism” as an enemy of ad 
creativity. The “modern marketing 
concept” hurts creativity “because 
inevitably it tends to exalt, glorify, 
and sanctify the marketing man, 
or ‘marketing-mix-master’ if you 
will—together with his satellite 
accomplices, the research man, the 
account man, the statistical man, 
| the systems man, the corporation 
|man, even the organization man— 


ince! Mr. McMillin said. + 


_ANA Names Bristol for 
| Ist Paul B. West Award 

Lee H. Bristol, board chairman 
of Bristol-My- 
ers Co., New 
Terk and 
chairman of the 
Advertising 
Council, has 
been named the 
first person to 
win the Paul B. 
West Award of- 
fered by the 
Assn. of Na- 
tional Adver- 


Lee H. Bristol tisers. 
° ° . +p ys . ° Mr. Bristol 
in the Industrial-Big Building field since 1934 was cited by the ANA for “con- 


Nowhere will your advertising dollar go farther . . . accomplish 
more! This is an issue that is a right-at-hand reference for the engi- 
neers and contractors you must reach. (In a survey of these all paid 
subscribers, 96% report they keep it throughout the year, 75% refer 


specifically to its advertising pages. ) 


No wonder nearly 300 advertisers appear each year! Make sure 
you too will profit from this all-in-one January issue with a Direc- 
tory Section and regular editorial content. Start off 1962 impres- 
sively by using extra space for extra emphasis on your entire line. 
Regular space rates apply, December 10 closing date. KEENEY 


PUBLISHING CO., 6 N. Michigan, Chicago 2. 


tributing most to advertising.” 


Miesegaes, Klaeger Named 

William Miesegaes has been 
named to the new post of chairman 
of the executive committee of 
Transfilm-Caravel, New York, pro- 
ducer of tv commercials, industrial 
films and business shows. Robert 
H. Klaeger, who had been senior 
vp of Transfilm and head of its 
film production division, has been 
named to replace Mr. Miesegaes as 
president and chief executive of- 
ficer. Mr. Miesegaes will supervise 
the company’s diversification into 
related fields. 
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UTENSILS FOR CHRISTMAS—This page | 
ad in the December McCall’s and | 
Parents’ Magazine leads off Ekco |} 
Products Co.’s biggest pre-holiday | 
campaign. The new logotype in-| 


corporates the Flint (cutlery) 
name. Edward H. Weiss is the 
agency. 


Cox Will Retire 
Nov. 1 as K&E Exec, | 
Resign as 4A’s Head 


New York, Oct. 19—Edwin Cox | 
will retire as chairman of the exec- | 
utive committee of Kenyon & Eck- | 
hardt and resign as chairman of the 
American Assn. 
of Advertising 
Agencies on 
Nov. 1. 

Mr. Cox, 62, 
plans to retire 
to Vero Beach, 
Fla., to write 
“books, articles, 
and papers con- 
cerning the pro- 
fessional aspects 
of advertising.” 
Last April, 
when he became 
Four A’s chairman, Mr. Cox told 
ADVERTISING AGE he was working 
on a history of K&E called “The 
Biography of an Idea.” He has been 
with the agency 28 years. 

Marion Harper Jr., president and 
chairman of Interpublic Inc., will 
move up to fill Mr. Cox’s unex- 
pired term, and Arthur E. Tatham, 
chairman of Tatham-Laird, will 
succeed Mr. Harper as Four A’s 
vice-chairman. 


Edwin Cox 


® Born in Austin, Tex., Mr. Cox 
entered the advertising business in 
1920, when he joined the old A. W. 
Shaw Co., Chicago, as a copywriter. 
Later he became the advertising 
manager of Celotex Corp. He joined 
Lennen & Mitchell (now Lennen & 
Newell) in 1928, and in 1931 he 
moved to Young & Rubicam. 

He has been prominently identi- 
fied with the Four A’s committee 
on the improvement of advertising, 
and with its Copy Interchange, 
which last year took on added 
stature with the Assn. of National 
Advertisers’ decision to join. 
Largely due to his efforts, the Four 
A’s copy code was amended in 
January, 1960, to include specific 
interpretations on the applications 
of principles to tv advertising. 

A creative man and an adminis- 
trator, Mr. Cox codified K&E’s cre-| 
ative principles in a volume called | 
“K&E Book of Creative Standards.” | 
The book is used to review work in 
progress, to see how it measures | 
up. “It hasn’t made our best work | 
any better,” said Mr. Cox, “but it 
has improved the level of all our! 
work.” + 


General Paint to Meldrum | 

General Paint Co., San Francis- | 
co, has appointed Meldrum & Few- 
smith, Cleveland, to handle its ad- | 
vertising. Honig-Cooper & Har- 
rington, San Francisco, formerly 
handled the account. 


Advertisers May Seek Other Marketing to 


some alternate means of bringing 
their products or services to the at- 


Avoid Poor Image of Advertising: Chambliss ‘tion of the public. 


Los ANGELES, Oct. 17—Adverse 
criticism of the advertising busi- 
ness may reach such proportions 
that advertisers may start experi- 
menting with other means of 
reaching the consumer. 


ger to the national economy.” 
dent that 
last week by William C. Cham- 


bliss, director of communications 
of Space Technology Laboratories, 


group increasing criticism of ad 
practices constitutes a “real dan- 


“It is becoming alarmingly evi- 
in the minds of an 
increasing number of people, in- 
This warning was sounded here | cluding consumers, business men, 
government officials and even uni- 
versity students planning careers, | bring about serious consequences 
there is a certain stigma at-|to the structure of the national 


This could be disastrous, Mr. 
Chambliss continued, because it is 
“demonstrably evident that adver- 
tising’s capability to move goods 
and services is a major factor in 
the economic health we now enjoy. 

“Experimenting with other 
means of reaching customers, to 
the exclusion of advertising, could 


in a talk before the Art Directors’ | tached to advertising,” Mr. Cham- economy,” Mr. Chambliss said. # 


Club of Los Angeles. 
Mr. Chambliss, who has been 


bliss said. 


stumping for the licensing of ad-|=# If marketers were to become 


Standard Brands in Tea Drive 
Standard Brands, New York, 


men in California as @ means of | persuaded that advertising means | launched the first phase of a multi- 
elevating the ad business to the |risking their reputations, he said | station 36-market spot tv effort for 
status of a profession, told the | they might be tempted to seek Tender Leaf tea Oct. 16. Stations | 


81 


have been divided into three 
groups, with staggered starting 
dates and variously spaced 20 and 
60-second units. J. Walter Thomp- 
son Co. is the agency. 


Sittig to ‘Family Weekly’ 

William A. Sittig, formerly with 
Leo Burnett Co., has joined Family 
Weekly and Suburbia Today as as- 
sistant to the advertising director. 
Mr. Sittig will headquarter in the 
Chicago office. 


VioBin Names Baker 


VioBin (Canada) Ltd., St. Thom- 
as, Ont., has appointed Baker 
Advertising Agency, Toronto, to 
handle advertising for its agricul- 
tural, veterinary and pet food lines. 
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JERRY LEWIS STARS IN HIS OWN PRODUCTIONS / RELEASED BY PARAMOUNT 


You'll be crazy about it! If you're losing the battle with high costs, here’s some 
smart strategy that should make you deliriously happy. While holding the line on quality, 
you can cut costs on folders, catalogs and other printed material by specifying Consoli- 
dated Enamels. As the world’s largest enamel printing paper specialist, Consolidated offers 
finest quality. Get the facts and free test sheets from your Consolidated Paper Merchant. 


He’s a five star general at cutting costs! 
Available only through your Consolidated Paper Merchant. 


onsolidaltec 


LARGEST ENAMEL PAPER SPECIALIST 


Consolidated Water Power & Paver Co. + Natl. Sales Offices. 135 S. La Salle St., Chicago 
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A man who knows where he’s going 


can really go places with businesspapers. 

This is the medium that separates the 

admen from the boys. You've got to know your 
business when you get down to business 

with the kind of tough-minded, hard-to-kid 


businessmen you meet . . . in businesspapers. 


WORKING PRESS 
AT WORK. sictoine 2 ou 


product maintain share-of-market after 
patent expirations greatly increased 
competition—helping introduce a brand- 
new product in an already crowded mar- 
ket. Businesspaper advertising did both 
jobs last year—and is doing similar jobs 
this year because “advertising in 


businesspapers means business” 


For these and other case histories, ask ABP for ‘‘Working Press at Work”. . . 
162 new examples of business advertising effectiveness. 
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THE ASSOCIATED @):@ 


BUSINESS PUBLICATIONS 


205 EAST 42ND STREET, NEW YORK 17, N. Y.+201 N. WELLS ST. 
CHICAGO 6, ILL. + 333 WYATT BUILDING, WASHINGTON 5, D. C. 
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PEOPLE PAY FOR BUSINESSPAPERS THEY WANT... 
READ THE BUSINESSPAPERS THEY PAY FOR. 
NOTE: ALL ABP PAPERS ARE “PAID”. 
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Four A's Told PR 


(Continued from Page 3) 
conclusion that these people, for 
the most part, are not wholly un- 
sympathetic toward the advertising 
industry.” Indeed, the Four A’s is 
told, it is “probable” that the opin- 
ion leaders “would alter their 
opinions rapidly were they to enter 
the advertising business.” Since 
that is impossible, “a forum for the 
exchange of advertising-oriented 
ideas” might help them think 
through some of their criticisms 
and ideas. 


a So Hill & Knowlton proposes a 
program aimed at reaching the 
opinion leader group—a public re- 
lations program, presumably, that 
would increase advertising’s stat- 
ure. 
A shorter cut home would be the | 
elimination of its errors by adver- | 
tising, and a resolve to sin no more. | 
But this seems a long way off. A} 
public relations program aimed at | 
improving the image of an unre-| 
formed sinner might be interesting, | 
but it might fall somewhat short | 
of resounding success, the report | 
comments. | 

Hill & Knowlton’s 180, perhaps | 
surprisingly, professed not to har- | 
bor the image of advertising men | 
portrayed in most recent novels of | 
Madison Ave. While admen do not | 
escape unscathed, they are gener- 
ally seen as “intelligent, often bril- 
liant, and generally creative.” 

But agency practices are some- | 
thing else. Research is severely | 
criticized. “It is our feeling,” says | 
Hill & Knowlton, “that much of| 
this criticism stems basically from | 
doubts and questions about the) 
well publicized methods of measur- 
ing tv and radio audiences.” 

| 


s And there is much anti-agency 
animus evident in the view of the | 
37 top management people sur-| 
veyed. These executives—working 
with companies spending $860,000,- | 
000 a year on advertising—seemed | 
almost bloodthirsty, a trait that) 


| 


it’s simple . . . SHOW HIM with living 3-D | 
pictures. Stereo talks a language every- — 
body understands. | 
in today’s demanding market, the com- 
plete, dramatic realism of full-color stereo 
carries your message as no other media 
can. Stereo is always seen—never goes — 
into the wastebasket. Your prospect sees 
your product exactly as it is—be it buttons 
or bulidozers—and hears it speak with 
commanding authority. Design, color, tex- 
ture, all details and features are repro 
duced with a “reach out and touch” real- 
ism that “reaches out and sells”. 

| 

| 

| 


Put View-Master Stereo to work 
for you—write today. 


| 
| 


SEND FOR FREE SAMPLE: View-Master | 
product reel and hand viewer. Mail coupon to | 
Sawyer's, inc., Dept. A, Portland 7, Oregon. 


Some Fence-Sitting Thought Leaders 


Effort Might Lure 


might be of interest to the Assn. of 
National Advertisers as well as the 
Four A’s. 

“If advertising agencies and me- 
dia were threatened with destruc- 
tion tomorrow,” said one food com- | 
pany executive, “we wouldn’t lift a | 
hand to help. We’d find some other 
means of merchandising our prod- 
ucts.” 


The chairman of the board of 


one of the biggest advertisers 
snorted that agency men are most- 
ly opportunists. “Advertising,” he 
added, “is an occupation that is de- 
voted to short-range thinking, 
deadlines, hustle and bustle, and is 
strongly motivated by the buck.” 
“Corporate officials,” reports 
Hill & Knowlton, “are inclined to 
disassociate themselves from any 
advertising problem that does not 
directly involve their own inter- 
ests. They take the attitude that 
none of the blame for any exist- 
ing problem rubs off on them. And 
indeed it appears that the results 
of the survey confirm that less 


of it does than might have been 
expected.” 


s Admen will find little that is 
new in much of the criticism of 
advertising itself turned up in the 
survey. Nearly all the complaints 
voiced by the “eminent” people in- 
terrogated by Hill & Knowlton staff 
people have been aired before; at 
this point, they are fairly pre- 
dictable. 

| Some, however, 


may be sur- 
|prised, unhappily or otherwise— 
|depending on their media affilia- 
| tions—by the degree to which tele- 
| vision, a more “obtrusive” medium, 
japparently bears the scorn, the 
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contumely, the contempt of the 
opinion leader. 

“Although four out of five re- 
spondents commented more or less 
favorably on print advertising, only 
one in ten made a favorable com- 
ment on tv advertising,” the re- 
port says. Television’s sins are cat- 
aloged: It substitutes repetition 
for imagination and creativity; it 
resorts to the exaggerated and the 
unbelievable; it is shot with poor 
taste; it carries too many commer- 
cials; it insults the intelligence. 

Here are some succinct com- 
ments: 


e “I get damn tired seeing the 


power-up 
your 
1962 
selling 
with 
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The Largest Architect and 


Paid Circulation in History 


Architectural Record’s 30,964 architect and engineer subscribers is a new 
all-time high for architectural magazines. 


And, significantly, the Record has again lengthened its circulation lead. 


This “‘score card” tells the story... 


ARCHITECTURAL : 
RECORD : 


PROGRESSIVE 
ARCHITECTURE 


ARCHITECTURAL 
FORUM 


Architects 
Engineers 


Honolulu, Hawaii 
Architects: Wimberly & 
Cook; Gerald Ailison 


fi 
} 
ve 


Total architects & engineers 
12-month change in “Total” 


Cost per page per 1,000 
architects and engineers 


"1 


ati} 
f ie i 
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20,021 
10,943 
30,964 
+832 


$27.61 


SOSHSSSSSSSSOSSESOSESESICOSSEEEE 


Seeeeeeseeeeeeeseeeesereee 


Source: Circulation—June 30, 1961 A.B.C. Publisher's Statements. Costs based on rates effective Jan. 1962. 
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18,235 
7,832 
26,067 
—260 


$32.61 


14,561 
3,740 
18,301 
—562 


$62.02 
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same people cleaning the same sink 
night after night.” 

e “They should write tv commer- 
cials to suit the type of audience 
being reached.” 

e “Something is three times faster, 
twice as effective. Than what?” 

e “When they try to get four spots 
out of two minutes, I think tv is 
killing the goose.” 

e “I think of advertising as a con- 
stant plug; the’ entertainment 
comes along only to fill in the 
gaps.” 

e “I’m fed up to here by drug ad- 
vertising and diagrams of guts.” 
The rain of criticism falls on ra- 


dio, too, but somewhat less fierce- 
ly. “Radio comes in for criticism 
chiefly because it has become so 
saturated with advertising mes- 
sages that almost no program re- 
mains,” says the report. 


® And a majority of the thought 
leaders believe the medium “also is 
getting more and more objection- 
able, trickier, and appeals more to 
lower impulses and tastes as time 
goes on.”’ Most of the criticisms— 
from college deans, business men, 
economists, editors, clergymen and 
sociologists—“revolve around the 
hard sell, the ‘breathlessly urgent’ 


pitch, the intolerable amount of 


repetition of the same commercial, 
and likewise the number of com- 
mercials within a given time limit.” 

Print media were found to be 
least objectionable, seemingly be- 
cause “they are considered less ob- 
trusive than television—you can 
turn the page if you don’t want to 
read the ads.” 

A sociologist, who summed up 
the attitude of many, said, “I feel I 
can analyze the degree of honesty 
in a printed advertisement, and I 
can study its content. A printed ad- 
vertisement is portable—I can cut 


it out, take it to the place of busi-| presentation at infrequent inter- | 60,000 fleets of 10 units or more. 
ness advertising the product. I look vals,” the report says. + 


on printed advertising as repre- ‘TSN’ Changes Name to 
senting something of a contract.” | ‘Fleet Management News’ 


= Newspaper advertising was “sel-| Stanley Publishing Co., Chicago, s 
dom” criticized, apparently for the | @S announced that effective with i 
reason just given, and because it is the November issue, the name of 
regarded as “informational.” Few | 7T@"sportation Supply News, prod- 
of the thought leaders felt strongly | UCt information paper in the truck 
about direct mail advertising; mag-|#"2d bus fleet field, has been 
azine advertising was “generally”|Changed to Fleet Management 
acceptable; and outdoor surprised | News. The change was made, the 
the interviewers because it turned|PUblisher said, to indicate the 
up as a medium which intellectuals | SCoPe of its service more clearly. 
did not regard as completely ob- At the same time, circulation of 
jectionable. “Most have no real the publication has been increased 
quarrel with a clever billboard | to 75,000, representing coverage of 


Stanley Publishing has completed 


Engineer 


Four More Exclusive Reasons 
Why Architectural Record Is 


installation of IBM equipment for 
electronic data processing of circu- 
lation, market research, sales anal- 
ysis and handling of reader in- 
quiries. 


M. Henri to Smith/Greenland 

Monsieur Henri Wines Ltd., New 
| York, has switched advertising 
from Zlowe Co. to Smith/Green- 
land, New York. 
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Your Best Buy for 1962 


1. Top verifiable market coverage. Record’s record- 
breaking architect and engineer paid circulation trans- 
lates into verifiable coverage of nearly nine out of ten 
architect-planned building dollars—a fact documented 
by Dodge Reports. 


2. Editorial Dominance. The Record publishes an un- 
equaled number of editorial pages... edited specif- 
ically for architects and engineers . . . attuned to their 
changing interests with the aid of Eastman Editorial 
Research and Continuing Readership Research . . . 
timed and balanced with the aid of Dodge Reports to 
be of maximum value to them in terms of the work on 
their boards. And the Record’s renewal rate is highest 
in its field by far. 


3. Steady Reader Preference. Architects and engineers 
have voted the Record “‘preferred”’ in 159 out of 172 
studies sponsored by building product manufacturers 
and their advertising agencies. 


4. Unequaled Advertiser Acceptance. For 15 years in a 
row more building product advertisers have placed 
more advertising pages in Architectural Record than 
in any other architectural magazine. Record’s margin 
of leadership thus far in 1961, 52 per cent! 
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- Architectural Record — 
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- 

ea 119 West 40th St. 

| " eneind | New York 18,N.Y. i: 


‘stimulus to creative architectural and engineering design” 
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| Los Angeles, San Francisco, San 

| Diego AND THE BILLION DOL- 

| LAR San Bernardino-Riverside- 

| Ontario market ... 27th in the 
nation! The San Bernardino 
SUN-TELEGRAM will wrap up 
the San Bernardino half of this 
vital market for you... . effec- 
tively and without duplication. ans 
Retail sales in this exploding, Bei fa 
growing, spending market are in i 
excess of $900 million ... greater 
than New Orleans, Toledo, Okla- 
homa City or Salt Lake City! San 
Bernardino is 62 miles from Los 
Angeles and less than ¥/2 of 1% 
of the total circulation of the Los 
Angeles papers reach it. Hardly 
enough to even consider! So, 
when you think of California, 
think of the 4th largest market 
and the San Bernardino SUN- 
TELEGRAM! 


of) 
SUN-TELEGRAM 


Represented Nationally By 
Cresmer & Woodward, Inc. 
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In ‘60 TV Spots 
Averaged $10 Per 
Family. TvAR Says 


New Yor, Oct. 17—Television 
the 
Westinghouse Broadcasting subsid- 
iary, has analyzed the official Fed- 
eral Communications Commission 


Advertising Representatives, 


1960 figures on tv expenditures. 


TvAR found that investments in 
spot tv time by national and re- 
last year 
amounted to $10.03 per television 
family. This was based on total 


gional advertisers 


spot billings of $459,193,958. 


For the most part, it was found 
that the larger the market the 
higher the per family spot budget. 

No. 1 target for the spot spenders 
was Chicago, where advertisers al- 
located $12.76 per household for 
spot tv time. In the top 10 tv mar- 
kets with available FCC data, ex- 
penditures averaged $9.67 per tv 
home. The level dropped to $5.41 
in markets below the top 40 range. | 


ANNOUNCING 


NEW Advertising & Sales Aids 
from McGRAW-HILL! 


@ PLANNING and 
CREATING BETTER 
DIRECT MAIL 


English, Gatvoratny of Teele 

You can plan, create, and use direct mail 
to do a better all-around selling job. This 
book shows you how to put fresh selling 
power in your direct mail, how to score 
greater results. Here, you'll find new, us- 
able ideas and a wider a on 
how to promote b 
fully through the mails. The. book de- 
scribes many methods for increasing 
readership, and treats copy, copy styles, 
theme, formats, reproduction methods. 
envelopes, postage, and “idea mailings’. 
You get valuable help on lists (and on 
how to keep them up to dste) market re- 
search, just what jobs letters can do, and 
more. The book is packed with illustra- 
tions on copy, examples of creative ma- 
terials, and checklists of how to do par- 
ticular jobs. 387 pages, $6.95 


@ MERCHANDISING 
FOR TOMORROW 


Just Out. Here's an analysis of pioneer- 
ing marketing trends and a quick-refer- 
ence collection of 500 tested and adapt- 
able plans and ideas. Covers selling. 
promotion, and advertising. By E. B. 
Weiss, Doyle, Dane, Bernback, Inc. 272 
pp.. $7.50 


@ VISUAL 
PERSUASION 


The Effect of Pictures on the Subconscious 
Just Out. This brilliant study of com- 
munication introduces the concept that 
much of persuasion can be accomplished 
with pictures. By Stephen Baker, Cun- 
ningham & Walsh. 260 pp., over 350 il- 
lus., $13.50 


@ SALES PLANNING 
AND CONTROL 


Just Out. Here’s a comprehensive mar- 
keting guide that shows you how to mea- 
sure and control territory sales, reduce 
marketing costs, and increase sales 
through planning. By Richard D. Crisp. 
402 pp.. 18 illus., $8.50 


@ HOW TO INCREASE 
SALES WITH LETTERS 


Just Out. In this practical guide, a lead- 
ing direct-mail copy specialist describes 
and illustrates ways a good letter can 
help you increase sales. By E. A. Bock- 


Mail Today 
for 10 Days’ 
Free Use! 


McGraw-Hill Book Co., Dept. AGE-10-23 

330 W. 42nd St., New York 36, N Y. 

Send me book(s) checked below for 10 days 

examination on approval. In 10 days I will 

remit for book(s) I keep, plus few cents for 

delivery, and return unwanted book(s) post- 

paid. (We pay for delivery if you remit with 

this coupon—same return privilege.) 

Cj Yeck & Maguire—Plan. & Create. Better 
Direet Mail—$6.95 

() Weiss—Merehandising For Tomorrow— 
$7.50 

[} Baker—Visual Persuasion—$13.50 
Crisp—Sales Planning & Control—$8_50 
Buckley—How To Increase Sales With 
Letters—$5.00 

(Print) 

Name 

Address . ° 

City Zone 

Company 

Position 

For price and terms outside U.S. 

write McGraw-Hill tet'l.. N.Y.C. AGE-10-23 


. State 


| Columbus, Ohio 4,597 
Albany-Schenectady-Troy .. 3,504 
| Portland, Ore. .................. 4,554 
Greenville, Spartanburg, 

E -PINIIIID ccaccrsctitinnamsccudine 1,545 
| Sacramento-Stockton ........ 3,545 
New Orleans 3,472 
BINT drcsercergenee 3,634 
Nashville ......... 1,939 
Norfolk ........... 2,156 
ere 2,361 
tOkichome Ge. ccna 2,833 
| Tampo-St. Petersburg ........ 2,983 
| Cedar Rapids-Waterloo .. 1,496 
2,591 
2,304 

2,095 

| Richmond-Petersburg, Vo. . 1,321 
| Wichita-Hutchinson ............ 1,746 

| Scranton-Wilkes-Barre ........ 1,310 
| Evansville-Henderson jiniasiin 686 
(Salt | ae ae 1,426 
P 2,067 
SS ee ee 1,010 
Madi 1,066 
SD MIIIIIIN "chesiestnscneeszoncdatitesans 1,190 


Spot Billings per TV Family in 1960 


Compiled by 


Television Advertising Representatives 


Advertising Age, October 23, 1961 


at the tail end of a very diversified 
life, that you can get almost any- 
thing you really want in this world, 
if you really want it. Sometimes 
you are better off not to want 
it...I can think of nothing cozier 
than a small agency, consisting of 
five people, in which the boss has 
solved the problem of take-home 


Fisher Body Sets Spot Drive 
Fisher Body division of General 
Motors Corp., Pontiac, Mich., will 
run a two-week spot radio push 
in 50 top markets, starting Oct. 23. 
From 35 to 100 spots per week per 
market, comprised of minutes and 
30-seconds, will be run. Kudner 
Agency is handling the campaign. 


C&W Elects Brooks, Swiskow 
William T. Brooks, account su- 
pervisor for J. A. Folger & Co., and 
Robert M.*Swiskow, an associate 
creative director, have been 
ef Cunningham & 


and get MOST of S.C. 


Television 
Billings per Spot TV Billings Families Billings per 
TV Family Market (in $000) (7/1/60) TV Family | pay.” # 
$12.02 I ee ocsanicineececiaiinalieains $1,658 224,600 $7.38 
10.24 Orlando-Daytona Beach 956 221,700 4.31 
12.76 bane 953 207,600 4.59 
9.68 Phoenix-Mesa  ..........-.cees 1,705 204,500 8.34 
(a) Chatt 9 922 203,000 4.54 
9.58 Bakersfield 72) 177,400 4.06 
7.40 Peoria 1,011 169,100 5.98 
7.95 South Bend-Elkhart .......... 677 155,200 4.36 
8.46 Youngsto 850 144,700 5.87 
9.56 Honolul 1,096 129,900 8.44 
9.06 Albuquerque  ..........ccs00 508 126,800 4.01 
7.28 588 111,700 5.26 
7.39 MIE iiciscnicsenincactaibeginee 504 103,300 4.88 
9.20 Ot ID: crac cscscnicsleuaestiassanes 638 102,600 6.22 
8.70 Colorado Springs-Pueblo 445 91,800 4.85 
10.67 Las Vegas-Henderson ........ 199 37,000 5.38 
ed | » The chart and table above exclude those television areas elected vps 
760 «| where the FCC billing figures represent a combination of two| Walsh, New York. 
552.300 9.94 | oF more markets with varying set counts (e.g., Hartford-New | 
, 9.40 | Haven-New Britain- Waterbury). 
4 . Since these “combinations” frequently include markets of | 
502,400 10.53 > " she : : 
643 | “oving size, the billings per tv family would not necessarily 
; | apply equally throughout each of these FCC-designated areas 
487,500 9.43 
However, for purposes of completeness, the data for these areas 
463,000 ou | or shown below with the spot television billings per family 
| computed on the basis of the largest tv market in each group. 
395,300 3.91 | Hartford-New Haven-New 
388,400 9.13 | Britain- “Waterbury euctlia $7,017 860,900 $8.15 | 
386,300 8.99 | Indi lis-Bl gton .. 5,406 716400 «7.55 | 
355,600 10.22 | Aleenetehadiows .......... 2,193 565,800 3.88 
346,800 5.59 | Harrisburg-Lancaster- 
342,400 6.30 York-Leb 2,791 515,900 5.41 | 
337,300 7.00 | Charleston-Huntington- : 
335,400 8.45 Oak Hill-Ashland .......... 1,896 444,800 4.26 | 
328,300 909 Springfield-Decatur-Champaign- 
325,500 460 |  Urbane-Danville, Ill. .... 1,639 345,800 474 
321,100 8.07 Green Bay-Marinette ........ 913 324,200 2.82 | 
313,900 7.34 | Des Moines-Ames .............. 2,388 316,600 7.54 | 
304300 6.88 _Portland-Poland Spring, Me. 1,659 313,900 5.29 | 
275,400 4.80 Bay City-Flint-Saginaw ...... 1,580 306,000 5.16 | 
259,000 6.70 Reenshotynchbury qrovidesin 1,195 298,700 400 | 
253,000 5.18 | Mobile? 1,258 228,400 85.51 
251,100 2.73 Harrisburg, Il.-Paducah, Ky.- 
250,600 5.69 Cape Girardeau, Mo. .... 1,049 225,600 4.65 
249,300 8.29 Austin-Rochester-Mason City 595 161,200 3.69 
232,000 4.35 (a) Data for Detroit have been excluded inasmuch as the FCC 
232,000 4.59 total for that market does not include billings for station 
229,800 5.18 CKLW-TV. 


Guild Urges 
Western Agencies 
to ‘Come of Age’ 


(Continued from Page 2) 
tion, all of us, for doing a far more 
creative job than most midwestern 
and eastern agencies. You would 
be surprised how bad the creative 
situation is in Chicago.” 

What’s more, advertisers like the 
idea of having a Los Angeles or 
Hollywood agency, and “the fu- 
ture of advertising out here on the 
Coast” lies in riding jets and “go- 
ing after accounts in the Mid- 
west ... and even back east,” he 
| said. 

Mr. Guild told the assembled 
agency men that trade paper pub- 
licity is important for new business, 
and that a long list of good people 
who want to work for GB&B is 
partially due to publicity. He also 
plumped for house advertising by | 
agencies, asserting that GB&B 
could trace new business to its | 
trade paper advertising. 

He added, “I would hazard the 
opinion that any advertising agen- 
cy man in this room who would 
devote as much time, thought and 
attention to an advertisement for 
his agency as he does for one of his 
important accounts would inevita- 
bly reap excellent results, if he also 
pursues the same program of ad- 
vertising he would recommend for 
an account, that is consistency. . .” 


s Mr. Guild also was candid about 
|new business presentations: “We | 
have wasted thousands upon thou- | 
sands of dollars in presentations | 


| Thompson, 


that didn’t get us a dime.” He said 
he thought the historic prohibition 
of the Four A’s on speculative 
presentations came from the days 
when “it was dominated entirely 
by major advertising agencies. 
Nowadays it is only dominated 
about 95% by major advertising 
agencies. Naturally J. Walter 
N. W. Ayer and Mc- 
Cann-Erickson didn’t want charac- 
ters running around the country 
making speculative presentations 
which might get their accounts 
away from them; so it was put 
through: ‘Huh-huh, you musn’t 
make speculative presentations. 
It’s not ethical.’ 

“Although, ethical or not, they 
all do it, with rare exceptions.” 

Mr. Guild thinks a three-part 
presentation is the way to solicit 


First, an examination of the prob- 
lem (“nothing is more interesting 
to the advertiser than a discussion 
of his problem”) ; second, a discus- 
sion of the agency’s qualifications 
to deal with it (“has to be rather 
adroitly handled, because the ad- 
vertiser’s mind is apt to wander’”’); 
and, third, a specific recommenda- 
tion (“this is where we part com- 
pany with the Four A’s idea that 
you should not make speculative 
presentations”). 


® Mr. Guild also presented an ar- 
gument seldom heard in new busi- 
ness discussions: 


up your minds as to whether 
you really want new business, be- 
cause, if you want it, I assure you 
. | you will get it. It is my conclusion, 


Holm 


Tobin Roth Hunter Moore 

JUNIOR PANELISTS—Officers elected at the 11th annual convention of 
the Junior Panel Assn. in Chicago last week huddle with Francis W. 
Holm, permanent secretary-treasurer; Sidney W. Tobin, board 
chairman, Gateway Outdoor, East McKeesport, Pa.; Aaron Roth, 
president, Empire Advertising, Hillside, N. J.; Robert W. Hunter 
Jr., vice-president, Piedmont Poster Co., Greenville, S. C.; and Jake 
Moore, vice-president, Texas United Outdoor Advertising, Ft. Worth. 


“It is very impor- | 
tant to be very careful in making | 


Cover more than two-thirds of 
South Carolina’s sales potential 
in every category with the Green- 
ville, Columbia and Charleston 
newspapers. 


Bargain BULK* Discounts 


*For linage contracted during 12 
months period. 


LINES DISC. 
A 2% 
a Pere rere 3% 
Lee Pere 5% 
Se 7% 


15% 
Liberalized C.1.D. Discounts 
Offered for Frequency 


Contact the newspapers listed 
or their representatives 


GREENVILLE 
News and Piedmont 
Repr. Ward-Griffith Co. 
COLUMBIA 


State and Record 
Repr. The Branham Co. 


CHARLESTON 


News & Courier and Post 
| Repr. The John Budd Co 
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New Easy-Off Window Spray makes windows sunshine-clean. 


How Easy-Off topped 


them all in America’s 
top market 


After two years of advertising exclusively on TV, 
the marketers of Easy-Off Aerosol Window Spray 
decided to test the power of print. The test: one 
advertisement in the Metropolitan New York 
edition of Reader’s Digest. 


“That Digest ad made Easy-Off Window Spray 

top seller in the New York Market,” says Bernard Gould, 
President, Boyle-Midway Division, American Home Products 
| Corporation. ‘“‘In the month after the Digest ad came out, 
“Sava * %) @€6©6 Easy-Off sales were 92% up from the same month a year earlier. 


~~. 


“Reader’s Digest has tremendous impact at the dealer level,” Mr. Gould adds. ““We opened % i, ‘ 
up ten major new retail accounts, including several large chains, Ae 
when they learned that Easy-Off would be advertised in the Digest.”’ 


Later, because of Metropolitan New York regional results, 
Easy-Off became a national Digest advertiser. 


One reason Digest advertising works is that the average page 
is looked at twice as often* as in Life, Look or Post. For about the 
same money the Digest can. . . double your chances-to-sell. 


*Source: Alfred Politz Media Studies 
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editorial action 


To Whom Would You Prefer Your Sister Married? 


How would you answer the above question? Admen said 
they'd like their kid sisters to marry an adman. Neighbors 
of the admen, on the other hand, thought their sisters would 
be better off married to a self-employed professional. Only 
4% of the neighbors thought an adman would make a good 
brother-in-law. 

These off-beat bits of information were part of a serious 
editorial study made by a psychological research company 
for Ad Age to determine what kind of a person an adman 
is and what his neighbors thought about him. A sort of a 
“What's Jack Adman Really Like?” The survey was made 
in selected suburbs or exurbs of New York City, Chicago 
and Detroit. 


The first part of the three part study appeared in the March 
27, 1961, issue of Advertising Age. 


This survey—probably the first such comprehensive study 
ever made—is typical of the editorial action that takes place 
each week in the “National Newspaper of Marketing”— 
Advertising Age. 


reader action 


“But my husband is nice...’ 


Within days after the publication of the Adman Image Study, 
comments and opinions poured in ranging from “To hell 
with my neighbors” to “I knew it all along.” One letter writer 
said, “. . . now you understand why I acknowledge intro- 
ductions with “Yes, but I'm in industrial advertising.” A 
devoted agency man’s wife wrote a long letter defending her 
husband’s honor and suggested that the researchers should 
have talked to their neighbors. For months comments and 
letters kept the discussion going. Other media reprinted 
parts of the study and added their editorial comments. AA’s 
editors summarized the study as follows: “Advertising peo- 
ple like advertising. They think it is a business of mobility, 
challenge and interest. It is a creative business and never dull!” 


This summary might very well describe Ad Age’s editorial 
philosophy—to present news and information of interest, 
that may provoke and challenge, but never be dull. 


reader reaction 


Not All From Page 1 


AA’s editorial department keeps close tabs on the reaction 
to its editorial product and its readership. One of its check 
points is the “Voice of the Advertiser,” AA’s letters to the 
editor department. Since the editors check back to see what 
article provoked a letter, we asked them to give us a run- 
down on each letter published for six consecutive issues. 
The chart below summarizes the results. Read left to right. 
Each square represents a page. Each dot represents .a letter 
to the editor which referred to an editorial article and the 
page number on which the story appeared. 


| | 


While the above chart may not conclusively pinpoint the 
pattern of readership, it is a pretty good argument for the 
fact that AA readers do not get all their letter writing mate- 
rial from Page |, but also are “inspired” by news and features 
all the way from the front page to the last page. This indi- 
cates that ads, regardless of position, have top opportunity 
of readership in Ad Age. 


Pia < “Un ' ‘ % > os 
Pe. Mi. Oe re 


: 
a 

¥ 

4 


Es Rese PS 


per, o. Breiner Bi ai a a ae ie i pe Oe a nS aa tea ° hae Go aS ee Ss PPE GE ie te eee | Bees) so ee 
Bah ho la mee: er Cie Tp, Cm ‘ Bs Se St le: aes, pa a Bae. Oe Se tee nt Oe ie. a A: ot 
Rae Laman Faia be Ff Be eo are ca ar llynees i oe wee a ae ra ee eo 
7 i= fa eee a 2 a pa ree i. POE Ee ane od * - ogee eae — al re thre FET SETS Oe a bape MER. WS eiiamaeT Lara ae ge vey Re ee Musee, Sake gan — 
: = 1g Fs Sot Saal See \ aos ee ea ees Peet aie, Lilo ra , ee Rae ie Posie ie sie eee a a: Behe aie Aeon ee ae Cee ae ee eet ea eran eS hats ne ua eee aaa alae | AG 
ee sey OM ger ee pee ger Maree ee gee ee ied eee eee ee a es ene ae Bee ne ie ere eo are 
os hae soe Me arate Aaa ais ae tee Seieuee oe ede ere hela ah es a ee ea aoe wR ROI ge Ee i = SRO ee Mie Ene ree ta iets en ak gS, “2 eae, - agit ye mo hoot = lie git erin te pe TE Sos eae Bea at vat 
De cate see res IRS EN Ws ee SRR TE te or eae Pei. ae Marie Bae Say ter ae, <a. Nees ba ee eet ee te. ae a To See ee 
2 ieee gal a, lees aie : A ‘ SP ae 3 5 i : ee ae ‘ aan Ses ee ete ec Oe At ee ee oO a ec ee Pm! | > ces. oe es ; Be 
’ Se ged ¢ aoe oe = +e * * a ood sar Beat <a ad oe COR 
; : ie ; : Sy 
- aoe 
j a 
: by ° t om 
2 ' a 
: e ; ; 
: i ' > : 
5 2 ' ; : 
iM ee : a 
y. , ‘ a 
‘ ‘ ae 
: * as | 
: ~ : — 
. § | 
£ : | 
23 i : 
7 Pte S eal ec i 
a a : a =e! ' 
3 y i } 
t “f 3 ¥ 4 : 
" jaa + ; ; ; ee 7 
| a y * % ig ; 2a 
. * ” * ; a 
% 0 . Dit if ' 4 ' 5 
= p 4 ‘ , ‘ sce 
“J % . 
; i i 7 3 y 
) @ k : Nese ¥ 
cs i y : 
ee vs 7 z % : ae 
g ie 5 t be i q 
j : i ; s ne ae 
¥ . 
4 a 
4 ‘ 
5 i okie: ‘ 
‘ ane 
es ” os . 
"7 | % : 
4 | Rg ‘ 
of - f 
% < ey 
‘a a 
= ies 
hy sth, a Ch 
, s Cia 
om a its eee 
? y Tee 
é ies 
| ee 
te wae =P fe (oi ; a is 
a eg aE 
<= re ' se ve ee ad 
e ase 1. ay 
es ° -o- : ' ae 
cus? _. a 
3 —— — agencie* tye =: 
: — _-— 677 ee 
- ere pitied DY” 990.000 roe 
o & Billio®™ exceed ————— ie 
Or 1900: 4 Beg 
. ee ar ee Se ee 
het gn OO. 2 *S 6 ee ae ee Bern 3 
svt — = ee -_ ee ae a ae > ; 
= se See 3 H ; 
-_——~ eee ce ss ee ¢ 4 4 
Ss ee ee eee Se 4 
= oS eee ae es — j a 
a ee” —— =.= } : 
es ae tee ort eS 
5 Se re a eee ee Oe eae . 2 
a et a ee ee ee ee ee ee 4 : 
So ee SS SS Seen * Sse k, 
ees ee en oe ees Se oe a : z 
——=- ss ee a es ee Se 
— - = = — <= = : 
2S ere FS Se eee OS eee id 
aes 5 eh 7 = , : ‘4 
Sere ee SS a See eS | eee 
ie - 
ean hie SS ; : 
ie ee | = Ce \ 
gas es) OS ee - ; : 
yo OU SF eae ae |p eee | F : : 
Z; Ss — ; 
ea a ee ee ee 
‘a _ _ ee te en et or = Se * se - 
ee. ele |"! Sessa ss FS eee = 
- 22. tt ee =. Se “4 
=== jee \ +, \aoe 2 . 
——— eh See a es \E es es 
eS ogg BI | ON eee (tee Page No gz 
——_— nd oe ee <r : Ss 
Paes gern | 5 ee le : 
Se 2 OO te. | See StS se ; 
——— ee = ee < 
5 os went | SESS ==" ee SSE tinwime® @@e@¢6 @ e668 * te Z 
— - ~* a= —_— se Sse ee 
2, "Sr =" wists eee : 
eo en gt ON ot ee eee : | peta 
Se oe ee f 21-40 2 s »* * ae 
: ee en See a eee ’ SAP eo tal 
ee Se SS ee le poate 
ae oS ome . . ate 
= ioe <= — a * 
=—=—-~~ : 
¥ 
- a -_ — i 
impotlouit | °RR-EER-H-BRER-BM:--- ao 
to i ottawt 1 
be 
ee 
- M 
. te ay iP a 2 


aa Mt ay eae ee ee 


CIRCULATION ACTION nip re snecrnsons 


Among the top 100 National Advertisers of 1960, there are 
a total of 3160 individual subscriptions to Ad Age. Here are 
some statistics as to the coverage and penetration by Ad Age 
within these “blue-chip” companies. The postman delivers 
83 copies to the No. 1 advertiser, General Motors, but, the 
top subscriber to AA is Procter & Gamble (No. 2 adver- 
tiser) with 188 copies. Next largest is General Electric (No. 
11 advertiser) with 187 subscriptions. RCA (No. 44 adver- 
tiser) is next in line with 133 copies. Of the 100 National 


Advertisers, Bayuk Cigar (No. 90 advertiser) has the least 
amount of subscriptions, only 2! One goes to the sales man- 
ager and the other copy to the advertising director! 


Ad Age is not limited to the “big ones.” Among its current 
paid circulation of over 50,000, are also medium and small- 
size companies and agencies. But, of this you can be sure, 
most anybody who is anybody in the advertising/marketing 
world—big or small—reads Ad Age every week. 


Classified QCHON man sis...210 xenon 


Those who like to. measure action in dollars and cents, will 
be interested in the results Christian Herald magazine had 
with a one-inch, help-wanted classified ad in AA’s “Adver- 
tising Market Place.” John R. Doscher, vice-president of 
Christian Herald reports his company received 75 responses 
of which 43 were followed up based on the submitted resumes. 
Mr. Doscher added, “I think this is a magnificent response 
and I thought you would like to know about it.” Cost of ad: 
$15.00. Cost per inquiry=20 cents! 


advertiser action 

All levels of buying influences 

Broadcasters, concerned with changing patterns in spot and 
network tv and radio expenditures, recognize the great in- 
fluence of Advertising Age. More than half of their total 


promotion placed in the advertising/marketing press is con- 
centrated in Advertising Age. 


One excellent example of this type of promotion programming 
is KOIN-TV, Portland, Ore., whose managing director, C. 
Howard Lane writes: 


It makes good sense to depend on the biggest and most pow- 
erful medium to communicate your market values to those 
who make advertising decisions. More and more media and 
service advertisers are setting Ad Age up as the “key” publi- 
cation of their promotion program. 


advertiser reaction 


Where the action is! 


The success of any advertising medium results from 
a series of actions and reactions. Take Advertising 
Age. Each week its news pages and feature articles 
spark reader action and reaction which generates 
high readership and preference and builds increased 
circulation. And where there is the most action for 


How well a publication is depended upon by the field it 
serves can be measured by the amount of classified adver- 
tising that publication carries annually. Further proof of Ad 
Age’s recognized acceptance as the leader in its field is the 
fact that 3231 classified ads totaling 75,712 lines were pub- 
lished in 1960. The other 3 publications in the field carried 
a combined total of 11,466 lines for the same period. 


These major media classifications concentrated from 


67% to 83% of the promoticn in Advertising Age in this 
four* publication field for the first eight months of 1961. 


| Total Linage |) 
Tn es. 
publication field 


5 ‘ : Newspapers & 

the money is the logical place for media and serv- 1___ Supplements paestmnastate re tat 
ices to concentrate their promotion—their bids for Magazines 845,488 604,240 71.47% 
business. ; 

Business Publications 589,288 417,060 70.77% 
Yen, Ad Age erespeenccal to oe the big medium of aaa $11,910 345,996 67.59% 
action and reaction—the kind that serves readers 
and advertisers alike. With the most of everything, Farm 85,806 71,946 83.85% 
Ad Age gives both advertisers and readers the most *Printers’ Ink, Sales Management, Media/scope. | source: API, Statistical Tabulating Co. 
for their money—and time. Above includes SM’s “‘Survey of Buying Power. 
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But add PARADE and the 18% jumps to 


total U.S. retail sales. 


counties doing 18% of 


of all families in 


reaches at least half i i 


(a Sunday magazine) 


America's largest magazine 
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Feature Section 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


Match Your Memory with Leber's 


Lesson for Copywriters—CM’'s Corner 


Pre-Sold Brands Meet New Threats—Weiss 


Peeled Eye Returns with Only Last Scraps 


THE NATIONAL NEWSPAPER OF MARKETING 


McMahan on TV Commercials... 


IBA Awards Set Vital New Concepts 
for Judging TV Commercials 


NEWS ITEM: On Feb. 3, 1962, the International Broadcast Awards 
will stage a new competition for television and radio commercials. 
Entries close Dec. 1, 1961. Information and entry blanks can be ob- 
tained from Hollywood Ad Club, 6362 Hollywood Blvd., Hollywood 


28, Cal. 


By Harry W. McMahan 


Maybe the tv commercial business is 
growing up, after all. Whaddaya know: 
The new IBA competition is going to have 
marketing awards. 

After our recent blast at the three ma- 
jor competitions 
(Venice Festival, 
American Festival 
and IBA) fgr put- 
ting too much em- 
phasis on the “fag- 
goty fringe of crea- 
tivity,” this sounds 
like a very virile 


answer. 
The IBA’s new 
statement of pur- 
Harry W. McMahan pose makes good 
sense: 


“To single out of all the world’s televi- 
sion and radio advertising the commer- 
cials that are considered most effective in 
using these media to sell goods and serv- 
ices... 

“To encourage the continuous improve- 


ment of broadcast advertising, its effi- 
ciency... 

“To create an international exchange 
and source of information and examples 
of broadcast advertising for constructive 
use by advertisers, creators and broad- 
casters. 

“To generate, positively, self-regulation 
and discipline within our industry .. . 

“To focus attention on the important 
part broadcast advertising plays in mov- 
ing goods and selling services... and thus 
to gain wider acceptance of these media 
as sound marketing tools.” 

It’s a tall order. But I believe the new 
staff at IBA will make it come off. 
General chairman is Ken Snyder, West 
Coast head of NLB. His track record on 
creative/marketing commercials has long 
proved he has the whereof and how-come 
to make it tick. And he’s a dedicated 
leader. 

Power to’em ... 

Jot down the deadline: Dec. 1. You 
have just six weeks to get your entries 
in and prove you want this business to 
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lucky Lager Beer 


Mars Candy 


grow up to its business responsibilities. 


East-West Twain 

It is to be hoped no provincial jeal- 
ousies arise between New York and Hol- 
lywood over the two big U. S. competi- 
tions. The industry needs both the Amer- 
ican Festival (scheduled in New York 
next May) and the IBA. Each can do 
much to showcase the good examples of 
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our business for all] to see. 

How well East and West can work 
together, when the need arises, is shown 
in the new tv commercial series for 
Lucky Lager beer, originated by McCann- 
Erickson, San Francisco. 

Bill La Cava of New York, an inde- 
pendent producer-director who artfully 
“thumbnails” a pre-production board, was 
imported to work with Jack Webb’s Mark 
VII production outfit in Hollywood. 

In a fast eight-day completion, Lucky 
came up with one of the best live tempo 
jobs we’ve seen this year. Great action 
shots are cut to a new jingle, “It’s Lucky 
When You Live in America.” That’s a 
mouthful of words for anyone to cram 
into meter, but Mel Henke makes it 
bounce like a pogo-stick. 


s And La Cava’s direction builds to 
every snip of the sprockets. No question, 
the pre-production board must help— 
especially with such a tight time sched- 
ule. It’s such an interesting technique 
we’re reproducing the whole set of 
“thumbnails” with La Cava’s notes. 

Credit, too, to Mark VII for the camera 
realism. It’s surprising how some of 
their old “Dragnet” tricks sharpen this 
kind of commercial. 


Thursday Night Treat 


On Thursday, Oct. 19, ABC aired a new 
special, “Feathertop.” And with it a com- 
mercial that was about as big-hearted as 
you can get. 

Mars candy, one of the sponsors, made 
an institutional pitch for the whole candy 
business. 

It tied in with the National Confection- 
ers Assn. promotion for Hallowe’en. And 
Mars has a special trick’r’treat with an 
alternate non-Hallowe’en candy version 
that even its competitors can use on the 
air, later, through NCA. Pretty sweet, 
huh? 


s The commercial is a miniature musical 
comedy with about nine actors and danc- 
ers. Among other things, it tells you there 
are 2,000 kinds of candy. Hal Kaufman of 
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Needham, Louis & Brorby wrote. Jack 
Denove, Hollywood, produced. 


Animating Still Photographs . 
Years ago, in Five Star days, we used 
to make commercials with still photo- 
graphs because it was a short-cut solution 
to time and budget problems. A very in- 
genious cameraman, Taylor Byars, doped 
out a lot of animation stand tricks he 
called “photo animation” or “fotan.” 

Nowadays, “photo animation” is not 
only used for low budget, but it’s also 
used for a number of important com- 
mercials where the stills are actually 
more effective than motion picture action 
(and they’re not low budget!). 

Example: Westinghouse tells a news 
feature story on the airborne tv teaching 
program in the Midwest. The Savings & 
Loan Assn. projects the ballad of a man’s 
desire for a home into such a graphic 
series of stills, cut to tempo. 

Now, the step-daddy of the still photo- 
graph, Eastman, just about tops ‘em all. 
The stills are a rare treat: An actual 
pictorial record of a little girl growing up. 


® Set this sequence to a musical narra- 
tive, based on a Harry Belafonte folk 
song, “Turn Around” and you have a 
two-handkerchief, two-minute commer- 
cial. 
“Turn around and she’s three... 
Turn around and she’s four... 
Turn around, she's in pigtails 
Going out of the door ...” 

You get the idea. 

Rather, J. Walter Thompson got the 
idea, and Cineffects produced it. Credit, 
too, to Dr. Irving Ellis of Beverly Hills, 
Cal., who was thoughtful enough to keep 
his Brownie handy as his little girl was 
growing up, year by year. 

The commercial, in color, broke on the 
first Disney NBC show late in September. 
Watch for it again. I tab it as one of the 
ten best commercials of this or any other 
year. 


Color Tape on Local Scene 

Speaking of color, color videotape is 
getting a big play at NBC, Chicago, 
these days. Lytton’s specialty stores have 
spooled up 120 commercials in color so 
far and are still going strong. R. Jack 
Scott is the agency. 

NBC’s new Video Recording Sales unit, 
starting last Jan. 1, has turned out 800 
commercials and closed-circuit presenta- 
tions, most of them in color. 

In the food chain field, National Tea 
is another local Chicago advertiser (agen~- 
cy: Lilienfeld & Associates) active in 
weekly tape recording for WNBQ. These 
commercials include in-store shots, stock- 
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piled for A-&-B editing with the weekly 
“specials.” 


Tv stations interested in how to make: 


local commercials effective through video- 
tape, color or no, would do well to kibitz 
this operation. Bill Huffman is manager 
of VRS there. 

For agencies, the operation also has 
come up with a useful service: story- 
boards-on-tape. On one occasion, five one- 
minute commercials were put on video- 
tape (and later transferred to film for 
client presentation) at $70 each. Agency 


General Electric 


Eastman Kodak 


supplied pre-recorded tracks. Dual cam- 
eras and electronic transitions were used 
to activate the still art. 


Closeup Demonstration 

Fortunate the advertiser who has a 
product that demonstrates its story strict- 
ly with live action closeups. GE’s new 
spray, steam and dry iron fills that bill. 
And Maxon, the agency, has been shrewd 
enough to restrict the commercial action 
to these simple here’s-how shots. Not a 
long shot. Not a woman in the scene. 
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Yellow Pages 


Advertising Age, October 23, 1961 


Just the product, demonstrating itself like 
crazy. O, forceful simplicity ...O, pre- 
cious jewel... 

EUE produced. Tom Hagan wrote, with 
Tony Russo as Maxon’s producer. 


The Line Is Busy 


If you want a good argument that 
competition between agencies makes for 
better creative work, take a look at the 
many tv spots for Yellow Pages around 
the country. 

Quite a few agencies get this assign- 
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Magazine Definition— 
“The New Yorker is more than 
a magazine—it is a mirror held 
up before the changing times 
and tastes of America.” That’s 
the way the president of one of 
the leading advertising agencies 
defined The New Yorker. 


Market Measure— 


The New Yorker is an effective 
selling medium because its cir- 
culation is concentrated in the 
country’s most important mar- 
kets for quality merchandise. 
It is a national magazine. Its 
circulation is strongest in those 
areas where sales potential is 
greatest. Further precise evi- 
dence is available, if you wish, 
in our “Circulation Analysis.” 


Audience Characteristics— 


The New Yorker is read by 
affluent, influential people who 
live in the better residential 
areas, and patronize the better 
shops. By education, income, 
possessions, and any other 
standard, it is a quality reader- 
ship. Further available evi- 
dence: ‘‘Characteristics of 
Readers and Households.”’ 


Retail Stature— 


The New Yorker has always 
rated high with retailers. The 
best evidence is the fact that 
retailers themselves, every- 
where, advertise so heavily in 


Anatomy 


of a 
eMagaxine 


A few useful facts you might like to know about 


its pages. The New Yorker car- 
ries more retail advertising than 
any other magazine. Its trade 
acceptance and influence are un- 
usually high. Further available 
evidence: ‘Retail Advertising 
Record.” 


em eR 


Feb.10,1961 THE Price 25 Centsee 


NEW YORKER , 


Advertising Leadership— 


The New Yorker serves annu- 
ally over 1,600 advertisers. Last 
year it carried over 5,000 pages 
of advertising, an all-time ad- 
vertising high. It ranks first 
among all magazines in many 
advertising classifications: Re- 
tail and/or Direct by Mail; 
Travel, Hotels & Resorts; 
Radios, Television Sets, Phono- 
graphs, Musical Instruments & 
Accessories; Beer, Wine & 
Liquor; Toiletries & Toilet 
Goods; Apparel-Men’s; Jew- 
elry, Optical Goods and Cam- 
eras. Further evidence: our 
most recent lists of “New Yorker 
Advertisers’’ available by 
classification. 


Business-Getter— 


The New Yorker has produced 
results consistently over the 
years for a long list of advertis- 
ers, large and small, of a wide 
variety of products, services, 
and ideas for men and women, 
home and business. Ask your 
New Yorker representative who 
will be pleased to show you spe- 
cific ““Result Stories” in various 
classifications of advertising. 


COPYRIGHT 1925. 1953 THE NEW YORKER MAGAZINE. INC 
The New Yorker is a national weekly. Its weekly circulation of 
425,781 (12/31/60 A.B.C.) is concentrated heavily in the rich 
47 primary U. S. city trade areas where, most business is done. 


NEW YORKER 


No. 25 West 43rd Street, New York 36, N. Y. Other advertising offices: Chicago, San Francisco, Los Angeles, Atlanta and London 
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Hallmark 


ment along with the various regional 
telephone accounts and they really try to 
outdo each other. 

There’s BBDO vs. Ayer in the East. 
And C&W. And Gardner. In Chicago, 
Ayer again. And out on the West Coast, 
BBDO again. 

Lately, Ayer has come up with some 
top-flight IDs in live action, for Chesa- 
peake & Potomac. And now BBDO, San 
Francisco, has countered with a talk- 
about cartoon :20 series, for Pacific Tele- 
phone. 

Bill Sturm, New York, produced the 
eastern series. Playhouse, Hollywood, 
handled in the West. The Hollywood shop 
has completed seven cartoons, all pretty 
dog-gone cute stuff with a dopey dog 
that gets into some wild predicaments. 
Can the Yellow Pages really solve all 
those? 

Anyway, if you’re looking for competi- 
tive creativity, look for it in the Yellow 
Pages, under “A”—Advertising Agencies. 


Guessing Game 

Who is the advertiser whose commer- 
cials are effective even with people who 
don’t see ‘em? 

Think twice and you'll realize it’s 
Hallmark. The ratings indicate far from 
everyone sees Hallmark’s Shakespearean 
shows and top drama specials—yet Hall- 


Agencies Ask Us... 


mark is getting credit with non-viewers. 

Maybe it’s because people are ashamed 
that they’re not watching something that, 
well, they should. And maybe that’s why 
Academy Award votes and TV Giide 
votes went to “Macbeth”’—even from 
people you can bet were not on that 
channel. Mom, religion and the Bard are 
not to be blackballed so lightly, in our 
society. 


s Be that as it may, it’s a shame more 
people within our business don’t see and 
study the Hallmark commercials. They 
subtly cover audience strategy to reach 
both the “traditional” card buyers and 
the “modern humor” school. They upgrade 
the whole greeting card business. They do 
a fine job of building the atmosphere 
that leads to “For Those Who Care 
Enough to Send the Very Best.” In lesser 
hands this might be maudlin. 

One new “corporate” commercial, trac- 
ing the silversmith’s story of the hall 
mark imprint, bears special commenda- 
tion. VPI, New York, produced this one 
for Foote, Cone & Belding, Chicago. 

It reinforces the Hallmark prestige 
legend with the faithful viewers—and the 
unfaithful ones as well. 

All those good people who now buy 
4,000,000 Hallmark greeting cards... 
every day...# 


How to Evaluate an Advertising Agency 


By Kenneth Groesbeck 


One of the most frequent questions fired 
at this hard-working department is, “How 
much is my agency worth?” It’s a tough 
one, too, because the situation is entirely 
different from evaluating most other busi- 
nesses. I suppose it 
is equally difficult 
for any personal 
service occupation. 

How much is a 
physician’s practice 
worth? That will 
give you an idea. 
You see, whereas 
other occupations 
can show you tangi- 
ble assets in goods 
and machinery, an 
agency has only one 
asset, and that an intangible thing—its 
earning power. That in turn depends en- 
tirely on the services of the individuals 


Kenneth Groesbeck 


who make up the agency. 

Accounts may be retained for perhaps 
90 days by contract, but let the agency 
people involved depart, and out goes the 
business, just like that. Today you’ve got 
a nice million and a half shop bringing in 
a gross income of two or three hundred 
thousand dollars a year; tomorrow some- 
thing goes haywire, and you’ve got exact- 
ly nothing’except attractive offices, a few 
machines, and commitments for rent and 
other non-cancellable expenses which will 
bleed your working capital white before 
you know it. : 

So when an agency man asks how much 
is his business worth, you reply with an- 
other question. What is it presently earn- 
ing per year, and (extremely important) 
what likelihood is there that these earn- 
ings will continue? 

A familiar formula for evaluating an 
advertising agency is to multiply its year- 
ly average earnings after taxes by from 


BIZ, 
QUIZ 


the answers on Page 98. 


(A) 1% (B) 2% 


(A) Los Angeles Times 
(A) Newspapers 


(A) Network shows 


(B) National and regional spots 
(C) Local 


programs amounts to 


(A) 10% (B) 25% 


(A) Mornings 


(A) Television 


(B) Sunday newspapers 
(C) Business publications 


8. A ‘‘croquis”’ is 
(A) Rough sketch 


(A) Cigarets (B) Milk 


(A) 10¢ (B) 25¢ 


(A) 5% (B) 25% 


dividends to stockholders are 
(A) Down 


(A) $250,000 
(A) $2,500 


bell's. 


on 


(A) 4 (B) 6 


(A) Packaged medications 
(B) Prescriptions 
(C) Cigarets and cigars 


(A) 2 million 
(A) 10% (B) 20% 


(A) Petroleum {B) Cotton 


out represented 


(A) 44% (B) 64% 


Compiled by Lester Leber 


WARNING! These aren't easy. Nobody is likely to know all the answers. 
But a well-informed adman should get at least a dozen right. You'll find 


1. Before the last war advertising amounted to about 2% of personal 
consumption expenditures. Today it is around 


2. In terms of advertising linage America's leading newspaper is 
(B) New York Times 


3. The medium that gets largest investment from national advertisers is 
(B) Television 


4. Of total billings last year’s smallest single chunk went to 


5. Of tv broadcasting industry's total revenue the sale of talent and 


6. Radio delivers its largest audience 
(B) Afternoons 


7. When you hear ‘‘the magazine concept"’ it usually refers to 


(B) Sound effects 


9. Mickey Mantle recently promised the Federal Trade Commission that 
he would quit endorsing a product he does not use. It was a brand of 


10. Out of every dollar in retail sales (except automobiles) it is estimated 
that by 1965 shopping centers will get 


11. Of all gasoline purchases those made by credit card represent 


12. Comparing first half of 1961 with the first six months of 1960 cash 


(B) The same 


13. A seat on the New York Stock Exchange sells for about 
(B) $500,000 


14. Closest figure to annual income per person in the United States is 
(B) $3,500 


15. Few important fields are dominated as much as soup is by Camp- 


Out of every ten cans sold in this country the Campbell label appears 


16. Leading source of dollar volume in drug stores is 


17. United States population is increasing at an annual rate of 
(B) 3 million 


18. Portion of our population now living on farms is 


19. In terms of dollar income the southern states’ most important industry is 


20. More people voted in last year's Presidential election than ever 
before in our history. Of those eligible to cast ballots this record turn- 


(Cc) 3% 


(C) Miami Herald 


(C) Magazines 


(Cc) 40% 


(C) Nights 


(C) Typographical error 


(C) Razor blades 


(Cc) 50¢ 


(Cc) 50% 


(Cc) Up 


(C) $1,000,000 


(Cc) $4,500 


(c) 8 


(C) 4 million 


(C) 30% 


(C) Forest products 


(C) 84% 


four to eight, this selected numeral de- 
pending upon the number of years the 
business is likely to stay around. To this, 
you add the net quick assets such as cash 
in bank, and depreciated furniture and 
fixtures. 

Thus an agency billing, say, half a mil- 
lion, grossing 20% (as it should, these 
days) comes up with a gross income of 
$100,000 and a profit after taxes (we 
hope) of $15,000. 

If the business is about averagely stable 
we might multiply this average profit by 
four, totaling $60,000, and add our net 
quick assets of $40,000, estimating the 


agency as worth $100,000. 

Yet this same agency, if its accounts are 
unusually sound and its people enjoying 
the full confidence and approval of the 
clients, may well be worth $160,000. Like- 
wise, if the agency people are discontented 
and likely to pack up and leave, or if the 
head man is sick or old, the probabilities 
of the earnings continuing are so doubtful 
that the agency must be evaluated at a 
far lower figure. 

An agency is worth a certain times 
what it is likely to earn, plus its net quick 
assets. That’s the simplest way to express 
its valuation. Any other method of evalu- 
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ladle Of the leaders you want 


There are 6,892,000 people in Metropolitan Chicago. Some of them buy 
your particular product. Some don’t, can’t or won’t. 

Your problem is how to reach more of the right kind—the people who 
buy. And that’s easy, since most of them read the Tribune. 

Take television sets, for example. 67% of all TV set buyers in Chicago 
and suburbs read the Sunday Tribune; 53% read the Daily Tribune. 

Now maybe you sell toasters, tires or travel tickets instead of tele- 
vision sets. It makes little difference. No matter what kind of buyers 
you're after, the Tribune reaches more of them than any other Chicago 
newspaper. 


Isn’t this the audience you should be reaching more often in the key 
Chicago market? 


More Readers...More Buyers... More Results 
THE CHICAGO TRIBUNE 
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HOUSEHOLD COVERAGE OF TELEVISION SET BUYERS 


2nd Sunday 
adds 13°. 


2nd Daily 


The readers you want are the kind who 
buy—and our new MARKET POWER 
study tells who they are, what they buy and 
how to sell them more. Call a Tribune 
representative for the full story. 
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ating such a business is completely er- 
roneous. Good will, probabilities, hopes 
for the future, even the promises of well- 
meaning friends—these are worth exactly 
nothing. They are nice to have, and we 
hope we can cash them in eventually, but 
they must not be given any monetary 
value. 

These questions come up whenever mer- 
gers are in the air, since the split in even- 
tual ownership depends on the relative 
values of the agencies concerned. Many a 
merger has gone sour, however, because 
one cr both of the parties being optimistic, 
have set a false valuation on their shops, 
based on hopes rather than proven earn- 
ings. 

You would be astonished to see how 
even the biggest agencies can dive into a 
merger without adequate assurance and 
proof of the values involved. Here’s an 
agency claiming that the XYZ account, 
bringing in a hundred grand gross income, 
is sure to stay with the merged agencies. 
Yet when the merger is completed, this 
remunerative account will find itself in 
the same shop with a hated competitor, 


On the Merchandising Front... 


and it leaves so fast you can hardly see 
its dust. 

These questions of agency worth also 
arise whenever productive individuals 
want to buy into the agency in which they 
have formerly been simply employes. Now 
the question becomes complicated, because 
part of the earnings of the agency have 
been produced by these same people. 

With them in the picture, the agency is 
worth X dollars. How much is it worth if 
they leave? Is the valuation to be based on 
them in or out? A nice question. This re- 
quires fairness and understanding on both 
sides, that of the owners and that of the 
prospective purchaser. 

One has to remember that one is selling 
a good man a property which is already 
partly his, in that he may control it, and 
it will depart with him if he leaves. That 
just gives you an idea of the complexity of 
the problem. 

Of course in that Utopia where all 
agency owners are just and all employes 
loyal, we shall not have to worry about 
such things. As things are, however, we 
have to be realistic. + 


Trade Threats About Opening Up 
Brands to Discount Outlets 


By E. B. Weiss 


Many, and maybe most manufacturers 
of pre-sold brands have been compelled 
over the last decade to risk the wrath of 
traditional outlets by opening up their 
brands to new outlets. Right now, manu- 
facturers who have 
yet to woo the new- 
er low-margin out- 
lets are being 
threatened by es- 
tablished accounts 
with really vicious 
forms of mayhem if 
they even play foot- 
sie under the table 
with discount 
houses. (Ironically, 
some of these 
threats are being 
voiced by department stores and depart- 
ment store chains which are right now 
busily engaged opening discount outlets! ) 

I have heard these self-same threats 
for a great many years. I can remember 
quite vividly the storm kicked up by de- 
partment stores and drug stores when the 
variety chains first introduced small sizes 
of beauty and health aids. (The identical 
storm kicked up when the food supers 
added beauty and health aids.) Ever since, 
as the variety chains diversified their mer- 
chandise classifications, department stores 
and other outlets have threatened to 
“throw out” any brand that went over to 
the enemy. The threat has rarely been 
carried out. 

When the first food supers got started, 
the established food outlets of that era— 
the early 1930s—vowed they would throw 
out any brands made available to this 
new piratical cut-throat (threats were 
even made against newspapers that ac- 
cepted the advertising of the early food 
supers). 

Over the years, established retailers 
have fought against the availability of an 
infinite variety of merchandise to the 
mail-order chains, even though in most 
cases these were marketed under the 
chain’s brand names and frequently in- 
volved different designs, different pack- 
ages, etc. 

Although even I wasn’t around at the 
time, I imagine that when the early de- 
partment store pioneers got started they, 
too, found some manufacturers reluctant 
to sell them because of fear of reprisals 


E. B. Weiss 


from the traditional merchants of that 
long-ago era. After all, those early de- 
partment stores were tne discount houses 
of that era! And, of course, when the drug 
store first began to show signs of wanting 
to become a general merchandise outlet, 
established retailers fought bitterly with 
non-drug suppliers who made their lines 
available to the drug outlet. 

It is ironic that these two forms of re- 
tailing—department stores and drug 
stores—which themselves originally had 
manufacturers’ doors shut in their eager 
faces, should now be so vehement about 
sundry brands being opened up to other 
outlets. If this is indeed brand piracy-- 
then they were brand pirates on a big 
scale years ago and still are today! 


s Then, starting in the early 1950s, be- 
gan the decade of category diversifica- 
tion by all major retailers. When the food 
supers took on non-foods, manufacturers 
of non-foods who opened up their lines to 
this outlet took serious chances. This was 
especially true of the manufacturers of 
health and beauty aids because the drug- 
gist put up quite a battle—and there is no 
retailer more strongly organized, more 
militant, more positive that whatever he 
has is “his’n” than the independent drug- 
gist. And department stores have, of 
course, fought one of their typically fu- 
tile battles against the introduction of 
innumerable new classifications into 
mail-order chains, variety chains, hard 
goods chains, soft goods chains, drug 
chains, food chains. 

Today, department stores, drug stores, 
and unbelievably even some variety chains 
and food chains, are loudly voicing 
threats against manufacturers who make 
lines available to the newer low-margin 
outlets. These threats have been broadened 
by some of the department store chains to 
include even such policies as giving the 
discount outlets only secondary brands, 
only private brands, etc. 

Over the long term, the low-margin 
outlets will of course get at least 90% of 
the brands they want—as they want them. 
The end result here will be no different, 
in this regard, than was the end result 
when the pioneer department stores, 
mail-order houses, variety chains, food 
chains, drug chains initially ran into this 
same problem. 

What is more, the newer low-margin 
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Breaking the Language Barrier 


chemical manufacture or banking. 


vertising? + 


We are currently developing our own modern Tower of Babel—with terms 
freely and understandably used in one profession or calling and frequently 
without any meaning whatsoever in another. Advertising people, for exam- 
ple, in their conversation with their clients, fall into the error of employing 
terms common to their daily activity and full of meaning there, which never- 
theless convey little to advertisers whose primary concern is brewing or 


Of all professions that have developed a language of their own, incompre- 
. hensible to people outside those professions, the field of data processing has 
surpassed even that of physics. It is therefore greatly to the credit of this 
particular message for IBM that not only the caption addresses itself to any- 
one capable of comprehending English but the copy clearly and without any 
double-talk whatsoever explains some of the difficulties of feeding informa- 
tion into a computer and what IBM has done to simplify this problem. 
To paraphrase the caption, why can’t all copywriters address their audience 
in plain, entertaining, easily understood English—instead of the complex ad- 
vertising language that clouds the communication of so much of today’s ad- 


outlets will get 90% of the brands they 
want more quickly than did the older 
mass retailers. Why? Because they are 
expanding at sucha fabulous rate—and 
manufacturers seek out markets assidu- 
ously as water seeks its own level. A sec- 
ond reason is that these older retailers are 
themselves all running helter-skelter to 
open so-called discount outlets—which 
hardly puts them in position to be criti- 
cal of suppliers selling to these outlets! 

I note, for example, that the A.MC. is 
doing some plain talking to some resources 
which it thinks may be eyeing discount 
outlets. Yet several members of the A.M.C. 
have already opened discount outlets; 
other members will be opening still more 
discount outlets; most members will have 
several departments operating on low- 
margin techniques—and this will be dis- 


counting no matter what label these stores 
or the A.M.C. applies to this operation. 


s A third reason is that it has become lit- 
erally impossible for many manufacturers 
any longer to sort out their outlets. 
Not only are practically all large depart- 
ment stores and traditional chains opening 
discount outlets, discount departments 
(and attempting to meet the prices of 
low-margin outlets storewide! )—but mass 
retailers are moving into each other’s 
backyard to such a degree that the old 
descriptive terms have lost almost all of 
their original meaning. This has come 
about not solely because of inventory di- 
versification by classification—but also 
because food chains are buying up drug 
chains, discount chains are buying up food 
chains and vice versa, all types of chains 
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Your kind of woman...your kind 
of young customer. She’s that 
| new breed of woman with more 
money than time. Out of her 
“impossible” teens (and glad of 
it!), she’s in her anything-is- 
possible twenties. All woman 
and all energy—she’s living life 
in double time, packing two 
lives into one. And she’s frank 
to tell you she’s a success in 
business only because she’s ful- 
| filled at home. She’s the kind 
who runs her home as efficient- 
ly as she does her job. She’s the 
girl who'll tell you what was 
good enough for mother is not 
good enough, quick enough, 
for her. Mother shelled peas to 
pinch pennies, she buys Birds 
Kye to stretch minutes. Why be 
a dishwasher, she says, when 
you can afford to buy one. Why 
stand over an ironing board, she 
reasons, when you can buy a 
wardrobe with built-in maid ser- 
vice. Time-saving gidgets and 
gadgets were invented for her. 
She’s the reason quick-fix prod- 
ucts, quick-cook foods, drip-dry 
draperies,instant anything-and- 
| everything are zooming in the 
marketplace and The Market. 
She’s the woman businessmen 
have in mind when they speak 
of the dynamic twenties mar- 
ket. She’s the young woman who 
sees herself in... you sell in 
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are opening leased departments in other 
types of chains. And in several instances 
large holding companies have brought to- 
gether under one corporate umbrella al- 
most every conceivable type of retail out- 
let! 


® An interesting example of how this 
merry mix-up in retail outlets can compel 
even an ethical drug house to open up at 
least one of its items (with the probability 
that others will follow suit) to, of all 
things, the food outlet is furnished by 
Abbott Laboratories. Abbott is an ethical 
drug house. Its major outlet is the spoiled 
boy of retailing—the independent drug- 
gist. Remember that I have described the 
independent druggist as the most militant 
and most strongly organized of all our re- 
tailers. 

Yet Abbott recently decided to make 
Sucaryl available to food outlets after 
Il years of drug store distribution! More- 
over, an Abbott executive has stated that 
other products will be. considered for 
marketing to food outlets. 


@ In announcing this daring step—and 
believe me this took courage!—Abbott 
said that it was compelled to recognize 
“the realities of its marketing situation. 
Abbott found that Sucaryl was already 
being sold in as many as one-third of the 
food stores in some areas. Abbott also 
found that many of these food outlets were 
getting Sucaryl from drug outlets—the 
old, old story of trans-shipping and of the 
most righteous not being above taking a 
-bit of unrighteous profit! Finally, Abbott 
noted that several large food chains have 
purchased drug chains—and more of 
these mergers are clearly on the way. 

So Abbott took the plunge. 

I am sure there will be some reper- 
cussions. But, on balance, I am positive the 
move will work out to the long-term ad- 
vantage of Abbott. 

And this, I think, must be the cruz of 
manufacturer thinking on this subject. 
Few business practices fail to include 
some headaches. Few business moves are 


all to the good. The basic questions must 
therefore be: Is the headache worth in- 
viting? On balance, will we wind up on 
the plus side—especially for the longer 
term? And must we take the risk because 
the realities of the market place leave no 
other choice? 


@ Within one or two years, the infinite 
variety of discount outlets—including 
those opened by department stores, vari- 
ety chains, drug chains, food chains, etc. 
—will have achieved an annual volume 
considerably in excess of present-day vari- 
ety and drug chain volume combined! 
Within a few years, they will have 
achieved a volume approaching 60% to 
70% of total department store volume. 
Moreover in number of merchandising 
classifications, they will achieve a volume 
considerably larger than that of depart- 
ment stores. (In most hard goods ciassifi- 
cations the various types of discount 
houses long ago ran far ahead of depart- 
ment stores in total volume and this is 
true right now even in some soft goods 
classifications.) 

That is the reality of the market sit- 
uation. Most manufacturers of pre-sold 
brands will be compelled to recognize it. 
(When you walk through a giant discount 
store and check the hundreds and hun- 
dreds of pre-sold brands on open display, 
and when you check into secondary brands 
and private brands made available to dis- 
count outléts by makers of pre-sold 
brands, it is obvious that merchandise 
lines invglving at least 60% of the total 
national ddvertising dollar, omitting autos 
and gas, is right now inventoried by these 
newer outlets! So this isn’t merely proph- 
ecy—this is @gtablished fact.) 

If traditional. retailers make threats— 
then manufacturers will be compelled to 
match threats with stealth. This has al- 
ways been true in marketing. Indeed, the 
manufacturer realy has little choice, be- 
cause what the discount outlet wants badly 
enough it will usually get; very. often from 
the very independent merchant who is 
squawking the loudest! + 


BIL QUIZ 


. (C) Last year advertising amounted to 
about $11.6 billion or approximately 3% of 
personal consumption expenditures. 


“ 


. (A) For six years the Los Angeles Times 
had led all other newspapers in advertising 
linage. For first half of 1961, the New York 
Times is second and Miami Herald third. 


3. (B) Although newspapers still have double 
the billings of television, they get most of 
it from local advertisers. Last year national 
advertisers spent $1,299,072,069 for tv (net- 
work plus spot); $829,727,760 for magazines; 
$782,149,000 for newspapers. 


4. (C) Of total tv time sales the local category 
represents 18.8%, while network shows get 
41.1% and national and regional spots ac- 
count for 40.1% 


5. (B) Last year advertisers spent $316,700,000 
for tv talent and programs which was 25% 
of the industry's total volume. 


(C) Net delivered di es of leading sta- 
tions range as high as 80% greater at night 
than in the afternoon and morning. 


oa 


. (A) When tv networks provide program- 
ming and sf s buy c cials it is 
frequently called “the magazine concept.” 


(A) Croquis is an art term meaning rough 
draft, outline or sketch. 


(B) It was a brand of milk. FTC and Na- 
tional Better Business Bureau are working 
to eliminate untrue qr misleading testimo- 
nials. 


16. (C) Within five years shopping centers may 
be getting half of all non-automobiie re- 
tail dollars. One thousand centers are being 
built this year and practically all new chain 
store outlets are located in shopping centers. 


Answers to questions on Page 94 
\ 


il. (B) A Du Pont survey shows that although 
the figure goes as high as 41% in the West, 
nationally 25% of gasoline purchases are by 
credit card. 


12. (C) During the first six months of this year 
stockholders received $6,700,000,000 in divi- 
dends, up 2% from 1960's first half. 


13. (A) Current market for a membership on 
the big board is $150,000 bid, $210,000 asked. 


14. (A) Last year consumer income for the na- 
tion as a whole reached a new high of 
$402 billion. This amounted to $2,242 per 
capita. 


15. (C) 80% of canned soup is sold by Campbell 
which is also the largest producer of spa- 
ghetti (Franco-American), blended vegeta- 
ble juice (V-8), frozen meat pies and din- 
ners (‘Swanson and TV). 


16. (B) Prescriptions account for 28% of total 
drug store sales. Packaged medications of 
all kinds yield 15%. Cigarets and cigars ac- 
count for 8%. 


17. (B) Our yearly birth rate now exceeds 
4,250,000 and the net increase in population 
is about 3,000,000. 


18. (A) Only 10% of Americans are living on 
farms. Today the average farm worker pro- 
duces enough food and fiber for 28 people. 
A generation ago he produced enough for 
ten and a century ago for only four. 


19. (C) King Cotton no longer reigns in the 
South. Forest products are first and petro- 
leum second. 


26. (B) 68,836,385 voted last November. It was 
64% of those old enough to vote and nothing 
to shout about since there are many coun- 
tries with over 90%. 


The Peeled Eye Department... 


Advertising Age, October 23, 1961 


Are You Making the Low ; 
Mercaptan Count Boo Boo? 


By Dick Neff 


Or the Low Distillation 
End Point Mistake? 

Well, we finally know why our old '48 
jalopy can only go 75 miles per hour and 
has to have its carburetor checked every 
fall. 

Seems we've been using gasoline that 
doesn’t use a new 
rating system called 
Megatane that goes 
far beyond Octane 
to measure not just 
two, but all 21, of 
the qualities that 
Mobil engineers be- 
lieve should be 
found in today’s 
ideal gasoline. 

Since the makers 
of the gasoline I use 
don’t work for Mo- 
bil, it’s understandable in a way that they 
don’t rate gasoline by quite the same 21 
qualities which, you'll be surprised to 
learn, give Mobil the highest Megatane 
rating of any leading gasoline. Under- 
standable but reprehensible. 


Ls 


Dick Neff 


= True, we've been using gasolines that 
do have qualities and benefits Mobil gaso- 
line hasn’t, such as “carburetor deicing” 
(“combats stalling”), “fuel line anti- 
freeze” (“stops fuel line freeze-up”) ... 
you know, trivial stuff like that. But 
how do we know we're not sacrificing 
the really important qualities and bene- 
fits, like “low distillation end pommt” 
(“clean burning”) and “low mercaptan 
count” (“no objectionable odor’’). 

What a terrible impression we must 
be making on our serviceman! Think 


maybe we should use an under-car deo- 
dorant? 


Maybe Chicagoans Just Read. Slow 

“Who put the evening newspaper (that 
is the Chicago Daily News, isn’t it?) in 
this Kellogg’s Good Morning ad?” asks 
Forest Lightle Jr., of Kuttner & Kuttner, 
Chicago. “Leo Burnett—that’s who!” 

Can’t you just hear Draper Daniels re- 
plying, “Grape—Nuts to you!” 


So Where You Been All Fortnight? 
Well, sir, we felt like Old Father 
Hubbard when we started going through 
our .Peeled Eye cupboard this time. 
Except for the Kellogg’s Corn Flakes 
contribution you see here, the shelf was 
as bare as a midriff at Cap d’ Antibes. 
So we got to wondering. Where have 
we failed our readers? Is it because we 


Jmpoctant Moy Ber Bree Car Gener Who Wants 
A Healthy Motor 5,900, 13900, 20,000 Miles Prom Now! 


a higher the Megataine rating the beter voor motor will ran...and 


: Mobil 
now brings you the highest 
Megatane rating 
of any leading gasoline! 


fell into bad habits and no longer an- 
swer our correspondence? Is it because 
AA had a lot of special issues in August 
and September and postponed: several 
columns a few weeks and our formerly 
faithful contributors think we’re dead? 
Come back, little Shebas, come back! We 
love every scribbly little line you write. 

Meanwhile, we brush a furtive tear 
away from our poor, moist Peeled Eyes 
and dig into our old files to see what 
leftovers remain there. 


Ad-ecdote Dept. 

Here’s an ad-ecdote about Arthur (Bob) 
Jones, who, when we heard the story, 
had recently been made advertising and 
publicity director of the First National 
Bank, on Milk St. in Boston (and if ever 
there was a more ill-chosen name for a 
banker’s street from his customers’ stand- 
point, we’d like to hear it). 


s Our story concerns an advertisement 
prepared for the Foundation for Com- 
mercial Banks. Bob had been put on the 
committee that passes on the founda- 
tion’s advertising. The illustration for one 
of the advertisements featured rather 
prominently a cat which, it was immedi- 
ately apparent to Proper Bostonian Jones, 
would not be accepted in the broad-A, 
Brahmin segment of Boston’s feline popu- 
lation. 

The theme of the advertisement was 
that you should patronize a full-service 
bank. 

Bob took one look over the top of his 
spectacles, adjusted his club tie and said, 
in the dryest Harvard accent that ever 
made a popover collapse, “That looks very 
much to me like a full-service cat.” 

This is the same Bob Jones, by the 
way, who, when someone suggested that 
a survey be made proving or disproving 
some no-doubt unimportant hypothesis 
replied, “I’m all in favor of little surveys 
like this, because they postpone the evil 
day when we will have to do some think- 
ing of our own.” 

A great man. 


Wall, etc. Signs Dept. 

From Frances Benson of Holly, Colo. 
we heard tell of this sign in a laundro- 
mat window in San Fernando Valley, Cal.: 

LADIES—LEAVE YOUR 
CLOTHES HERE 
AND RELAX 
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“What can I say, darling? It’s you!” 


ee ics 


New York is a new “little something.” And how do women find 
it? Through The New York Times. It carries more department 
store advertising than any other New York newspaper. It is 
first in apparel advertising among all consumer media. Women 
use it, shop it for just about everything. The New York Times not 
only serves New Yorkers with the most news... it sells them 
with the most advertising. New York is The New York Times. 
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Miore lines are open to the new breed of PA 
(and Purchasing Week is his directory) 


Only the oldest chiefs remember when the purchasing agent’s sole 
concern was price and a stable inventory. 

That’s all changed. The new breed of PA has a much broader 
knowledge of what it takes to make a purchasing decision. And top 
management, knowing a cut in procurement costs far outweigh sales 
increases, listens to his counsel. That rates a feather in his cap. 

Take materials management. Today's PA plays it closer to the 
chest. Not wanting a large and costly inventory on hand, he looks 


for a source that has his goods in sufficient quantity and can provide 
quick delivery. If he doesn’t find it, he picks up another line. 

He wants all sorts of other things too—lowest price, more product 
information, new marketing ideas, complete technical assistance and 
more service in general. 

For the business information he bases his judgements on, the 
modern PA reads PURCHASING WEEK. And advertisers who know 
tell their stories there. 


Calling every week on the man your salesmen must contact 


Purchasing Week 


McGRAW-HILL’S NATIONAL NEWSPAPER OF PURCHASING 
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2 *, 330 West 42nd Street, New York 36, N.Y. 
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Advertising Age, October 23, 1961 


Major Advertising Account Changes, Jan.-Sept., 1961 


US. 


ACCOUNT TO 


FROM BILLINGS (EST.) 
*Admiral Sales Corp. .........:s:0+0+ ——— Henri, Hurst & McDonald .... $2,000,000 
American Agricultural Chem- 
ical Co. (turf & garden con- 
sumer products accounts) .......... Marsteller, Rickard, Gebhardt 
| eee ene PA. UL, Grant Ine. ....02c..ccccserceee 500,000 
American Airlines DDB Y&R 6,000,000 
American Can Co. 
(Canco division) ...........sssssssseee G. M. Basford Co. Compton Advertising .............- 250,000 
American Dairy Assn. (fluid 
milk, ice cream, cottage 
cheese & fluid cream items)......Compton Advertising CM 2,000,000 
American Export Lines Cunningham & Walsh .............- Doyle Dane Bernbach .............. 600-800,000 


*American Home Products (Boyle- 
Midway division—Woolite and 


Lastic Life) C&W Maxwell Sackheim-Franklin Bruck 1,000,000 
American Machine & Foundry 
Co. (International group, 
tobacco division) ............. EWRR Knox, Kornfeld & Smith ........ 450,000 
American Petrofina Co. of Texas ..Weiner & Gossage ..........:0000 Taylor-Norsworthy  .......00-s0000e 
Anaconda American Brass Co. ...... Wilson, Haight & Welch .......... K&E 600,000 
TATE CIE, Goccrctnsiiiisasiviersicors Kudner Agency VOR ..ccccsrsorsecccserercossssrscsssacseacers 1,000,000 
Armstrong Cork Co. (building 
products division) .............::000 GRR : ngchstics<iektnannenbiiensahasesiieuses Ogilvy, Benson & Mather ........ 1,350,000 
Atlas Powder Co. (chemicals) ........ Pe Ee ND Srincisccersnstinncs Aitkin-Kynett Co. ....ccccsseeseeees 250,000 
*Austin, Nichols & Co. (Grant's 
scotch whisky) ................ {MIN is canissshaenaineaiaibicbeses TN WER GG. wiciesccisssstencersions 500,000 
Babcock & Wilcox Co. Marsteller, Rickard, Gebhardt 
Oe GE cciaesinipoepenivnns Dy Bi Tyme BD Ga. sccrcccesetssesecs 300,000 
Baker Brand Foods ...........cccccccc0000 Burton G. Feldman ................ Lando Advertising .........:.:0+ 100-250,000 
WINE COI. Siccciscscsccocciecioisess Daniel & Charles ............000 Alfred Auerbach Associates .... 250,000 
Benrus Watch Co. ........ccccccsccscecees Lennen & Newell .... Grey Advertising Agency ...... —1,000,000 
Hazel Bishop Ine. ..:...cc.ccccccccscsccsess North Advertising .......c...00 Raymond Spector Co. .........++ 2,000,000 
Be I II, con sctoaitacrencuatsiccbeusensested Altman-Stoller ...........ccccccesseceees WE. WH: Baer GB GO ccvscciccssesess —750,000 
Blue Cross of So. Call. .......ccccccccceces J. Walter Thompson ................. Honig-Cooper & Harrington .. 
Ph. Bee B G0s. hciecericiccrcorns Klau-Van Pietersom-Dunlap ...... IEE cescccccsscccsssvienns 250,000 
i A, i ei Hoyt Associates .........ccccccceccesees Cole Fischer Rogow ..........00 + 1,000,000 
Bonanza Air Limes .........cccccccceseeses Hal Stebbins Inc. ... ...Gaynor & Ducas << ae 
Borden Co. (Wyler & Co.) .......... Campbell-Ewald  ...........s:e+sse0+ We BRR RENE GRR chcscciccrennsnsins 
Bristol-Myers Co. (Bristol 
II Sc otececemmesse Sudler & Hennessey ............:+ Sproul & Associat 800,000 
Brunswick Corp. (MacGregor 
sport products division) ............ Roche, Rickerd & Cleary ........ Hugo Wagenseil & Associates, 
Graceman Advertising and Mac- 
Donald-Cook Co. 0... 
SRS Up COE. xcccesccossessercessees Campbell-Mithun 
Bulova Watch Co. (watch ac- 
SE ee ea SEINE. ‘shicabladnesitcictdnnsininsatiensceiicel 
*Burlington Industries (House 
eS eae ee Papert, Koenig, Lois .............+ J. M. Math 250,000 
*Butter-Nut (coffee account in 
seven western states) .............. a ene D’Arcy Advertising  .........0+ 900,000 
California Egg Promotion Board .. Walker Saussy Advertising exeved No previous AGENCY on. ccceceeceecee 75,000 
California Pacific Utilities Co. ...... NUNIT Geinctcoleadabdcesebabiconyimindsinnctes D’Evelyn-Guggenhein ... 
I BIN csesicssnssevsictssreseieninis Sudler & Hennessey J. M. Mathes Ine... 250,000 
*Calusa Chemical Co. ..... ... Hixson & Jorgensen Wade Advertising  ..........06 500,000 
Carling Red Cap ale ......... ...Edward H. Weiss & Co. .......... Benton & Bowles 2.0.0... 500,000 
Mary Carter Paint Co... CaGIOR DCO. on ccsesicccesccsceess Lino & Associates ...........0+ 2,000,000 
J. 1. Case (industrial and utility) ..Geyer, Morey, Madden & 
IT ibiisesctscncniernsacentontanccied Andrews Agency ........cse 300,000 
*Cerveceria Cuauhtemoc .............. Glenn Advertising ............0000 Kenyon & Eckhardt de Mexico 1,700,000 
*Chesebrough-Pond’s (Pertussin, 
Se: TD: caciteerccsiniawnits WH GG.  isctirinins Compton Advertising .............. 1,200,000 
CURRIN) asesisscnsssinereinccsincsn ma OR Seeaeiiannilesocoooen > eee 500,000 
Chock Full O’ Nuts Corp. ..........+ Peerless Advertising (house 
IIE. ncinicasetuaciveninbeisaicevenss Grey Advertising Agency ........ + 1,500,000 
*Clairol Inc. (Vitapointe cream 
ale Greeeg) ...ceiccccescecccscceseosee SE iddihinaaiabiaiiiicdelindlemeeinriiie: FCG .......ccseccrsesessersesecerssersecsers 
Coca-Cola Bottling Co. of L. A. .... McCann-Erickson 0.0.0... Murphy Associates .........:0::0+ 1,000,000 
*Coca-Cola Bottling Co. of Los 
Angeles (Bubble Up and White 
Rock beverages) .........ccceseeeeees Honig-Cooper & Harrington ... McCann-Erickson  .........-ess00+ 
*Coca-Cola Co. (Minute Maid 
Write BED secisciicescicarqenercossins McCann-Erickson ............000000 Ted Bates & Co. 5,500,000 
(Snow Crop frozen juice) ............ McCann-Marschalk ..........00.0000 Kastor, Hilton, Chesley, haehie 
Clifford & Atherton ............ 
Colgate-Palmolive (Ajax cleanser)..Norman, Craig & Kummel ...... McCann-Erickson .........cecseseseees 2,900,000 


*Collins Radio Co. ..........scsesseseees PREIS Ces dccssccicrctsrincsescnes Don L. Baxter Inc. and 


W. D. Lyon Advertising 750,000-1,000,000 
Congoleum-Nairn (floor and 


woll coverings) 


Keyes, Madden & Jones ........ 1,500,000 
CORY IE. cascccervecssecsececsevcesceseesesoveres D-F-S BBDO and Daniel & Charles .. 1,500,000 
Crane Co. (industrial products 
ae Lampert Agency D’Arcy Advertising Co. ........... 500,000 
*Crown Zellerbach (consumer) ....DDB o........cccccscsseseeseseeeeseseeeeees COW un crceccsocerrsrsescecesssscsensecsrees + 1,000,000 
(effective Jan. 1) 
*Cudahy Knox Reeves Advertising ........ Bozell & Jacobs 
6-700,000 
(Seattle Packing Co.) .......s.sesse Knox Reeves Advertising ........ Miller, Mackay, Hoeck 


& Hartung 
Dade County Board of Com- 
missioners (Miami-Metro tour- 
ist ad budget) .....-....cccccemerseeseees 8k ae Agey Advertising ..........s0 200-250,000 
4effective in October) 
De Soto Chemical Coatings 


Iipaper) ........ Buchen Advertising .........-.-++ Irving J. Rosenbloom & 
—_ f P ROTTED « cccerstemeseionstionn 250,000 
(paint) ......... Buchen Advertising .........-00-++« Burton Browne Advertising .... 
*Pylany Poods ........cccccsscccresseccereee Smith /Greenland Co. .............. Arndt, Preston, Chapin, 
lamb & Keen 250,000 
*Du Pont (fabrics division) ............ Sr Rls GR sedscesccresscncescintictnventtl ED siuicibiieceesciensttatinimaainongs 500,000 
Du Pont (home furnishings 
division of textile fibers dept.) ..N. W. Ayer & Son BBDO 
*Eaton & Howard ...........0.ccceeeeees Mogul Williams & Saylor ........ Albert Frank-Guenther Law . 250,000 
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ACCOUNT BILLINGS (EST.) 
*Ekco Products Co. (housewares) . Edward H. Weiss & Co. .......... MINI... 5iciliniashctihthenhpaemaesiarteless $ 350,000 
Eldon Industries K&E GB&B ms 1,000,000 
“Blnatete AMONG oases cecccccscesescsceceeets ——- .. BBDO cnmrenentcions 
Elgin National Watch Co............. McCann-Marschalk Co. .......... BEE Ws civebiticberiertrsnniiiinnns 1-1,500,000 
Emerson Radio & Phonograph 

Corp. Robert Whitehill Inc. .............. Friend-Reiss Advertising ........ 500,000 
Exquisite Form Industries (Mag- 

ic Lady and Silfskin divisions)... Papert, Koenig, Lois .............. Regal Advertising Associates .. 1,000,000 
Farmers & Mechanics Savings 

Bank of Minneapolis ................ Knox Reeves Advertising ........ BBDO 150-200,000 
*Fawcett Publications 

(Woman's Day) Donahue & Coe C. J. LaRoche & Co. ............ 300,000 

(True) Potts-Woodbury ........cccccceseeees C. J. LaRoche & Co. ................ 

OE CNP SOS cee soctsicnseccdlasessasctons Woods-Doneg Grant Advertising ..........0+ 600,000 
First Western Bank & Trust Co. ....Guild, Bascom & Bonfigli ........Grant Advertising .............000+ 350,000 
Food Machinery & Chemical 

Corp. (Bolens division) ............ PEIN TEND, a dusutaciraiactievinvineenecencted SIR TEI sronictnmretnstintncniin 325,000 
_ a SRNR er Beckman, Koblitz Advertising ..Fletcher Richards, 

Calkins & Holden ............ 300,000 
Freeman Shoe Co. .........ccccceccesesees J. Walter Thompson ............ Howard Monk & Associates .... 250,000 


*W. P. Fuller & Co. (paints) 


Fletcher Richards, Calkins 
& Holden 


General Aniline & Film Corp. 
(Ansco and Ozalid divisions) ....L@IN ...cccccccccccccccsscecessessseeeesseeeees 

GORGIE COWIE on.cesccsccscseccoscsscscees Compton Advertising ... 

G. E. (clock and timer division) ....N. W. Ayer & Son 
(automatic blanket and fan 


GINS | chiscciccsticrceaenee IIE SR. ia ascciensictixiinnneenennes Y&R .... 
*G.E. Co. (commercial & industrial 

portion of large lamp dept.) ....Griswold-Eshleman Co. .......... SIE ncn sesisash widonibuabcohiinanesabinns 500,000 
*General Foods Corp. 

(Open Pit barbecue sauce) ...... Ogilvy, Benson & Mather ...... TIE. cinscshsnbsinctusnnsibniseblidineapiaganie 750,000 


(effective Jan. 1) 
General Mills (Betty Crocker, 
Wheat Hearts, Protein Plus 
and Hot Toasted bran—West- 
ern advertising) 00... BD. siersseosisctectersevsnccsonsecoscensess Kmox Reeves ........cccccceeseeeereeensene 


General Motors Overseas ............ Campbell-Ewald Co. ............:0 Robert Otto & CO. ....cecsseees 
General Time (Westclox division) ..Hicks & Greist 
*Glass Container Mfrs. Institute ....B&B 


(effective Nov. 1) 
*Goodyear Tire shoe products ....Kudner 


ntainctignenvalouss COMABIOR cccesessssoserecereesasensniores 500,000 
GONG TNE cnssoxmicmnakiann N. W. Ayer & Som oo. W. B. Doner & Co. occ eee 600,000 
*Grant BE, WR. AGP ccessccciqecescssccseese ‘ 500,000 
(effective Nov. 10) 
*Gulf Oi! Co. 

Ce: GD wicctaiicinncisisecantiatt IT: chuiislesdbaenicevsnsinrevettilinions VER cevcccesccosercecssesesescocscsecessceee 2,500,000 
PE FRR TAR: . cccctndeniescicruninionnnies Daniel & Charles .........ccccceees Hicks & Greist ..........ccccccssossee 250,000 
Haloid Xerox (office copier) ........ Doyle Dane Bernbach ............ Hutchins Advertising Co. ........ 800,000 

(office copier account)* * .......... Papert, Koenig, Lois Inc. ........ Doyle Dane Bernbach ............ 800,000 
Hamilton-Electrona o.........cccccseseeees Sudler & H y Wilson, Haight & Welch ........ 

Hamilton Watch Co. (three di- 

CITED seriessensissesinanninnsesisivones VanSont, Dugdale & Co. ........ Beaumont, Heller & Sperling .. ————— 

Hanes Hosiery NE siisniephiduintcnechainsiersinipenicinienss James R. Flanagan Inc. ........ + 1,000,000 
(effective Jan. 1) 

Hans Holterbosch (Lowenbrav) ...... OE GI sahcescncconscncenstntnins POG cccecicercenscisscotniinipuneaenns — 300,000 

*Harris, Upham & Co. ..........00. Rockmore CeO. ..ccccccssccseee .... Albert Frank-Guenther Low .. 250,000 

Hawaiian Airlines. ............... Len Carey Advertising .. .. Holst & Male 

*Harwyn Publishing Corp. ... Grant Advertising .........ccc00—— a ceeeeeee 

SHRI GE. ccmusnaiercwinnns SOCIO. CO. cccccorecsescceeseee ....Lawrence G. Chait & Co. ...... 500,000 

Cateey CERES BUR. sicssiccrcessscicciserenenss PRB csenceisesisicscsossscrsesicenscesee Kelly, esOM .rcccescccccccsscessseeseees 150-200,000 

Hilton Hotel Corp. (Waldorf- Kastor, Hilton, Chesley, 

TOR. sciisendittsiaiiapidttaibsenigtns Clifford & Atherton 
Holland House Sales Co. ............ McCann-Marschalk .......0..c000005 
Hunt Foods & Industries ................ Y&R (effective Jan. 1) ............ 

*Institute of High Fidelity 

STINE sssceintcnticcssevvenstiinns Mogu! Williams & Saylor 
International GE Co. oo... ceceeeee RE cndeeesencenracadsainvasnnnatiasevornses 
*International Ladies Garment 

ED III aicitcinsiicsanitomectienn oo ooeeecseetecestecesseneaneeeeeees 
International Silver... DDB (effective Jan. 1) «0... 

International Tel. & Tel. Co. ........ Needham, Louis & Brorby ...... Doyle Dane Bernboch ............ 300,000 
PURI TD. wistesartenhisiictnenievendcenes Kastor, Hilton, Chesley 

DIET. eitrcctceteemretensens SID ccacissscccsicssivenzsrsenenisntasions 500,000 
SaaeeGR ME.. GOs :srrisccsccpeecssscrsins George H. Hartman Co. .......... Aves, Shaw & Ring .......0ce 300,000 
*Jordan Development Board " 

(tourist advertising) «0.0.0.0... RD biceresiasecnocacesoeenvceviesbotnes No previous agency ............+ 250,000 
ee ... Tatham-Laird ..... 0... ele Burnett Co. .....-.cecceeeeeees 1-1,500,000 
*Kiekhaefer Corp. ..........ccc000 ..Gardner Advertising ............. Baker, Johnson & Dickinson 2,000,000 
*KLM Royal Dutch Airlines .......... Ogilvy, Benson & Mather I caccineceaiecie sczcrescteensavineic 1,500,000 
PE TOM. ccosnsivsccdinediindecesensinaall Clinton E. Frank Ine. .............. Roche, Rickerd & Cleary ...... 500-600,000 
Laddie Boy Dog Food (and 

CURAIIIIU  cecensisriitnmmretinseninies Richard K. Manoff ...........:000000 Babcock, Romer, Carberry & 

GARETETY  cecicenecccrescecenssnsenensents 250,000 
Lehn & Fink Products Corp. 

(Stri-Dex, Noreen, Hinds Hon- 

ey & Almond Cream & Ly- 

UIE. sncsiicesiniaeahiatnmaliaiattiniasdaes EET *isetccinictienscetinteiamieaibatin Ted Bates & CO. ..ccccccccesescssees + 1,000,000 
Lever Bros. (Air-Wick) 0.0.0... JWT Foote, Cone & Belding ............ _ 

(Dinner-Redy) ............... Gall: wichdieansastaanectalunstiiiamatiadiionl Kenyon & Eckhardt ............0++ 

(All line of products) ............... Sullivan, Stauffer, Colwell 

& Bayles WORD cccecrcccsssesecscseee } 4-5,000,000 

CBee Bt cncccisssenseinenssonal BBDO ........ PUR cncsnserscnivcenneness 

(Handy Andy, Spry) ...........c0000 ET hina sitiestisttialninecneniccame REET, seesverncecinneventusiitnsineintonneevis 

(Praise toilet soap) ...........s0000 Reach, McClinton & Co. .......... GI. xinnesenconnrennaenssammasigntataniisinn | 3,000,000 
*Lever Bros. (Rinso brands) ........ De Geile dined nisttisdenaneitd aT A a Re 1,000,000 


Liebmann Breweries (Rheingold 
beer) (New Englond portion) .... Campbell, Emery, Haughey 


OD, WINER cnccscciccecccciesinescesscere Foote, Cone & Belding 
Liggett & Myers (Chesterfield, 
Duke & Oasis cigorets) ............ FOR cennnnnsmebchanutiiniiatieied McCann-Erickson 
*Liggett & Myers (LAM cigaret)... JWT .......ccccsessseseseersrenseensensees D-+-S 


(Coninued on Page 102) 
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acc BILLINGS (EST.) 
Longines-Wittnaver Watch Co. .... Kenilworth Advertising & - 
Broadcasting Productions .... Victor A. Bennett Co. ........... $1,000,000 
*Cyril Lord Colman, Prentis & Varley ...... JWT ‘ + 1,000,000 
Lovable B Co. Frank Gary Thomas Agency ....Grant Advertising .................. 1,000,000 
Marlin Firearms Co. ............0000+ UE Te TEAR. snetpherrndecnnssrnccsiaieic Geyer, Morey, Madden & Bal- 
lard 250,000 
Martinson’s Coffee Inc. ................ Grey Advertising Agency ...... Al Paul Lefton Go. .........cccc + 500,000 
Mercury Record Corp. (popular) Herbert Baker Advertising ...... John W. Shaw Advertising .... 
(classical) Herbert Baker Advertising ...... Irving Serwer Advertising ...... } 300,000 
Minneapolis-Honeywell Regu- > 
lator Co. (Micro-Switch di- 
vision, apparatus contro! and 
semi-conductor divisions and 
research center programs) ........88DO FCAB + 1,500,000 
(commercial, residential and 
home products divisions and 
corporate advertising) Cm FC&B 
*Minnesota Mining & Mfg. (retail 
tape & gift wrap division) ........ MacManus, John & Adams ....BBDO 2,000,000 
(effective Jan. 1) 
Mobil Oil Co. Ted Bates & Co. Compton Advertising ............ 6,000,000 
*Monarch Wine Co. ...................-+- Del Wood Associotes ............ I a hei intentain + 1,000,000 
Montgomery Ward & Co. *** ...... Cc-M 
Norman M. Morris Corp. (Omega 
itches) Lester Harrison Inc. ................ BBDO 300,000 


Philip Morris inc. (Alpine) 
(Benson & Hedges) 


(effective Dec. 1) 


A Lambert & Feasley .................. Donahue & Coe 2.00... . cee 500,000 
C. H. Musselman Co. .................. ee TRIN sacsceenctieenvenns Arndt, Preston, Chapin, Lamb & 
ea 500,000 
*Mutschler Bros. Co. .................... NM accesses + sakssinenie Juhl Advertising Agency ...... 250,000 
Nalley’s Compton Advertising .............. Pacific National Advertising 
IED cs stakenscietnincentionsamietanonneis 1,000,000 
(XLNT Spanish Foods Co.) ........Compton Advertising ................ Atherton Mogge Privett ........ 250,000 
*National Brewing Co. 
Sen W. B. Doner & Co. ................ DB. TA. Raine WRC. cccncccs..c.0 
National Car Rental System ........ JWT Co. Gardner Advertising 
Notional Dairy Products (Kraft 
Foods) (Industrial products) ....Clinton E. Frank Inc. .............. NL&B 


(effective with 1962 campaigns) 
Notional Gypsum Co. ..................F&S&R .... 


New England Confectionery Co. .....——— ........ ies K&E 
N k Inc. NW. Ayer & Som ..........0.c000- Fletcher Richards, Calkins & 
Holden 500,000 

New York Herald Tribune ............ Papert, Koenig, Lois ................ Donahue & Coe .........cecccceceees 600,000 
North Carolina (tourist & in- 

dustriol advertising) B tt-Advertising ..............0. Ayer & Gillett 
*North Carolina National Bank ..Cargill, Wilson & Acree ........ Ayer & Gillett 
Oliver Corp. F&aS&R Buchen Advertising 
Otarian Listener Corp. (hearing 

aid account) Roberts & Reimers ..............-.-. Me-Cann-Marschalk ..............-0 
Otarion Listener Corp. .................. EWRR Roberts & Reimers 500,000 
*Outboard Marine Corp. 

(Johnson outboards, Lawnboy 

garden products) ..................... Foster Advertising .................. Ardiel Advertising Agency .. 300,000 


*Packaging Corp. of America 
*Pokistan Intl. Airlines 


(Eversharp pencil division) ........ Leo Burnett Co Compton Advertising .............. } 3,000,000 
Pep Boys , Bentley & Dolan ....Milton Weinberg Advertising 300,000 
*PepsiCola United Bottlers (LA).BBDO o....ccccccccccsscseees«sscsssee YaR 
Pittsburgh Brewing Co. (Iron 

City beer t) Ketchum, Macleod & Grove ....Smith, Taylor & Jenkins ........ 500,000 
Pittsburgh Plate Glass (glass ac- 

count) 


P&G (Jif peanut spread) 
*Quaker Oats Co. (Flako 
mixes, Aunt Jemima flours 


and institutional advertisimg) ona c eee cceeeeeeeeneneeee Clinton E. Frank Inc. .......... 1,000,000 
*Quolity Chek’d Dairy 
Products Assn. MacFarland, Aveyard ............ Wentzel & Fluge ............-.--- 850,000 
Reader's Digest Assn. (RCA 
Victor record clubs) M I Sackheim-Franklin 
Bruck BBDO 2,000,000 
Renuzit Home Products ................ Philip Klein Advertising ........ Arndt, Preston, Chapin, Lamb & 
Revere Camera Co. (Revere & Keen 
Wollensak cameras) EWRR Jones, Frankel Co. and Keyes, 
Madden & Jones .......<--00+ + 500,000 
Richardson-Merrell (Vicks Va 
tranol nasal medication & 
Sinex nasal spray) .................... Sullivan, Stauffer, Colwell 
& Bayles Morse International ................ 
(Cleorasil shampoo) .................... Morse Internationol ................ BBDO 
(Cleorasil ointment) ................ Morse International ................ Lennen & Newell .....0000..0........ 
Ronson Corp. (lighters, accessories)Doyle Dane Bernbach Norman, Craig & Kummel ...... 1,000,000 
*Royal McBee (data processing) VER oooo..ccccccce. cecccesccseecseeeeeeenees ee Be IE. ocsttiencceciabtincaies 400,000 
Ruex Inc. ... POT GRR sccentasencsccersscesneeroee Firestone-Goodman Advertising 
BIER citdintevinnsonesiditiineniition 450,000 


Major Advertising Account Changes, Jan.-Sept., 1961 


Advertising Age, October 23, 1961 


ACCOUNT T BILLINGS (EST.) 


Scott Paper Co. (Waldorf bath- 


FOOM PISSUCS)  .....cereeeecereenenenenenee Ted Bates & Co. JwT $————_ 
Scripto Inc. McCann-Marschalk  ............00006+ Donahue & Coe .........ccccceseeeee 750,000 
Scudder Food Products DDB C-M 1,000,000 
Seabrook Farms (food account) ....Al Paul Lefton Co. «0.0.0.0... Smith/Greenland  ..........c.:00008 500,000 
Sears, Roebuck (national ads) ....Ogilvy, Benson & Mather ........ BE sa cisccucendtaclintsacvdedateenekeoess 4-5,000,000 
Smith-Corona Marchant ............-..: BBDO c&w 2,000,000 
Space Technology Laboratories ....Fuller & Smith & Ross ............ Gaynor & Ducas 2.0... + 300,000 
Speidel Corp. .........cccrccsercrssserereeess McCann-Marschalk Norman, Craig & Kummel .1,500-2,000,000 
Squirt Co. Donahue & Coe .......cccecceeseeseees Honig-Cooper & Harrington .. + 1,000,000 
A. E. Staley Mfg. Co. (Bu-Tay 

Products) M Inc. Honig-Cooper & Harrington .. 400-500,000 
Standard Oil Co. (N.J.) 

(portion of institutional) NL&B Ogilvy, Benson & Mather ...... + 1,000,000 
Stauffer Laboratories Mach » John & Adams ....N. W. Ayer & Som oo... + 165,000 
*Sun Oil Co. (industrial, 

wholesale & liquified 

petroleum gas products) .......... Michener Co. EWRR 250-300,000 
Vic Tanny Enterprises (all ad- 

vertising except western di- 

GRMN sensineidiciasddeipatinnininnsicieieciesd Kastor, Hilton, Chesley, Clif- 

ford & Atherton... Stahl & Lewis Advertising ...... 2,000,000 
FOIE CIB. iecicteccticorsesivescesioctcd K&E ..... McCann-Erickson  ........ceeeeeeeee 500,000 
STORBCD 6001000020 ‘ Benton & Bowles ............00+ Cunningham & Walsh .......... 11,500,000 
Thompson-Ramo-Wooldridge Inc. 

(bulk of account) .........cccceeees Fuller & Smith & Ross ............ 12 different agencies ............ 1,000,000 
Tidy House Products Co. ...... ... MeCann-Marschalk  ........0000000 Guild, Bascom & Bonfigli ...... 1,500,000 
Trans-Canada Air Lines (domestic 

ts) i eecscscececceneteessececeeces Cockfield, Brown & Co. ........ 1,000,000 
Trans-Texas Airways... TIE ncossescncsseisconscovsencesioesecssoees Rogers & Smith ..........cer 400,000 
*Triumph of Europe ............ccses Ehrlich, Neuwirth & Sobo ...... Grey Advertising Agency .... 500,000 
LD FI MI aasicteiiincnsenrseencatinioss Warwick & Legler ............000 W. B. Doner & Co. .......cccceeee 3,500,000 
U.S. Tobacco Co. (Copenhagen 

snuff, Old Briar & Dills Best 

smoking tobaccos, Encore cig- 

arets) Doherty, Clifford, Steers & 

Shenfield C. J. La Roche & Co. .........04 

(King Sano and Sano cig- y are 

arets, Model tobacco, premium 

tobaccos—Lion Head, White 

Cloud & Antique Mixture 

No. 38) Donahue & Coe ..........ceseeeeeees: C. J. La Roche & Co. .......000 J 
Vendo Co. Cunningham & Walsh .............. Potts-Woodbury  .......ccscsseeseeeee 500,000 
*Virgin Islands Government 

(Virgin Islands rum) .........-000-+0+ MeCann-Erickson  ..........0ccecees eianek a detene 500,000 
Volvo Imports Inc. ........ccecceseeensees Sind B GOWER o.ncecsesccccesesceeess: Chirurg & Cairns ........cccereeee 1,000,000 
Wagner Baking Corp. .............0. Smith/Greenland Co. ...Charles W. Hoyt Co. ........+ 150-300,000 
Weatherhead Co. (Industrial 

products) Carr Liggett Advertising .......... Stoetzel & Associates ......... } + 500,000 

(aviation, LP gas products) ...... Carr Liggett Advertising .......... Cartan B CO. ncccccerscccesccce 
Webcor Inc. (Dormeyer account) .. North Advertising .................... John W. Shaw Advertising .... 300,000 
Westinghouse Broadcasting Co. ....Grey Advertising .........---..s00++ Ketchum, Macleod & Grove .. ————— 
Westinghouse Electric Corp. 

(air conditioning products) ...... McCann-Erickson ........cccccseees Fuller & Smith & Ross ............ 500,000 
*Wilson & Co. (Ideal dog 

food, B-V meat extract) ............ Compton Advertising ............. Roche, Rickerd & Cleary ...... 

1,000,000 

(consumer package, bulk 

Bakerite account) ..............0 Campbell-Mithun ..............0006 ~Roche, Rickerd & Cleary ...... 

*Wine Advisory Board ..............- ETE, eeeestestessetndsicenensenseeseesn B t-Hoh 
ay EIEN \ <anvenséeentendenniees 250,000 
York Corp. Al Paul Lefton Co. Keyes, Madden & Jones ........ 1,000,000 
*Yuba Consolidated Industries ....Sturges & Associates .............. I I. deiceteneconnentnn 670,000 
Canadian 
*Beecham Products Ltd. (Mac- 

leans toothpaste) .... .....-..0c+ Maclaren Advertising ............ McConnell, Eastman & Co. . + 500,000 
Ford Motor Co. of Canada (Brit- 

ish cars, Fordson & Ford Trac- 

tors and equipment, parts & 

accessories, “all-product” or 

institutional advertising) ............ Vickers & Benson .................0. Cockfield, Brown ..........cccc0000. 900,000 
Lever Bros. Ltd. (Success line) ...... Cockfield, Brown & Co. .......... Torobin Advertising & Payeur 

PONE Snsttnccompnsencicntics 500,000 
Mead Johnson of Canade ............ a McKim Advertising ............06 ———_ 
*Noxzema Chemical Co. of 
Canada (shaving products) ...... Cockfield, Brown & Co. ........ WEE cetasnesediicehinepetiamniginienens 300,000 
(suntan lotions and personal 
insect repellents) ..........-rseree McKim Advertising ..........-.000 SE snsiptoirt iittala 
Parker Pen Co. (Parker pens 
and pencils) Leo Burnett Co. of Canada ....Walsh Advertising .................... | 250,000 
(Eversharp pens and pencils) .... Leo Burnett Co. of Canada ....Ronalds-Reynolds & Co. .......... ) 
Radio College of Canade ............ Ronalds-Reynolds ...........0s000e000 Paul, Phelan & Perry .............. 100,000 
*Remington Rand (electric 

QOD idinitintintiannend 8 a, Cockfield, Brown «00... 
Rock City Tob Co. (Numb 

i F. H. Hayhurst Co. oo... Foster Advertising ................00+ + 1,000,000 
Salada-Shirriff-Horsey (Salada 

ee Ronalds-Reynolds .............0-c00+ Leo Burnett Co. of Canada vee 600,000 

(Shirriff, Horsey, Junket, Made- 

Rite and Watson’s brands) ...... Vickers & Benson... Leo Burnett Co. of Canada .... 1,000,000 
Studebaker-Packard of Canada .... McConnell, Eastman & Co. ......Tandy-Richards Advertising .. 400,000 
*Timex of Camada ......cccsceseneeere Ronalds-Reynolds .............0000-. Grant Advertising .............. 250,000 
*Underwood Ltd. (Underwood) ....Cockfield, Brown .........:c0ss McConnell, Eastman. ........... } 250,000 

GEIR. .cxcenmsvchlnidiladeredanenn Cockfield, Brown  ...........:.0000+ TWD ..crerssscsessvesssessecesersssensveees ; 


*Account changed during third quarter. 

§General Electric announced last October that it would shift the account out of Ayer into Y&R, but in 
January said that the account would continue with Ayer. 

**Doyle Dane dropped the Haloid office copier account 24 hours after getting it, due to an “account con- 
flict” which neither would name (presumably Polaroid, o DDB client, which will enter the copier field). 


***Ward has not had an agency since 1957 when the company and Foote, Cone & Belding ended a 
22-year relationship. 


Scott moved its account back to Geer, DuBois two weeks after naming Y&R. 


Suis 
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J 
*Morton House Kitchens ..............Guild, Bascom & Bonfigli ......Compton ...........csssesssseeeseees 500,000 oo . 
a ; 
*Arthur Murray School 
peer: Shi sie 
eboediy& ee 
| ae 
( : es 
| 
? ' | ae 
eet ates Po ....George H. Hartman Co. ........Carr Liggett 00.0.0... 400,000 ts 
ews Hobson, Bates & Partners ......W. S. Crawford ..........cc000+ 1,500,000 ate 
fe es re 
. | 
bie il | i 
Lgl tee gc 
Planters Nut & Chocolate Co. JWT nccnncnnnnnennennnenenne DOR KOMpOF CO. cnnenneene 7001,000,000 | 
is Advertising Co. ........Leo Burnett Co. ....ccccccccee 
ici ; a A = é < : a am 
; 
; Sete Motors 22... eeeccceneencneeeenee MIC PPMOT CO. ooccccercerscereesereeereee FOMOM-ViaMiMir ......ccccceeeeeeee 250,000 
*Salada-Shirriff-Horsey | , 
Schenley industries (Long : 
Jobin scotch) 2.2... eceneeneneneneneeeeogul, Williams & Saylor ........Kleppner Co. oe 
*Schenley Industries , 
U. W. Dant Charcoal 
| ee eee syne | 
Shrike WC eee ecneneeeneseeeeeseneeeorman, Craig & Kummel ......Benton & Bowles .................... 3,000,000 
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Subscription Assn. Picks 
Delaney as First President 

Harold F. Delaney, president, 
Hardel Publishers Service, New 
York, has been named the first 
president of the newly-organized 
American Assn. of Subscription 
Agencies. 

Roy Hodge, president, Hi Fidel- 
ity Circulation Guild, Newark, N.J., 
was named vp, and Walter H. Lake 
Jr., president, Publishers Conti- 
nental Sales Corp., Michigan City, 
Ind., was named secretary-treas- 
urer. The association has offices 
at 99 Park Ave., New York. 


Preisser Gets New Post 


Ketchum, MacLebdd & Grove, 
Pittsburgh, has appointed Bernice | 
G. Preisser director of consumer | 
marketing, a new post. Mrs. Preis- | 
ser joined the agency as a copy-| 
writer in 1955 and was named an| 
account executive a year later. 
During the last several years she 
has been associated in a super- 
visory capacity in the merchan- | 


dising group. 


1020’ 
above 
average 
terrain | 


the ' 


What else would you put in your holiday fudge? 


Diamond Walnuts, of course! 


very best fudge deserves the special 
oe ch ; 


NUT CREAM PURGE 


“cream 


‘ 

Mix first 5 ing mm saucepan. Stirring 
constantly, heat to boiling, and boil 5 min. Re cans or 
move from A aidiate stir ill 


melted. Stir 
Spread in battered 8° sq. pan. Chill ill fem. 


Look for this <a> st means the hest walnuts 


for you, and packed to stay fresh in vacuum 


clear bags. Randy recipe amounts, or 
big holidny baking sizes. 


in vanitla and Diamond Walnuts. 


NUT SEASON—This color page is part of Diamond Walnut Growers’ 

fall holiday campaign in magazines and Sunday supplements, which 

will carry the bulk of the association’s fall-winter advertising (AA, 

Sept. 18). This ad will run in December Family Circle, Good House- 

keeping, Redbook and Woman’s Day. McCann-Erickson, San Fran- 
cisco, is the agency. 


Abbott Starts Seventh 


Cuicaco, Oct. 17—One of the 
most durable and successful direct 
mail campaigns in the interna- 
tional field was described by 
Thomas Bird, vp and director of 
advertising of Abbott Laboratories 
International, who spoke at the 
Chicago chapter luncheon of the 
International Advertising Assn. 

It is a postcard.campaign in be- 
half of Pentothal, an intravenous 
anesthetic, which Abbott sells all 
over the world, and which in many 
countries has 80% of the market. 
The postcards are not stock jobs, 


| but represent full-color reproduc- 


tion of scenes in the countries of 
origin, with printers there han- 
dling the production. 
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WOC-TV Channel 6 Pas 


D. D. Palmer, President 
Raymond E. Guth, General Manager 
Pax Shoffer, Soles Manager 


eortiue 


Exclusive Nati IR 


Peters, Griffin, Woodward, Inc. 


® The campaign has been running 
|for more’ than six years, and the 
list to which it is addressed usually 
runs about 350,000, comprising 
doctors and anesthesiologists. The 
U.S. was added after the success 
of the campaign had been demon- 
strated abroad. Translations in 
about 12 languages are necessary. 

The cost of the mailings is a 
remarkable 4.5¢ per piece, and in 
|}some instances costs have been as 
|low as 2¢ per card. Postage stamps 
‘are always affixed, to appeal to 
|philatelists and others interested 
|in stamp collecting. The mailing 
list is provided by Abbott head- 
quarters, which sends gummed la- 
|bels air mail to the country from 
which the cards will be mailed. 
| In areas where addressing and 
mailing facilities are limited, help 
is often recruited from orphan- 
ages, monasteries, etc. Sweden 
| provides its own mailing lists, as 
the post office there is in the di- 


rect raail business and furnishes | 


all types of mailing lists for the 
use of advertisers. 


|@ Mr. Bird said that this is one of 
the few Abbott direct mail cam- 
paigns which produces fan mail, 
as the company frequently receives 
letters of appreciation from doc- 
tors who have enjoyed getting 
| foreign postcards from many parts 
of the world. If for any reason the 


Year of Mailings from 


Overseas to Promote Pentothal to Doctors 


|mailings to a given area are cut 
| down or discontinued, the company 
| hears from disappointed medical 
|men who have missed the mail- 
|ings. They are now sent out about 
/every two months, the frequency 
having dropped from the rate at 
|which they were initially mailed. 

The idea is supported by adver- 
|tising in medical journals, inserts 
|being used to carry the enlarged 
| reproductions of the pictures on 
the postcards. The latest mailing 
represented the 74th in the series, 
indicating that the idea has lost 
none of its potency over the years. 


Cooper Names Shaller-Rubin 

Cooper, 
Harrison, N.J., pharmaceuticals 
manufacturer, has appointed Shal- 
ler-Rubin Co., New York, to han- 
dle its advertising, including its 
divisions, Martin H. Smith Co. and 
the recently 
Pharmaceutical Laboratories. Com- 
bined budgets last year were ap- 
proximately $500,000. Robert E. 
Wilson Inc. formerly handled Coo- 
per, Tinsley; William Douglas Mc- 
Adams formerly handled Nordson; 
the Smith division had no agency. 


Wilk Appoints Chyatte 

Arthur E. Wilk Advertising, Chi- 
cago, has appointed Conrad Chy- 
|atte director of market research. 
| Mr. Chyatte, associate professor of 
| psychology in the graduate school 
|of University College & School of 
|Commerce at De Paul University, 
was formerly director of research 
|of Jordan, Sieber & Corbett. 


Craig Named Marketing VP 

Texas & Pacific Railway Co., 
Dallas, has appointed George A. 
|Craig vp of marketing, succeeding 
| Chester G. Hayes, who is retiring. 
Mr. Craig joined the company ear- 
‘ly this year. 


Seide Joins Mendelsohn 

Ray Seide, formerly with Wex- 
ton Advertising, has joined David 
J. Mendelsohn Advertising, New 
York, as an art director. 


Griswold to Reach, McClinton 
Roger Griswold, formerly with 


| the marketing department of Bat- 
/ ten, Barton, Durstine & Osborn, 


has been named an account ex- 
ecutive in the Los Angeles office 


| of Reach, McClinton & Co. He will 


service clients previously managed 
by William Banning, now vp in 
charge of advertising and promo- 
tion with Udico Electric Co. 


Hall Joins Edward Petry 
Samuel Hall Jr., previously an 
account executive with KXOK, 
St. Louis, has been appointed radio 
sales manager in the St. Louis 


| office of Edward Petry & Co., ra- 


Tinsley Laboratories, | 


acquired Nordson | 


dio-tv station representative. He 
succeeds William Oldham, who re- 
signed. 


O’Connell Joins Ted Bates 
William H. O’Connell, formerly 
an account executive with J. Wal- 


ter Thompson Co., has joined Ted 


Bates & Co., New York, as an ac- 
count executive on Mobil Oil Co. 


REACHES SUCH 
CONCENTRATED 
BUYING 
POWER! 


18% of THE SKIPPER 


readers have annual 
incomes of $10,000 

or more—and 22% earn 
$30,000 or more! 


86% own one 


or more boats! 


90% do some 


or all of their own 
maintenance work! 


65% spend mere 


than $500 per year on 
their boats! 


43 % plan to buy 


a new boat within 
the next three years! 
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) Account Man Harry: “It’s a 


fabulous idea, Bill!’’ 


Client Bill: “But you can’t 
promote the oldest and larg- 
est independent data-proc- 
essing service on drive-in 
screens. You might as well 
suggest sky-writing. It’s just 


Account Man Harry: “But 
it’s not commissionable! And 
besides, you people are the 
Cadillac of the business.”’ 


Client Bill: (thinking)... 
Good old Harry. 


Account Man Harry: ‘Look 
at that terrific 1401 Data- 
Processing equipment you’ve 
got coast-to-coast. With 
your professional personnel, 
you’ve got a package that 
can save time and’money for 
any agency or research de- 
partment.” 


Client Bill: (interrupting) 
“O.K., O.K., but how do we 
promote it to sophisticated 
admen?”’ 


Account Man Harry: ‘Easy! 
Just let them know you’re 
problem-solvers—not machine- 
time peddlers.” 


Client Bill: ‘‘Great. Where 
do we start?”’ 


Account Man Harry: ‘Why, 
let’s float it in Ad Age and 
see how many rings we leave 
in the tub!” 


S lc Established 1933 


Melitinl 


TABULATING 
CORPORATION 


NATIONAL HEADQUARTERS 
104 South Michigan Avenue 
Chicago 3, Illinois 
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The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


British, U. S. Television May Differ in 
Specifics, but Not Over-all, James Says 


To the Editor: I agree with Ter- 
ence Wheeler (AA, Oct. 2) on 
several of the examples he quoted 
to show specific differences be- 
tween British and American tv 
commercials, but not with his gen- 
eral premise that the “over-all ef- 
fect” is to make British commer- 
cial television profoundly different 
from the American variety. True 
enough, an over-all effect can be a 
subjective experience, depending 
on the person affected, and while 
Mr. Wheeler is impressed by the 
differences, I am far more im- 
pressed by the similarities. 

Commercial production tech- 
niques are common to both coun- 
tries, as might be expected. Special 


effects and animation (including 
those diagrammatic X-rays) are 


tisers favored 60-second spots when 
commercial television started over 
| there in 1955, but within a year the 
|shorter commercials gained con- 
siderably. In fact, the 30-second 


used equally freely and for the |rate is currently used for standard 


|same purposes. While the announc- 


'ers’ accents and mannerisms are| Britain, rather than the “cost per | 


British (and sometimes highly re- 
| gional), that occupational gesture 
|of holding up the package is inter- 
nationally standardized. 

British copy standards are 
stricter than ours in some ways, 
but they do not eliminate all hard 
selling—or even comparisons, so 
long as “Brand X” is not too thin- 
ly disguised. They even mention 
butter instead of “the high-priced 
spread.” 

Apropos the preferred length of 
commercials, many British adver- 


| cost-per-thousand calculations in 


|commercial minute” which is 
widely used in the U.S. While the 
writer of commercials is very much 
| concerned with the number of sec- 
onds he can use and is equally 


sensitive to the actual length of a| 


commercial when he sees and hears 
it, I doubt whether viewers in gen- 
eral are very analytical on this 


point. Stopwatches aside, the ap-| & 


parent length of commercials de- 


pends largely on their content and J 


the matter of their presentation. 
I can certainly endorse Mr. 


te SPE T A ee “igs % . 
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| Wheeler's praise of BBC programs, | matter of sterling. Inasmuch as we 
bet though they average smaller | have a London office, we could—in 
audiences than the ITV shows—but | 1955—arrange and accept pay- 
isurely the ever-present competition | ments in sterling. In such a case, 
\for viewers is ‘in itself another |especially in the early days when 
|basic similarity between British there was a sterling-dollar prob- 
,and American: television. |lem, it needed the clearance of the 
E. P. H. James, Bank of England and this, of 
| Vice-President, A. C. Nielsen course, was secured. 
| Co., Chicago. The other was the instance in 
” * which I said we felt that, compar- 
Less Bounce to the Ounce? ing agencies to magazines, our 
| To the Editor: Imagine what | #8emcy would prefer to be in the 
category of Holiday or The New 
Saat. Oey bearees mat oo Yorker, rather than in that of The 
Saturday Evening Post or Life. At 
this writing, I understand that my 
® |son Duncan is still on the payroll 
mat The Saturday Evening Post! 
Victer A. Bennett, 
Victor A. Bennett Co., New 
York. 


= | 
| ‘7 * ” 
Attention, Not Conviction, Gets 
Sean Account, Oldtimer Says 

To the Editor: Re editorial Oct. 
|9-issue Circa 1906. Deaf German, 
head of candy company, own book- 
keeper ... me, unfrustrated adman. 
I leaned over tne desk and gave 
him the unflinching eye. “Mr. R, 
I promise to triple your chocolate 
business in three months.” This 
was the end of a sales pitch. 

I got the account and handled it 
until World War I. Now youth can 
|do that. What we oldsters forget is 


man of the truth of your state- 
| ment—just have his whole atten- 
| tion at the moment. Unconscious- 
|ly, he accepts your claim at face 
value and once an idea is planted 
only time and experience can 
wither it (if untrue). 

Hedges are for back yards, not 


| one’s stomach if it can do this to a prime-of-life jobless fellows. You 


tire. can’t lose. 
_ Alvin Epstein, Louis D’Armand (Age 81), 
Alvin .Epstein Advertising, Clearwater, Fla. 
Washington. 


* ° * 
die inant iis ‘Chicago Trib’ Still First with 
o the Editor: Add “Interesting | Theatrical Color Ad, He Insists 
ad placements’”—I want a set of é : 
: : To the Editor: Your Oct. 9 is- 
bourbon-filled tires. : 
Easte Palmer Brown sue reported that the Chicago 
Earle Palmer Brown & Asso- | /7bune’s publication of a full- 
ciates, Washington page color advertisement on Oct. 1 
‘ ° e f e announcing the Chicago opening of 
F “Sound of Music” was the first 
Victor Bennett Emends Small color page ever run to announce 
Points in Story on His Agency | the opening of a theatrical produc- 
To the Editor: May I congratu- tion. 
late you on the excellent story you On Nov. 16, 1958, the Chicago 
wrote about our agency? [AA, Sun Times, as reported recently in 
Sept. 25.] “Kup’s Column,” ran a two-color 
Perhaps there were only two ad to announce a two-week run of 
small items that might require a “Mazeltov Hoedown.” 
bit of clarification. One was in the On Dec. 25, 1955, the Chicago 


“What's up”... 


Newspaper 
ADS? 


ACB Unduplicated Service 


Maybe there is...ormaybe department needs! Keep up- 


there isn’t anything new or 
startling in the way of adver- 
tising that could help you... 
but we are sure you'll agree 
that carefully selected ads 
can offer ideas . . . and ideas 
are what your art and copy 


to-date .. . keep fresh ideas 
coming with ACB “‘Undupli- 
cated’”’ Service. Tell us the 
“kind” of copy you want to 
watch...and we willsend you 
a single tear-sheet of each 
release. The cost is moderate. 


We read every daily newspaper advertisement 


rue ADVERTISING CHECKING BUREAU, inc. 


NEW YORK, 353 Park Avenue South + CHICAGO, 18 South Michigan Avenue 
MEMPHIS, Tenn. « COLUMBUS, Ohio +» SAN FRANCISCO, 51 First Street 


Send today for descriptive material and free catalog. 
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Tribune, our records indicate, ran 
a four-color ad to announce a two- 
week run of the “Hollywood Ice 
Revue.” 

At the time we called our “Sound 
of Music” ad to your attention, we 
did not feel that the “Mazeltov 
Hoedown” (a Yiddish vaudeville 
show) or the “Hollywood Ice Re- 
vue” (a musical ice show) were in 
the same class of legitimate theat- 
rical production as “Sound of Mu- 
sic” (a Rogers and Hammerstein 
musical). 

Perhaps they are. If so, we must 
apologize for erroneously claiming 
that the first color ad announcing 
the opening of a “theatrical pro- 
duction” was published by the 
Tribune on Oct. 1, 1961, when the 
first such ad actually appeared in 
the Tribune on Dec. 25, 1955. 

Paul C. Fulton, 

Advertising Manager, Chicago 

Tribune. 


Control Nuclear Reactors 

To the Editor: Gerard Piel’s pro- | 
vocative article (AA, Oct. 2) may} 
leave readers with the erroneous 
impression that only “dozens of 
feedback circuits in the depths of 
a nuclear reactor control the dread- | 
ful flux of atomic particles in| 
which no living things could sur- | 
vive.” 

Were these the only means of 
control to protect citizens from the 
possibility and consequences of a 
nuclear accident at a nuclear pow- 
er station in a population center, | 
then I fear that the atomic indus- 
try would grind to a halt tomor- 
row. 

To the contrary, according to 
S. J. Harris’s book, “Nuclear Pow- 
er Safety Economics,” it is the very 
cost of nuclear safety that keeps | 
atomic electricity uneconomic. Nu- 
clear safety today is an amalgam of | 
containment, site selection, shield- | 
ing, automatic control and a host) 
of other factors: which figure in | 
about 60% of the cost of design, | 
construction and operation of a nu- | 
clear power reactor. 

Samuel Small, 

President, Pilot Books, New 

York. 


Personals...Of Purest Ray? 
To the Editor: I’m a copywriter. 
I didn’t write the enclosed gems of 


BEAUT. COLLEGE GRAD in 20s, seeks | 
her psychological and scientific coun- 
terpart. Here’s a poet’s loveliest in- 
spiration, a picture no artist could | 
paint, the girl you'll want to show 
to your family and shield from your 


friends. Call for appt. Scientific | 
Marriage Center, 842 Lincoln. AC 
2-8044. 


YOU'LL BE PROUD of this lithe music 
teacher; plays piano so feelingly that 
she could evoke tenderness even from 
the heart of a Communist. Scientific 

Paty ta Center, 842 Lincoln. AC. 


A ween 


YOU'LL ENJOY every minute spent 
with this pretty, pleasant petite pack- 
age of personality. You may qualify 
if you are a youth past 47. Scientific 
Marriage Center, 842 Lincoln. 


creative genius, from the Denver 
Post, Sept. 19, 1961, but I sure wish 
I had! 
Mary Ella Rapp, 
Conner Advertising, Denver. 


Little Old Nikita 


To the Editor: Can it be that 


the name of the Prime Minister 
of Russia has been overlooked by 


14), we too were “interested and 
amused” by John C. Dowd’s letter 
defending VW in your Sept. 18 
issue. 

While we have no desire to pro- 
long the controversy, we cannot 
allow some of Mr. Dowd’s state- 
ments to go unchallenged. (Inci- 
dentally, the discussion is now 
largely academic, because the new 
Simca ‘5’ introduced Sept. 27— 
with its new 65-horsepower, 5- 
bearing-crankshaft engine—out- 
strips VW even further in many 
respects.) 

First, Mr. Dowd denigrates Sim- 
ca’s much larger effective braking 
area by saying, “If you will never 
need it, why pay for it?” For a 
very good reason, indeed, which 
engineers call the safety factor. 
The provision of extra capacity, 
above any normal needs, is stand- 
ard engineering practice in build- 
ing almost anything from bicycles 


to bridges. This “needless” extra | 


* 105 


with attendant excessive brake | comfortably as the Simca,” despite |interest in our competitors.” (No 


lining wear and dangerous “fade.” 

As for Simca’s 12-volt electrical 
system, which Mr. Dowd also con- 
siders superfluous, may we merely 
point out that Renault, Fiat and 
Ford Anglia, 


|Simca’s 4.7” greater length, 1.1” 
| greater width, and 443-lb. greater 
| weight. In the first place, Simca’s 
extra length is not just in “false 
|noses and tin bustles” as he infers. 


among other VW sIt provides extra passenger room 


competitors, also have the 12-volt|and luggage space. In the second 
system. Not for “prestige,” but for | place, Simca’s wheelbase is almost 


better, more dependable perform- 
ance. Apparently we’re all out of 
step except Volkswagen. 

Mr. 
again when it comes to VW’s lack 


of an oil filter. It may be true,|the following friendly test: 


as he says, that it takes “about 


2” longer. As any automobile man 
should know, longer wheelbase 
plus greater weight equals better 


Dowd begs the question) ride. 


So we challenge Mr. Dowd to 
We 
will drive up in a Simca carrying 


three years to save enough oil to| five normal adults and a trunk- 


pay for one filter. The engine will 
run about as well either way.” 
What he doesn’t say is that un- 


ful of luggage. Then let him try 
‘to cram the same five passengers 
inside the Volkswagen, much less 


filtered oil results in much faster|seat them comfortably. It will be 
wear, which eventually means big | interesting, too, to see where he’s 


repair bills. In the long run, Sim- 
ca’s oil filter saves far more than 
it costs. 

But Mr. Dowd gets way out on 


| going to put all the luggage that 


comes out of the Simca’s trunk. 
As our ads say, we welcome 
|such comparison, which Mr. Dowd 


braking capacity in Simca mini-|a very shaky limb when he says | professes to feel is “dishonest.” But 
More Than Feedback Circuits | mizes the possibility of overheat-|that Volkswagen “carries as many he tips his hand when he adds, 


/ing on long descending grades,|people and as much luggage as|“we feel that it would stimulate | 


wonder!) Can it be that VW 
shrinks from comparison? It ap- 
parently prefers to attract atten- 
tion by portraying itself as a 
conversation piece—a “bug” that 
floats. Perhaps the best way to 
distract attention from deficiencies 
is to laugh them off. 

Right now, while Simca is giv- 
ing prospects solid facts about the 
greatly increased power, smooth- 
ness, quietness and dozens of other 
improvements in the new Simca. 
‘S’—Volkswagen is drolly referring 
to 1962 as its “year of the big 
change” because it has finally 
added a gas gauge. 

Simca will continue to invite 
critical comparison with VW be- 
cause comparison proves Simca’s 
superiority, point by point. The 
more people who accept our invi- 
tation to take a “showdown drive” 
in both cars, the more will select 
Simca on its merits. 

Ed Faweett, 

President, Ed Fawcett Inc., 

Santa Clara, Cal. 


our cartoonists and politicians? | 
Old Nick to me means a friendly | 
kind of name for Satan, devil, Bad | 
Spirit, ogre, Beelzebub, or maybe | 
not so friendly. 
Perhaps he is Satan after all. 
Harry Becker, 

Charleston, S. C. 


Simca Dealer Challenges 
Volkswagen Dealer's Letter 

To the Editor: Re: The Creative | 
Man’s analysis of the Simca-Volks- | 
wagen comparison ad (AA, Aug. | 


PBC 


iS proud 
to be in 


Broadcasting 


We are proud to be in the broadcasting 
business. We feel the potential of this business, 
for the public good, to be unlimited. We recog- 
nize that we are living at a moment when broad- 
casting can make its greatest contribution to 
American life. We are living in an age where 
man has progressed in mechanical knowledge 
to an extent that he now has in his hands the 
power to cause the destruction of civilization 
as we now know it, or the power to bring forth a 
better life than man has ever known. 

We believe that in the operation of radio and 
television stations we can make a significant 
contribution to this better life. (Taken from 
comments by Herbert E. Evans, President, 
Peoples Broadcasting Corporation, to Federal 
Communications Commission.) 


PEOPLE 


BROADCASTING CORPORATION 
246 North High Street * Columbus, Ohio 


WNAX, Yankton, S.D. WTTM, Trenton, N. J. 
KVTV, Sioux City, lowa WMMN, Fairmont, W. Va. 


WGAR, Cleveland. Ohio 


WRFD, Columbus, Worthington, Ohio 


‘A subsidiary of Nationwide Mutual Insurance 


Company, Columbus, Ohio 
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Deason Collins 


DALLAS NAB—Audience response to National Assn. of Broadcasters’ President LeRoy 
Collins at the fall Dallas meeting was provided by Willard Deason, KVET, Austin; 
W. D. (Dub) Rogers, West Texas Television Network, Lubbock; James M. Isaacs, 


Rogers 


Cuny 


Hatch Scovill 


c Rub 


KPAR-TV, Abilene; Herb Carl Skoog, WENS, San Antonio; Gene Cuny, KRLD-TV, 
Dallas; George C. Hatch, KALL, Salt Lake City; Edward E. Scovill, CBS-TV; Bill 
Swanson, KTUL-TV, Tulsa; and Walter Rubens, KFBM, Beaumont. 


IN THE MORNING 


DRIVES 


TOWORK 
ON WRC 


Washington drives to work and it 
drives early . . . staggered working 
hours, long distances and (gulp!) traf- 
fic. WRC is the capital’s favorite com- 
panion during drousey time in the 
morning. And, don’t forget, Washing- 
ton is the nation’s tenth market. 


Facts: WRC lands in first place for 


every quarter hour between 7:00 and 
8:30 AM. (7:30, by the way, hits a 
nice, round 8.0.) Source: Pulse, July- 
August, 1961. (Mon.-Fri.) 


Whatever you make—and you want to 
make sales—make sure WRC gets 


your message. 


WRC-980 


NBC Radio in Washington a 
REPRESENTED BY NBC SPOT SALES 


WASHINGTON 


Book Gives Brisk, 
Straightforward View 
of Advertising Work 


New York, Oct. 17—‘Despite its 
reputation for glamour and high 
pay, advertising offers the begin- 
ner as low wages as any you can 
find.” 

“Advertising is a fast-paced and 
highly competitive business. One 
reason beginners’ salaries are low 
is because there is no dearth of 
applicants.” 

“The structure of an advertising 
agency, no matter what its size, 
can change as quickly as a client’s 
mind can change—and when a 
client changes his mind, and 
changes his agency, it often means 
the elimination of jobs all up and 
down the line. Job insecurity is one 
of the best known aspects of the 
advertising business, and there are 
always some valuable and talented 
people who, for reasons beyond 


their control, are out of work.” 
“It is not publishing. Nor is it 
show business. It is not a science 
and it is not a profession. Adver- 
tising is a business, because it 
offers something for sale.” 


= These are some of the facets of 
a new, straightforward and brisk 
book aimed at young people. “So 
You Want to Go into Advertising” 
is published by Harper & Bros., 


nard Ryan Jr., who graduated from 
Princeton in 1945, 
broadcasting, joined Batten, Bar- 
ton, Durstine & Osborn in 1950 


head at BBDO. 

It is a comprehensive treatment 
of what agency work is like—con- 
tact, creative and services. It dis- 
cusses the wide range of adver- 
tising, what training is helpful for 
the business, and gives advice on 
methods of getting into it. “This 
book is not written to sell you on 
advertising,” says a foreword, “It 


. Similarly, he writes that “the 


the newspaper that 
PRINTS MORE LETTERS 
than any other in the U.S.A. 


How many letters does your favorite newspaper print... three, 
six or nine? Some papers print none. They shout their own voice, 


but give none to the subscriber. 


@ It has been claimed by OUR READERS that the Orlando Sentinel 
gives more space to letters from the public and prints more letters 
from the public than any other paper in the whole world. 


@ We also answer most letters with a brief editor’s note. Some 
are controversial, some are entertaining, but all are informative. 


@ We never leave a reader hanging on a limb with a question or 
wondering where we stand on any subject. 


@ Sometimes, we have to run an extra page to get everybody’s 


letter . . 


. everybody’s opinion in the paper. 


@ Somehow, we like to recognize our paid up subscribers and 
give them a voice as loud as our own. 


@ Readers get closer to us, keep us closer to the people and 
therefore make subscribers more effective buyers of our adver- 
tised products. That’s why we outsell Miami, Jacksonville and 
Tampa papers 6 to 1 in Central Florida. 


MARTIN ANDERSEN 
Editor/Owner/Galley Boy/Letter Answerer 


—Orlando— 


Sentinel-Star 
ORLANDO, FLORIDA 
GATEWAY TO THE MOON . 


ORLANDO SERVES CAPE CANAVERAL 


mean learning as you go, 
priced at $3, and written by Ber- 


| Advertising is no exception. It has | 
worked in| 


is written to give you a full under- 
standing of all that is involved if, 
you want to go into advertising.” 


s Advertising men who read the 
book, or who recommend it to 
young people interested in adver- 
tising, will find it factual, fair and 
temperate. “Whatever business or | 
profession you enter,’ Mr. Ryan 
writes, “your early years will | 
long | 
hours, hard work, and low pay.) 


its hardships in those respects, and | 


|it has others which are somewhat 


|peculiar to advertising.’”’ He deals| 
and is now a radio-tv copy group | 


directly with the problems of com-| 
mittees and revisions, and those of | 
pressure and pace. “Advertising 
men are perhaps too famous for 
their ulcers; if you are the ulcer | 
type, you will get an ulcer more | 
quickly in a dull business than you | 
will in advertising, for your ex- 
cited, tense nature will be frus- 
trated by dullness. Advertising is 
an exciting, high-paced business 
that attracts excited people, but 
no business gives ulcers.” 


advertising man’s reputation for 
jitters and high pressure is spread 
partly because ulcers and jitters 
and high pressure are the stuff of 
which contemporary drama is 
made. Many are the advertising 
men who have lived to a ripe old 
age with stomach intact and heart 


| beating soundly.” 


According to Mr. Ryan, most ad- 
vertising men are well-educated 
and companionable, with about the 
mixture of stupid men and neu- 


rotics and egocentrics as one would 


find elsewhere. He adds that “if 
you are bright and hard-working, 
it will not fail to be noticed. And 
in advertising you will not find 
seniority or tradition or a clause in 
a union contract standing between 
you and promotions and raises in| 
pay. If you are dull or lazy, that 
will be hard to keep secret, too.” + 


WTV] Sells 40-Second News 


WTVJ, Miami, has added four | 
sponsors for its 40-second news 
and weather programs scheduled 


|during prime time station breaks. 


Hudson Pulp & Paper Corp., Ward 


|Baking Co., Nestle Co.’s Nescafe 


and Jos. Schlitz Brewing Co. will 
back the nightly shows on a rotat- 
ing basis. Of each “programette,” 
20 seconds will be devoted to a 
sales message. 


Marge Kerr Moves Office 

People & Productions, the tv 
casting and talent consulting | 
agency headed by Marge Kerr, 
has moved to new offices at 221 E. 
50th St., New York. Miss Kerr was 
casting director at Young & Rubi- 
cam and an executive at William 
Morris Agency before going into 
business for herself. 


IN THE EVENING 


WASHINGTON 
DRIVES 
HOME 
ON WRC 


The latest Pulse report (July-August, 
1961) (Mon.-Fri.) puts WRC in first 
place (or tied for first) in every quar- 
ter hour between 5:00 and 6:45 P.M. 
This means that during evening driving 
time we reach more listeners than an- 
other station. 


Not surprising! WRC’s brand of un- 
beatable news coverage, music and 
weather attracts the kind of people 
that make the nation’s tenth market 
so responsive. And it attracts more of 
them at the key driving hours. 


In the evening, make Washingtonians 


aware of your brand. 


WRC-980 


NBC Radio in Washington 


REPRESENTED BY NBC SPOT SALES 
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Advertising Age, October 23, 1961 


Attention red-blooded Oregonians: Enter the world's easiest, 
most rewarding cantest! Brarybedy wino—ceerytedy helps 


a 


WILD-ABO! 
OREGON |= | 
CONTEST | =| 


EVERYBODY WINS—Pacific Northwest 
Bell Telephone Co. is using ads 
like this in Washington and Ore- 
gon dailies and weeklies plus radio 
spots to promote its “world’s easi- 
est, most rewarding contest.” First 
prize winner will be allowed to 
invite any out-of-stater for a sev- 
en-day expenses-paid vacation in 
Oregon and will receive $500 in 
merchandise. Guild, Bascom & 
Bonfigli is the agency. 


High Court Refuses 
to Review Miami TV 
License Revocation 


WASHINGTON, Oct. 17—The way 
was clear for the first tv license 
revocation in history, as the Su- 
preme Court last week refused to 
review a Federal Communications 
Commission decision reassigning 
Miami’s Channel 10 to L. B. Wilson 
Inc. 

Since 1957, Miami Channel 10 
has been licensed to Public Service 
Television Inc., a subsidiary of Na- 
tional Airlines. The commission re- 
examined its award to Public Serv- 
ice after the court of appeals here 
remanded the 1957 grant for fur- 
ther investigation in the light of 
charges that undue influence had 
been exerted on former Commis- 
sioner Richard Mack. 


8 An FCC decision in July, 1960, 
held that Public Service, and two 
of the three other original appli- 
cants in the four-way contest for 
Channel 10, were guilty of off-the- 
record efforts to influence the 
commission’s decision. L. B. Wil- 
son Inc., as the sole surviving orig- 
inal applicant, was awarded the 
channel, with a proviso that its 
original license will be subject to 
renewal after four months. L. B. 
Wilson proceeded to build a sta- 
tion, but continued appeals by Pub- 
lic Service have prevented it from 
going on the air. 

Unless the Supreme Court can be 
induced to reconsider the action, 
the commission’s award to L. B. 
Wilson is expected to become ef- 
fective in the near future. + 


Watrous Joins Wilson, Haight 

Richard F. Watrous, formerly 
senior copywriter on electronics, 
flight systems and recruiting for 
General Electric Co., has joined the 
copy department of Wilson, Haight 
& Welch, Hartford, Conn. 


"Writer's Digest’ to Schwab 
Writer’s Digest, Cincinnati, has 
named Schwab, Beatty & Porter, 
New York, to handle advertising 
for its writing courses and books. 
Thére was no former agency. 


WBT Boosts Babb 

WBT, Charlotte, N.C., has pro- 
moted James G. Babb Jr., formerly 
regional sales manager, to sales 
manager. 


KSIX Rejoins CBS Radio | Goodwin Adds Knapp-Sherrill | Palmer Elects Hills VP | United Travel to Berking 


KSIX, Corpus Christi, Tex., a| Goodwin, Dannenbaum, Littman 
| former affiliate of CBS Radio, has | & Wingfield, Houston, has been re- 
resumed its affiliation with that|tained by Knapp-Sherrill Corp., 
network, effective Oct. 1. | Donna, Tex., canners. 


Stephen E. Hills, manager of the United Travel Agency, New 
public relations department of York, has named Max Berking 
T. N. Paimer & Co., New York, has |Inc., New York, to handle adver- 
been named a vp. | tising. 


THERE ARE HOLES IN YOUR LOS ANGELES COVERAGE 
without the Copley Los Angeles Newspaper Group 


To reach the families who live in the vast — and vastly im- 
portant — hometown market surrounding Los Angeles 
proper, advertise in the Copley Los Angeles Newspaper 
(CLAN) Group. The CLAN Group includes eight dailies and 
their 18 shoppers, covering more than 62 key suburban 
cornmunities and areas. Total ABC circulation: 98,832. 
Total shopper distribution: 410,550. Totai CLAN Group 


package: 509,382. Buy the entire Group with one order, 
at a discounted flat line rate of $1.50, or a bulk discounted 
rate (5,000 lines or more during the fiscal year) of $1.40 
a line. The bulk rate represents a saving of 36 per cent! 
For detailed information on the Copley Los Angeles News- 


paper Group, ask any office of NELSON ROBERTS & 
ASSOCIATES, INC. 


COPLEY LOS ANGELES NEWSPAPER (CLAN) GROUP: Alhambra POST-ADVOCATE « El Monte Post-Advocate + Alhambra Post-Advocate 


Shoppers / Burbank DAILY REVIEW «+ Burbank Review Shopping News 


/ Culver City STAR-NEWS & Venice EVENING VANGUARD + Culver- 


Palms Advertiser * Mar Vista Advertiser * Venice Advertiser «+ Baldwin Hills Advertiser / Glendale NEWS-PRESS + Glendale News-Press Shoppers / 
Monrovia DAILY NEWS-POST «+ Monrovia-Duarte News Advertiser / South Bay DAILY BREEZE (Redondo Beach, Palos Verdes, Torrance, El Segundo, 
Manhattan Beach, Hermosa Beach) + South Bay Breeze Advertisers * South Bay Breeze Peninsula Advertiser / San Pedro NEWS-PILOT + San Pedro 


News-Pilot Advertiser 
Wf 


WZ 
“THE RING OF TRUTH” 


Niagees 
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as seen by 


JOHN BURGOYNE & BILL MASTERSON 


Readers say: 
“New 
Super Market 
Survey 
Best Ever!’’ 


Burgoyne’s hot-off-the-press 1961 
Super Market Survey is already 
receiving high praise from those 
who have had a chance to pe- 
ruse its 48 pages of buying- 
habits information. 


And little wonder! 


For nowhere else will you find 
such a comprehensive develop- 
ment of facts on shopper atti- 
tudes, on shopping trends, on 
the real “reasons why” of buy- 
ing decisions, as in this 8th An- 
nual Survey. For instance, you 
may not be surprised to learn 
that 97% of shoppers inter- 
viewed have a favorite super- 
market at which they buy most 
of their food. Yet, we think 
you'd be impressed at the sum- 
mary and percentage break- 
down of reasons for selecting a 
favorite supermarket—all neat- 
ly printed on page 15 of this 
1961 edition. 


In all, you'll find the answers to 
some 28 questions-of-impor- 
tance to anyone dealing with a 
product sold through super- 
markets. That’s why, though 
this Survey is actually made 
especially for store operators 
themselves, we get a small del- 
uge of requests each year from 
advertiser and agency people. 


If you would like to order a 
copy for your own use, simply 
clip a dollar bill (our cost) onto 
your letterhead and send it to: 
Merchandising Director, Bur- 
goyne Index, Inc., 1705 First 
National Bank Bldg., Cincin- 
nati 2, Ohio. We'll send your 
Survey postpaid. 
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St. PAUL, MINN., Oct. 17—Needs 
of 12,000 independent agents sell- 
|ing in an increasingly competitive 
| 50-state market helped persuade 
| St. Paul Insurance Companies, one 
of the nation’s top 20 general in- 
surers, to use consumer advertis- 
ing for the first time in its 108- 
year history. 

This was explained by W. G. 
|Smith, assistant secretary in 
| charge of marketing for the group, 
_ which includes St. Paul Fire & 
Marine; St. Paul Mercury; and 
| Western Life insurance companies. 
| “We had always operated on the 


|theory the agent should, first of | 


| all, sell himself,” he said. “We gave 
strong support by providing mats 
and copy for local advertising, 


St. Paul Insurance Alters Name, Trademark, 
Runs First Consumer Ad in 108-Year History 


come, exclusive of life insurance, | 
amounted to more than $173,223,- 
000 in 1960. 


Advertising Age, October 23, 1961 


Never before this 


this convenience, 


never so much protection for your dollar! : 


One complete insurance package... one agent... one premium to pay ar 
So many and great are the Spe See ete Ven os ree ones ~ 8 AN this PROTECTION — 0 as 7 
advantages Mutecover 


But with stiffer competition 
from direct selling companies and 
others of St. Paul’s type boosting | 
their advertising outlays, it be-| 
came evident additional selling | 
tools would be needed. 

“Our agents wanted national | 
identification for the company and | 
its pioneering insurance policies,” 
Mr. Smith said. 

The move into consumer adver- | 
tising, which broke in the mid-| 
western edition of Time Sept. 29, 
was one result of the company’s 
retention of Campbell-Mithun as) 
its marketing consultant in Sep-| 
tember, 1959. 


along with direct mail and other 
promotion materials.” 


e The formula worked well for 
more than a century. Premium in- 


aS 
What they see on 


THEY BUY! 


Statistics may be a pretty dry sub- 
ject, but they do show that more 
people watch WJAC-TV in the 
Johnstown-Altoona market than 
any other station. (The statistics 
are those of both Nielsen and ARB.) 
It’s more important, however, to 
know that WJAC-TV turns those 
statistics into sales for dozens of 
happy advertisers. 

Whatever you have to sell, you'll 
sell it faster, and in greater quan- 
tities, to the purchasing people who 
watch WJAC-TV! 


For Complete Details, Contact: 
HARRINGTON, RIGHTER 
AND PARSONS, INC. 


New York Boston Chicago Detrost 
Atlanta Los Angeles Sen Francisco 


Another was adoption of a new 


|Mame and a trademark of modern 


design. Directors approved the 
globe-clock symbol with its “Serv- 


jing you around the world 


around the clock” slogan in July 
and it was first shown to the pub- 
lic in the Time ad. 


s Mr. Smith pointed out that the 
splashy, three-page gatefold in 
color was part of a six-month cam- 
paign to promote St. Paul’s Multi- 
cover plan (up to 40 or more in-| 
surance policies in a single pack-| 
age). 

Additional ads will appear in 


'the Nov. 24 and mid-January and | 


mid-March issues of Time. 
The campaign also involves new | 


j}agent incentive programs, audio- 


visual selling, direct mail and 
field-man prospect calls. 
Mr. Smith said Time was chosen 


,to carry the first consumer adver- 
|tising because 82% of its readers 


are business people. 
“Therefore they 
Multicover 


are excellent 
prospects,” he said. 
“Time offers regional editions and 
the stature and prestige in keep- 
ing with the St. Paul’s reputation.” 


| 
The ad series will reach a 13- 


state area containing 30% of the 
U.S. population, concentrating on 
an area where the St. Paul has its 
greatest share of the market. 

The states are Illinois, Indiana, 
Iowa, Kansas, Kentucky, Michi- 
gan, Minnesota, Missouri, Nebras- 


|ka, North and South Dakota, Ohio | 


|and Wisconsin. 


|s Mr. Smith disclosed that St. 
Paul is also using b&w ads in 
Business Week and Data Process- 
|ing to push its exclusive new pol- 
|icy covering losses a business may 
incur if its data processing system 
is destroyed or damaged. 

“This is one of the many areas 
in which the St. Paul has been a 
| pioneer in the insurance industry,” 
explained Tom Dolan, account ex- 
ecutive at Campbell-Mithun. “At 
least one of our objectives in using 
consumer advertising is to make 
sure that St. Paul gets credit for 
such advances.” 

The first Business Week ad ap- 
peared in the Oct. 7 issue, with a 
second scheduled for Nov. 4. It will 
irun in the October and November 
‘issues of Data Processing. 
| Mr. Smith said Campbell-Mith- 
un will be the agency for the St. 
Paul’s consumer advertising and 
|C. T. Holmgren Inc., St. Paul, will 
|continue to handle insurance trade 
| ads. 


@ The new St. Paul’s trademark, 
Mr. Smith said, is the outgrowth 
i\of nearly two years of research 
and discussion within the com- 
pany. 

Campbell-Mithun, in May, 1960, 
arranged for a survey of insurance 
buyers to test their reaction to 
suggested new names for the com- 
pany, then known as the St. Paul- 
Western Companies or, in the 
Twin Cities area, as simply St. 
Paul Fire & Marine. 

In four cities, consumers inter- 
viewed said they liked “The St. 
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FiRST AD—St. Paul Insurance Companies breaks with its first con- aig | 
sumer advertising in 108-year history with this page showing its ae 
new trademark. 


Paul Insurance Companies” be- 
cause it is easy to remember and 
tells what the company sells. 

The new name has been official 
since July 1. 

Next, potential customers were 
asked what factors influence their 
decision when they buy insurance. 

Researchers found the top ap- 
peals to be more protection for the 
customer’s premium dollar, poli- 
cies tailor-made to the individual’s 
needs and fast, fair, efficient 
claims service. 


s Artists and copywriters took 
over at this point, experimenting 
with designs aimed at matching 
the company’s strong points with 
needs of buyers. 

Six were selected for testing in| 
December, 1960, along with those 
of leading competitors. Another 
survey in June, 1961, included 
company agents in Atlanta, Pitts- 
burgh, Indianapolis and Omaha. 

The revised globe was an over- 
whelming choice of agents and 
also ranked high with customers, 
Mr. Smith said. The clock was) 
added to complete the service ap-| 
peal. 


es “The old globe indicated we 
were a large company,” Mr. Smith 
said. “The new cogwheel shows 
‘that because of our size we can 
offer service to our policyholders 
any time, anywhere. 

“It is a dramatic symbol which 


identifies the St. Paul from other 


insurance companies and from| 
other companies using the globe 
symbol,” added Mr. Dolan. 

The color blue will be used with 
the trademark, Mr. Smith said, 
because it suggests “distinction 
and achievement, indicates truth 
and integrity, is masculine and 
conservative, and contrasts with 
the red used by many competi- 


” 


tors.” = 


Hazard Adds Ciba Products 

Ciba Pharmaceutical Products 
Inc., New York, has appointed 
Hazard Advertising Co. New 
York, to handle its veterinary 
products which it recently moved 
into its animal health marketing 
division. Hazard also handles the 
feed additive products which 
make up the rest of the division. 
The veterinary products were pre- 
viously handled by William Doug- 
las McAdams Inc. The account has 
been fairly inactive, but billings 
are expected to pick up in 1963 
and ’64 with the introduction of 
new products. 


Kwikset to Carson/Roberts 
Kwikset Sales & Service Co., 
Anaheim, Cal. lock maker, has 
named Carson/Roberts to handle 
its advertising. At the same time, 
the agency appointed Ken Sullet 
a copy supervisor. He was formerly 
a copywriter with the agency. 


WSIS. WSJS-TV Name Clapp 
Charlie Clapp has been pro- 
moted from promotion assistant to 
promotion manager of WSJS and 
WSJS-TV, Winston-Salem, N.C., 


replacing Richard Barron, who has < | 
been named assistant to the man- 
ager. 


A 


Dias 
Fan 


WESTWAYS MAGAZINE 
hits the spot for local South- 
ern California advertisers! 


Kerrs © Knudsen Creameries 
© Security First National Bank 
e Southern California Gas 
Company @ Rose Hills Memo- 
rial Park @ M.V. Shearwater 
Harbor Tours @ United Cali- 
fornia Bank @ Marineland e 
Southern California Edison 
Company e Pacific Ocean 
Park @ Pacific Telephone 
Company and a host of other 
fine representative accounts. 


WESTWAYS MAGAZINE 
232,203 ABC Net-Paid 
Circulation 


Covers 8% of the households 
in Southern California 


2601 South Figueroa Street, 
Los Angeles 54, California. 
Richmond 83111. 


Ask for a copy of the Study of 
Reader Interest in Westways 
conducted by Facts, 
Consolidated. 
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Advertising Age, October 23, 1961 
Al ABC Meeting Bata between competing papers is so 
close the outcome has depended 
e s,|upon the results of the bureau’s 
World Affairs Unit #3! »es:sa:on 
I ] # At a meeting of the magazine 
Needed to Sell division of ABC, Curtis Publish- 
ing Co. recommended two basic 
|changes in current ABC rules to 
check the cut price sales of maga- 
US., Brower Says zines by subscriptions, and to 
curb excessive discounts and bo- 
Cuicaco, Oct. 20—Charles H. nuses on newsstand sales. 
Brower, president of Batten, Bar-| E. Huber Ulrich, senior vp and 
ton, Durstine & Osborn, today pro-|director of circulation of Curtis, 
posed that a new Department of made the proposals in a letter to 
World Affairs be organized as a| ABC directors. He recommended 
department of the U. S. govern-| changes to: 
ment to sell and advertise America; 1. Require that a subscription 
to the world. | to qualify as net paid circulation 
Speaking at the annual meeting) must be sold at not less than half 
of the Audit Bureau of Circula-|of the aggregate single copy price 
tions, Mr. Brower asserted that the| for the number of issues covered 
“job to be done is so important] by the subscription. 
that it must have the authority and 
the status of a department with a 
secretary in the President’s cabinet. 


2. Remove from net paid circu- 
lation the single copy sales of an 
issue where there is direct finan- 


“Just as the State Department cial inducement for wholesalers or 
deals with the world’s statesmen, dealers to “eat copies.” 


the Department of World Affairs 


(The practice of “eating” copies 


will deal with the people of the|arises from a discount or bonus 
world. It will drain from their | system offered on an ascending 


minds the poison of Soviet lies and 
tell them the truth about America.” 


s Mr. Brower ripped into such 
well-known critics of the advertis- 
ing field as Arthur Schlesinger Jr., 
John Kenneth Galbraith, Dr. Ar- 
nold Toynbee, Alvin H. Hansen 
and Arthur Miller. “I am not go- 
ing to discuss the economic stu- 
pidity of such views today,” Mr. 
Brower said. “I merely point out 
that these people are attempting 
to dismantle our only possible 
propaganda apparatus just when 
we need it most. It is much as 
though they had decided to fight 
the U. S. Navy.” 

He maintained that the U. S. 
needs a sales manager, an adver- 
tising manager, and a staff in the 
field to sell America. “And we ei- 
ther ought to get it, or we ought to 
stop asking why we can sell corn 
flakes and not democracy. And we 
ought to stop wondering why our 
international sales curve continues 
to drop, month by month, and year 
by year.” 


s In presenting his annual report 
as board chairman of ABC, Wil- 
liam R. Farrell, director of mar- 
keting services, Monsanto Chem- 
ical Co., called attention to the 
“tremendous pressures” which 
have been brought on the adver- 
tising industry during the last few 
years, and he added that many of 
the actions taken by ABC during 
this period were the indirect re- 
sults of these economic pressures. 
“A year ago, for example, ad- 
vertiser, agency and media prac- 
tices bore the brunt of ill-informed, 
but vocal, criticism from many 
sources,” Mr. Farrell said. “While 
much of this criticism has sub- 
sided, we are still not out of the 
woods. 
“With 
company managements put pres- 
sure on advertising and market- 
ing executives to increase the ef- 
fectiveness of their efforts—often 
with smaller budgets to work with. 
These pressures were, in turn, 
felt all the way down the line. 


e “Accounts have shifted from one 
agency to another like never be- 
fore in the industry’s history. 
Mergers are more numerous than 
in any other period of the indus- 
try’s history. Advertisers and agen- 
cies are spending more money in 
research today than ever before— 
trying to learn the answers to 
questions that have never before 
been answered.” 

Turning to the race for increased 
circulations, Mr. Farrell asserted 
that “the battle of circulation 
numbers has forced many pub- 
lishers to turn to special efforts 
in selling subscriptions and single 
copies. In some newspaper mar- 
kets, the lead in circulation sales 


| scale with each point in the scale 
| retroactive over all copies, thus 
making it financially profitable at 


wholesaler to “eat” or destroy suf- 
ficient copies to achieve the next 
highest rate of discount.) 

Mr. Ulrich said Curtis believes 
that present practices in cut rate 
subscriptions and excessive finan- 
cial inducements to wholesalers 
and dealers bring discredit upon 
the industry. He added that such 
bonuses create doubts in the minds 
of both advertisers and readers 
about the soundness of all maga- 
zine circulation policies. 

A joint advertiser-agency ses- 
sion was convened Thursday to 
discuss possible changes in the def- 
inition of net paid circulation, par- 
ticularly in light of magazine cir- 
culation races. No resolutions were 
made, although George C. Dibert, 
J. Walter Thompson Co., chairman 
of the agency division, noted that 


cognizance of the sentiment ex- 
pressed in the session. 


s Blair Vedder, vp and media di- 
rector of Needham, Louis & Bror- 
by, said extremely low-cost sub- 
| scriptions can now qualify as net 
|paid because while ABC says a 
special offer must be for at least 
half the regular subscription price, 


there is no floor on the regular | 
|price. He suggested it be made | 


70% of the cover price for a one- 
year subscription, 65% for two 
years and 60% for three years. 

He said the problem of magazine 
subscription battles is “a situation 
of our own making,” because ad- 
vertisers and agencies have led 
publishers to believe that numbers 
are of paramount importance in 
media selection. 


reduced profits, most | 


# The Daily Call, Woonsocket, 
R.I., won the grand award for its 
advertisement entry in the 1961 
ABC promotion awards competi- 
tion. The Daily Call’s winning en- 
‘try, which also won the ad award 
in the daily newspaper category, 
is entitled “Knock on any door, 
‘ask ’em if they buy the Call.” 
| Other ABC promotion award 
|winners, by category, included: 
Brochures and other special pro- 
motions—News Journal, Wilming- 
ton, Del. 
| Business publications—editorial, 
| American Machinist; advertise- 
ment, Electrical World. 
Magazines—advertisement, Sun- 
set Magazine. 


Farm publications—editorial, | 


The Farmer; advertisement, The 
Farmer. 
Daily newspapers—advertise- 
ment, Daily Call, Woonsocket, R.I. 
Weekly newspapers—editorial, 
Journal, Tuscola, Ill.; advertise- 
ment, Globe-Post, LeMars, Ia. + 


certain points for the dealer or | 


the directors present would take) 


Last Minute News Flashes 


Hankey Bannister Scotch Plans Radio Ads 


New York, Oct. 20—Peerless Importers Inc. will begin a spot radio 
schedule Oct. 23 on WVNJ, Newark, for Hankey Bannister scotch. The 
spots will run 15 times a week for four weeks. WVNJ, which also car- 
ries ads for three Publicker Distiller brands, is not a subscriber to the 
National Assn. of Broadcasters’ code, which forbids acceptance of hard 
liquor ads. 


FTC to Check Shelter Ads for Defense Dept. 


WASHINGTON, Oct. 20—The Federal Trade Commission announced 
today that, at the request of the Defense Department, its field organi- 
zation has begun intensive monitoring of ads for bomb and fallout 
shelters. In addition, the commission is formulating a list of “advertis- 
ing guides” for sellers of fallout shelters and related equipment. 


Audit Bureau Elects Boggs; Other Late News 


e Robert W. Boggs, manager of advertising of Union Carbide Plastics 
Co., New York, was elected chairman of the board of the Audit Bu- 
reau of Circulations at the conclusion of the annual meeting in Chicago 
today (Oct. 20). Vice-chairmen are John H. Platt, Kraft Foods, Chi- 
cago (reelected); Donald F. Hunter, Maclean-Hunter Publishing Co., | 
Toronto; and Kenneth Laird, Tatham-Laird, Chicago. S. O. Shapiro. 
Look, New York, was reelected secretary, and George C. Dibert, J 
Walter Thompson Co., Chicago, was reelected treasurer (see ABC 
meeting story in adjoining column). 


e Ed E. Spitzer, exec vp of W. B. Doner & Co., will join Papert, Koe- 
nig, Lois, New York, as vp and account supervisor Nov. 6. 


e George W. Helme Co., Helmetta, N. J., has named Smith, Henderson 
& Berey, New York, to handle advertising for its snuff division. The 
company spends about $450,000 a year, concentrated in spot tv, radio 
and outdoor, to promote its nine principal brands of snuff, including 
|Honey Bee and Tops. Kastor, Hilton, Chesley, Clifford & Atherton 


, 


| was the former agency. 


e ROC-Shelter has named Stockwell & Marcuse to handle advertising 
in the Detroit area for a new above-ground concrete fall-out shelter. 
The campaign will use newspapers and radio. 


e Narragansett Brewing Co., Cranston, R. I., has named Horace Notte 
to the newly created position of ad manager for Krueger brands. Mr. 
Notte’s agency, Horace Notte & Associates, Providence, which he will 
continue, has handied the brewer’s Hanley brand for the past four 


Co., New York. 


e Illinois’ new tax on publishing (AA, Sept. 18) may face a court test 
soon. Henry Zwirner, Fairchild Publications, president of Chicago 


week among publishing groups to investigate the possibility of legal ac- 
tion. Other members are from Magazine Publishers Assn., Associated 
Business Publications, National Business Publications, and Agricultur- 
al Publishers Assn. All groups have pledged support of a program to 
battle the tax. The committee will meet again the week of Oct. 30. 
Time Inc. also may file a suit to test the law, AA learned. 


e Kimberly-Clark Corp., Neenah, Wis., has begun a tv test for a new 
tissue, Spunmist, in ten markets in Wisconsin and Minnesota. From ten 
to 16 spots per week per market—minutes and 20s—have been run- 
ning since the beginning of October. Copy for the scented tissue, which 
comes in pink, white and lavender, says it is “gentle as a fine face 
cream—spun in a special way—-touched with a creamy softener.” Do- 
herty, Clifford, Steers & Shenfield is the agency. 


e Ray Fowler, formerly a member of the account management group 
at Leo Burnett Co., Chicago, has joined McCann-Erickson, Chicago, as 
vp and management service director. 


e Increases in catalog rates (13.8%) and parcel post rates (6%) are 
provided in a proposal which the Post Office Department was to an- 
nounce Oct. 21. The plan involves a new piece-and-town catalog rate 
concept, geared to put heaviest increases on short haul, which accounts 
| for most catalog volume. More than half the anticipated new parcel 

post revenue would be achieved by relaxing weight and size limita- 
| tlons adopted in 1951. Comments by mailers are invited prior to sub- 


| mission of the plan for Interstate Commerce Commission approval. 


|e General Mills is testing Betty Crocker safflower oil in Syracuse and 
| Columbus, O. Spot tv and print (1,800-line newspaper ads and color 
| pages in supplements) began earlier this month. Lever Bros. is also 
testing Golden Glow, a margarine made with safflower oil, a new in- 
gredient that may battle corn oil for polyunsaturated honors (see pic- 
ture on Page 1). 


e Richard K. Van Nostrand has joined Chesebrough-Pond’s, New 

York, as vp and general manager of the proprietaries and specialties 

division, a new post. He was formerly assistant vp and new products 
| group supervisor with Bristol-Myers Co. 


e Jeffrey Martin Laboratories, Newark, has been steadily incréasing 
its number of participations on Mutual Broadcasting System to a cur- 
rent six to 15 spots per day, seven days per week, in newscasts and on 
“My True Story”; commercials promote Compoz, a proprietary tran- 
quilizer, and Mr. Sleep, a sleeping tablet, both of which went into na- 
tional distribution last May. Dunnan & Jeffrey is the agency. 


e Sweet Life cigarets, a private brand, will be introduced by Spring- 
field Sugar & Products Co., a voluntary association of 150 New England 


| supermarkets. Sweet Life is Springfield Sugar’s private label; U. S. To- | 


| bacco Co. will make the cigarets for the chain in king-size plain and 
filter tip. No date has been set for the introduction. 


e William Green has resigned as vp and account executive on U. S. 
Plywood Corp. and Anaconda Co. with Kenyon & Eckhardt, New York. 
He will leave the agency Jan. 1. He has an application pending for the 
purchase of KLOV, Loveland, Colo. 


e Naegele Advertising Cos. has acquired Heywood Outdoor Advertis- 
ing Co., Reno, and negotiations last week were nearing completion for 
the acquisition of Quality Advertising Co., Lansing, Mich. 


e A Hearst Publishing executive said the company has been able “am- 
icably” to break contracts with 21 of the 30 newspapers carrying The 
American Weekly; after the Dec. 31 issue, the supplement will appear 
only in nine Hearst newspapers. 


years. Media advertising for Krueger is placed through Ellington &| 


Business Publications Assn., is chairman of a committee formed this | 
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‘Swezey to NAB: 
Have Courage to 
Improve Programs 


_ Some Criticisms Are 
_ Unwarranted, Others 
| Undeniable: Code Boss 


Satt Lake Crry, Oct. 19—The 


|new chief of the radio and televi- . 


| sion codes of the National Assn. of 
| Broadcasters today urged industry 
members to have the courage to 
|make programming decisions 
which will result in improved serv- 
ice to the public. 

| In his first public appearance 
|since taking over direction of the 


‘|\code program, Robert D. Swezey 


|told NAB’s regional conference 
here that the industry has to think 
jmore in terms of the common 
cause and less in terms of personal 
| profit and convenience. 

Mr. Swezey said he does not in- 
tenc to be a “programming czar” 
but that he will act as an in- 
|dustry conscience. “I expect to be 
ja nagging one until I think our 
| house is clean and in order, so that 
|we can stand and defend it in 
|good conscience,” he declared. 
| He said broadcasters frequently 
|have lost sight of the basic ques- 
tion, “Whether we ourselves are 
doing the right thing or the 
wrong thing. We have taken our 
eyes off the ball to watch the gal- 
lery. Consequently, we are not 
thinking or shooting as straight as 
| we should.” 

“We can never quiet all our 
critics; nor should we expect to,” 
Mr. Swezey said. “Some of their 
charges and requests are obvi- 
ously unwarranted. On the other 
hand, some are so well founded 
that only in hypocrisy can we deny 
|them.” # 


Elman Dissent Hits 
FTC Ruling Okaying 


‘Defensive’ Price Cuts 


WASHINGTON, Oct. 19—The Fed- 
‘eral Trade Commission ruled to- 
day that sellers can trim their 
prices in order to hold old cus- 
tomers, but they cannot give spe- 
cial prices to new prospects. 

The commission’s 4-1 decision 
said Sunshine Biscuits Inc., Long 
Island, had a right to match the 
discounts which competitors were 
offering to Cleveland grocers who 
handled Sunshine’s “Krun-chee”’ 
potato chips in 1959. But the com- 
mission contended Sunshine went 
beyond its rights when it offered 
similar discounts to stores which 
did not formerly handle “Krun- 
chee.” 

Commissioner Philip Elman dis- 
sented, charging that the majority 
erected an unwarranted and un- 
justified difference between “de- 
fense”’ and “aggressive’’ price re- 
ductions. 


® He said the commission’s effort 
to bar “aggressive” price reduc- 
tions leads to unworkable and eco- 
nomically unsound results. 

“The line between old and new 
customers is far easier to state 
|than to apply,” he said. “Does an 
|old customer retain that status for- 
ever, regardless of the infrequency 
or irregularity of his purchases? 
Suppose an ‘old’ customer trans- 
fers his business to another seller 
offering a lower price; how long a 
period of grace does the first seller 
have in which to meet the lower 
competitive price? If he waits too 
long, will the ‘old’ customer be 
regarded as a ‘new’ one, and hence 
unapproachable? If so, how long is 
too long? And if not, does it suf- 
fice if the buyer has at any time 


in the past been a customer?” # 
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Ads Don’t Do What Admen Say: Warne 
Anti-Ad Case ‘Insubstantial’: Harding 


| 


(Continued from Page 1) | “Weare not yet computing ma- | 
retailers” are “on the increase.” |chines,” said Mr. Harding. “Is it} 
With a somewhat familiar ring, | wrong to deal with people as they 
he objected to appeals to the “ir- really are?” 
rational and irrelevant,” to “sub-| He showed some Y&R commer- 
stituting tinsel for substance in |cials, commenting that they were | 
living standards,” to the “waste of successful, that they contained no | 
natural resources in the form of | misrepresentation or deception al- | 
unstable goods, built-in obsoles- though there may “be some ir-| 
cence, meaningless product differ- | relevance,” and he asserted Y&R | 
ences, wasteful distribution.” ‘could run a reel of commercials | 
He said arguments that these|like these any week in the year, | 
are necessary to support our eco-| without repetition, and “so could 
nomic system are arguments for|most other agencies in the coun-" 
an “industry-sponsored WPA, a/try.” 
gigantic make-work movement to 
keep our economic system func- 
tioning,” and urged it be called 
“by its real name, a make-work 
program.” 


| 
| 
| 


® He pointed out that the com- 
mercials had “helped both brand 
and total market.” 

He then took exception to the 
word materialism, conceding that 
admen find themselves practicing 
and professing materialism— 
“which happens to be conferring 
tremendous benefits to this coun- 
try and around the world. At the 
same time, the word materialism, 
through centuries of preachment 
from pulpit and classroom and 
lecture rostrum, has inherited as- 
sociations of crassness—selfishness 
and anti-intellectualism.” 

Mr. Harding repeated, “Adver- 
tising is just a fragment of the 
whole. In reality, you cannot sep- 
arate advertising from the busi- 
ness or social activity of which it 
is a part. Nor would we detach it 
if we could. Advertising is a busi- 
ness tool. A tool that produces 
sales for profit—that helps com- 
municate ideas to support desir- 
able social and business goals. Ad- 
vertising has proven effective in 
these functions . . . our economic 
contribution is very real. We help 
to generate profits and thus sup- 
ply the treasury with an impres- 
sive flow of corporate income. Our 
campaigns help to build sales— 
and to build companies.” 


@ In recent years, he feels, the 
flight from price competition to 
promotional rivalry has brought 
“fewer ounces in the package,” 
“lower quality control,” “increased 
promotional cost,” and a wave of 
mergers affecting middle-size as 
well as small companies when 
market survival depends on “mag- 
nitude of promotional outlay rath- 
er than of efficient production re- 
flected in lower prices.” 

Mr. Warne also sounded off at 
the claim that advertising makes 
mass production possible, assert- 
ing that mass production didn’t 
flow “from a copywriter’s pen” but 
was a “total cultural achievement.” 
In a consumer manifesto he sug- 
gested that broadcast media 
weren’t created for advertising; 
that the countryside belongs to 
consumers and shouldn’t be a “bill- 
board slum”; that newspapers and 
periodicals have central responsi- 
bility to readers, not advertisers; 
and that efforts to improve ad- 
vertising have been “notoriously 
ineffective.” Mr. Warne thinks ad- 
vertisements should be a warranty 
to the purchaser; that the burden 
of proof should rest with the sell-|# He also took the opportunity to 
er; that claims should be accurate |defend his colleagues, “the dedi- 
and complete in all essential de-|cated professionals” who are “as 
tails “and should be a full dis-|informed, competent, colorful, 
closure of ‘merits and demerits’”;| public spirited as any group we 
and that advertising shouldn’t be/| deal with.” 
poised “on the slippery edge of “No fast-growing business or 
irrelevance, misrepresentation and | profession,” he said later, “ever 
deception.” |has been free of critical comment, 

/nor has it ever won as much ap- 
se Mr. Harding dismembered his|proval as it may have wished. 
prepared speech to take note of This is true of lawyers, doctors, 
Dr. Warne’s attacks and reply: | business men in general, pre-rock- 

“Dr. Warne has expressed a cas- et scientists and even educators. 
cade of critical opinions, not sim- | America is criticized at home and 
ply on advertising, but on the/abroad for many things, but un- 
economic environment of advertis- derlying the critical comment is a 
ing. His comments got into the|misunderstanding of our tremen- 
area of our national purposes and | dous and rapid growth.” 
our way of life. Critical attitudes| He quoted Marion Harper Jr.’s 
about advertising are, in actual|recent speech in Chicago to point 
fact, expressions of views about/out that the $12 billion spent in 
modern business and society in| advertising contains much normal- 
general. Opinions about advertis-| ly thought of as editorial informa- 
ing cannot be separated from the tion. 
times in which we find our- 


selves ... s Finally, he asked if an adver-| 


“Advertising is associated with tising sponsored make-work pro- 
a whole way of life that is on a gram isn’t preferable to a gov- 
far more privileged level than ernment make-work program. And 
simple survival—a life of multiple he pointed out that the $12 billion 


choice—a life that affords recrea- advertising expenditure which| 


tion—a life that affords leisure as shocked Dr. Warne would prob- 
a reward for making a living. ably be $25 billion in 1970, when 
GNP is predicted to reach $700 
s “Advertising is indeed associ- billions from the $503 billions of 
ated with television entertainment 1960. “In spite of our critics, there | 
—with a certain level of frivolity seems to be little real substance | 
—certainly not with goals of re- to the case against advertising,” | 
straint or austerity, or denial of he said flatly. “Indeed, on the true 
present satisfactions—or our long- facts—on our future needs—the 
term aspirations as a people. Since case is all the other way.” 
the times are likely to continue Dr. Warne made no rejoinder, 
to present serious threats, adver- primarily because the session had 
tising will continue to suffer some ended and the chairman adjourned 
reproach.” the meeting. However, there were 
He then scoffed at Mr. Warne’s conferees rushing to the table to 
belief that behavior should be di- get a word in, including some edu- 
rected entirely by reason—‘“that cators who apparently felt that the 
it’s wrong somehow to persuade session should have continued un- 
people through other appeals.” der any circumstances. + 
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HOW IT WAS SPENT—Benton & Bowles used this chart in its presenta- 

tion to the Florida Citrus Commission. It shows how the advertising 

budget was broken down for various citrus products during the 
1961-1962 season. 


Florida Citrus 
to Tell Agency 
Decision Oct.27 


(Continued from Page 2) | 
moving through commercial chan- | 
nels is assessed 6¢ a box. By rais- 
ing the per-box tax 2¢ a box, and 
assuming a 30,000,000-box total, 
some $600,000 extra could be 
raised—although it would require 
a referendum among citrus people. 


| 


® Florida Citrus Mutual, which 
represents more than 25% of the) 
state’s growers, has confided that 
it would like $100,000 of the theo- | 
retical sum to be posted for market | 
research. The $500,000 remainder, 
according to some sources, would 


| Minute Maid), and the others split 


\here last week (presentations of 
|B&B, Bates, L&N and Campbell- 
|Ewald were presented in summary 
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in the effort to select an agency. 

There were no clear indications 
on which citrus interests were 
rooting for which agencies, but 
one official said the growers leaned 
toward Benton & Bowles, the froz- 
en concentrate group toward Bates 
(by virtue of its 12 years with 


in favoring Lennen & Newell and 
Campbell-Ewald. 


® Here’s how Kastor, Hilton, Ches- 
ley, Clifford & Atherton; Keyes, 
Madden & Jones; and Grant Ad- 
vertising made their presentations 


last week): 


Kastor, Hilton 


In a 130-minute presentation, 
Kastor, Hilton told the commis- 
sion it would set up an “Operation 
Headquarters’—a group cf top 


be ticketed for merchandising cit- 
rus. It has been said that Citrus 
Mutual, plus canners and fresh 
fruit shippers, is “extremely in- 
terested” in more in-store efforts 
all around. 

Such unanimity, however, was 
absent when the chips were down 


food chain executives which would 
be a sounding board and a sales 
potential for the citrus men. This 
group would “increase the move- 
ment of citrus” and give the com- 
mission “an entree you can take 
advantage of.” 

The concept was spelled out by 
|Peter Hilton, president of the 


Shaw Resumes — 


Presidency as 
Guerrant Resigns 


(Continued from Page 1) 
as an exec vp. The agency has an-| 
other exec vp, Charles Allen, for- 
merly a vp, who was promoted to 
the job earlier 
this month (AA, 
Oct. 9). 
® Mr. Guerrant 
was named 
president of the 
agency a year 
ago (AA, Nov. 
14), succeeding 
Mr. Shaw, who 
moved up to 
board chairman. 
Mr. Guerrant, 
who joined the 
Shaw agency in 1951, plans to leave | 
on a European trip next week, and 
when he returns he will join an 
undisclosed Chicago agency as 
president, ADVERTISING AGE learned. 

Management of the Shaw agency 
will now be handled by an execu- 
tive committee composed of Messrs. 
Shaw, Brand and Allen; Herman R. 
Anderson, who was promoted to 
senior vp two weeks ago; Sigmund 
T. Seaman, vp and secretary; and 
William C. Pullman, vp. + 


Perry L. Brand 


|\“eame here with no histrionics, no 


agency (and founder of Snow Crop 
Marketers), who shared presenta- 
tion honors with Robert L. Haag, 
exec vp and former president and 
publisher of Everywoman’s Mag- 
azine. Completing the Kastor, Hil- 
ton delegation were Willoughby S. 
Chesley Jr., agency co-founder and 
“parttime resident of Stuart, Fla.”; 
Franklyn Ferry, senior vp in 
charge of merchandising and for- 
mer ad manager of the Grand Un- 
ion chain; Philip Clark, research 
director, and Paul Hoy, vp of its 
Miami shop. 


e Mr. Hilton said his agency 


jingles, no tv. Just a lot of common 
sense about moving products 
through retail grocery channels, 
and that’s what I think you’re 
looking for.” 

He added: “We’re lean, hungry 
and fast moving; still building a 
reputation, not coasting on one. 
We have no loners, no solitary 
geniuses; we're all shirtsleeves 
workers.” 


® Kastor, Hilton recommended 
“selling citrus, but not against 
each other. They should compete, 
but only at the retail level, and 
against every other competitive 
brand.” 


“The key is simple and obvious,” 
said the agency. “Your products 
are the retailer’s products. But his) 
hands are tied because he doesn’t | 
have a program. Past programs) 
failed to do the job. In the case of! 
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your present agency, it’s what they 
haven’t done, instead of what 
they’ve done.” 

Mr. Hilton said, “Whenever 
there’s been a crop approaching 
even normal size, it has been nec- 
essary to add stimuli in addition to 
the advertising—namely, disas- 
trous price cuts that leave little 
or no profit for the grower, proc- 
céssor or retailer.” 

Sending ad plans with media 
schedules to retailers, Kastor, Hil- 
ton went on, is “a waste of time” 
because “although 65% are famil- 
iar with them, fewer than 5% use 


-| them.” 


Then KHCC&A showed heroic- 
size color ads. Each had a dramatic 
“human” photo situation: A tou- 
sled-hair boy in sandlot baseball 
garb; a mother taking a mid-after- 
noon “citrus break”; a construction 
worker swigging orange juice for 
lunch; two boys tearing into grape- 
fruit sections; an interne, still in 
cap and gown after an operating 
room session, tilting a glass of 
orange juice as a pickup; and a 
sprawling teen age girl—on the 
phone, with glass held high. 

Headlines were identical: “Citrus 
for Fitness/All Day/Every Day.” 
The agency made a logo out of a 
circular cross section of citrus 
fruit, surrounded by a list of vita- 
mins and nutrients, for the corner 
of each ad. “Nature’s biggest food 
bargain” was in all the copy. 


® Mr. Haag proposed a second ad 
campaign—a $1,000,000 Florida 
Citrus Sweepstakes. This would 
offer consumers prizes ranging 
from a home to a tv set, and could 


For photographic coverage 
of the Florida Citrus pre- 
sentations, turn to Page 112. 


become an annual “bonanza” traf- 
fic-builder instead of a “sometime 
thing.” 

Other promotions would be via 
tie-ins “with companies which 
would dearly love to have what is 
beyond their reach—unusual en- 
tree to top-level policy making re- 
tailers, in ‘Operation Headquar- 
ters’,” Mr. Haag said, mentioning 
that Knox, Pet Milk, Columbia 
Coffee and Carter Products had 
indicated a “willingness to coop- 
erate.” 

If Kastor, Hilton received the 
business, it would add “three top- 
flight grocery merchandising men: 
One for corporate chains, one for 
voluntary cooperatives and one for 
independents.” 

Mr. Hilton said the agency, head- 
quartered in New York, had a 
fully staffed Toronto office and a 
Miami service office working 
mostly on Grand Union and Grand 
Way discount centers. 

He said the agency has doubled 
in size in the past four years. Half 
of this came from existing ac- 
counts. Nearly 70% of its billings 
is in package goods; this week it 
was testing products in 54 cities. 


Keyes, Madden & Jones 


Keyes, Madden & Jones’ presen- 
tation kicked off the Thursday 
session and put commissioners in 
a jovial mood. Quipped Howard 
Jones, president: “I’ve never met 
Charlie Brower, but I’m indebted 
to him.” He referred to Mr. Brow- 
er’s agency, Batten, Barton, Dur- 
stine & Osborn, withdrawing from 
the solicitation, thereby creating an 
opening into which Keyes, Mad- 
den slid. 

The agency pivoted its talk on 
an elfin-type character that would 
be used for Florida citrus the same 
way Speedy Alka-Seltzer goes to 
work for Miles Laboratories. 
(“They think he’s a million dollar 
idea; yours will be too.”) A four- 
foot diameter orange, with smil- 
ing face and leafy-green hair, was 
set up on stage. 

Keyes, Madden proposed that 
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the character (“we can name him |it is “not a branch office, but a 
in a contest”) be used for print | complete agency.” 

and broadcast; outlined the char- | 
acter’s “broad” reach to children economy themes, Mr. Dey said fresh fruit portion was swept aside, 
and adults; and promotional ad-|Grant-prepared ads would be “We still think fresh fruit is the 
vantages at point of sale. “powerful, resultful and produced economic base of the industry.” 


Grant studied the citrus situa- 
| tion seven years, Mr. Dey went on. 


by Floridians for the benefit of| In the 1955 presentations, he) 


s Mr. Jones said the citrus indus-|all Florida.” Obtaining the ac- | continued, Grant recommended a 
try has “been hanging its hat” on count, he said, ‘would be the/|slogan, “Linking Florida citrus 


vitamin C, and “needs a change.” | equivalent of a new industry mov- | with the health state. We were the. 


Paul Mathias, vp and general mer- ing into the state,’ with suppliers|only agency to do so. Six years 
chandising manager, said “Grape- reaping a benefit.” later we still feel the same way. 
fruit has to get with it,” especially | It is refreshing to see, in your ad 
to younger groups. He said the |, 
U. S. has 50,000,000 weight-watch- 
ers, 66% of them women; but 


3,000,000 of these are underweight, 


|tween art and production costs in | OUT profession concur with our 
Florida and New York. First oad bem = if a little belatedly,” 
: /had flashed on the screen a Citrus Mr. Dey said. 
, ree Py Keyes, Mad- ‘Commission four-color maaieisinie| 
female: hecdligg wend. eyo ns | ad, showing a little girl in a rain-|= Grant ads sought to (1) build 
get rid of 200 calories’ b ths coat; the product was frozen| grapefruit as a “fun product” in- 
knee bends (whew). Y. y : orange juice concentrate. |stead of one for “old ladies,” and 
rid of 200 pent by uatine ofeee- | “This cost ‘$9,726 in addition to, ( 2) “convince younger mothers it 
fruit instead (aah).” Pray Bagge ony to your files,” said | is good.” Said one three-line head 
Keyes, Madden came up with a/| r. Dey. Next he showed an ad | below a cartooned child, his face 
’ Pp ‘ for a Grant client, Chris Craft. | half covered with up-raised grape- 
polyethylene bag for oranges: The «The pill is $3,055—-a net savings | fruit: 
header had room for the elfin- 


e : of $6,671 on just one ad. That’s a| “Grapefroofs is good, mom.” 
—— wba beconers s oe lot of money to be paid out just| “Grapefruit are good, son.” 
. — pay you %0 | for geographical reasons.” | “They sure is.” + 
use.” Added Mr. Mathias: “And 


with the right point of sale pieces, 


Leaning toward home town and! Though its 1960 attempt for the | 


He made direct comparisons be- | in this week’s Life, that others in| 
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Schram Adds Flit Insecticides retail sales promotion department 


vertising for the Flit line of insec- | 
| ticides by Black Leaf Products Co., 
Chicago. Flit household insecticides | 
now will be manufactured, sold and | 
advertised in the U.S. by Black) 
Leaf under license granted by| 
Humble Oil & Refining Co. The | 
Flit account formerly was handled | 
by McCann-Erickson, New York. 
Schram has been handling the) 
Black Leaf account. The Flit line 
reportedly billed in excess of $100,- 
| 000 last year. 


Ward Splits Promotion Unit 
Montgomery Ward & Co., Chica- 


go, has realigned its sales promo- | 
tion division to form two new} 


divisions. The retail sales promo- 


tion division will be headed by 


|E. M. Powell, formerly general 
sales promotion manager. The cata- 
|log sales promotion division will 
be managed by C. F. Higgins, cata- 
{log merchandising specialist. The 


Schram Advertising Co., Chicago,|4@S been redesignated the retail 
/has been appointed to handle ad- | @@Vvertising department. 


DIE ERSTE* 


In any language, 

The Cedar Rapids Gazette 
is lowa’s Ist newspaper 
in total advertising 
linage and provides 

95% coverage of lowa's 
2nd largest market. 


Represented by 
Allen-Klapp Co. 


*DIE ERSTE means First in German 


you’ll have an entree to chains, 
because your materials are also 
theirs.” it’ a 
= The agency proposed that the 
commission spend $2,777,000, now 
through June, like this: $500,000 | 
in supplements and magazines as | 
a “national umbrella;” $500,000 | 
in tv, based on sales market analy- 
sis; and “hit-and-run” media buys | 
for the balance, wherever oppor- | 
tunities existed. “We may find it | 
necessary to send media buyers | 
anywhere in the U. S.” 
It urged buying space in scho- 
lastic and religious publications; | 
and suggested class magazines for | 
sales of, say, frozen grapefruit | 
juice to pinpointed markets. 
Keyes, Madden’s eight-man team 
included Mr. Jones, who would 
manage the account; Jack Wood, 
vp of its Miami office, who would | 
be account supervisor; Dale Mehr- 
hoff, vp, who would be account 
executive in Lakeland; Mr. Ma- | 
thias; Clyde Nelson, vp in charge | 
of media; and Harry Goldsmith, | 
Miami account executive, who} 
would assist at the drug distribu- 
tion level. 


Grant Advertising 
Grant Advertising, which un- | 
successfully tried to get the fresh | 
fruit slice of the commission’s busi- 
ness in 1960, and which also was 
on hand for the 1955 presentations, | 
made a 112-minute try at the 
Wednesday afternoon session. 
Nelson Mason, vp of the shop’s 
Tampa office, introduced the agen- 
cy’s chairman, Will C. Grant, who 
described “our agency’s structure 
as built differently from most.” 
Grant’s Florida facilities, he said. 
would permit the citrus men to 
buy “finest quality advertising at 


WRITE FOR YOUR COPY 


lower cost to you, and therefore 
permit you to purchase more cov- 
erage with the same budget.” 
Mr. Nelson returned to say 
Grant was started by one man in 
Dallas in 1935, billed $40,000 then, | 
and “the same man is chairman | 
and chief executive officer.”” Agen- 
cy billings now are listed as $50,- 
000,000-plus, he added. It has 30) 
international offices, all owned by | 
officers and their families; its 38) 
offices girdle the globe, and all’ 
but two are departmentalized. If | 
Grant won out in Lakeland, some | 
13 of these would help market. 
and ‘advertise citrus. 
s Grant would appoint a regional | 
account manager in each, and 
these would help citrus merchan- | 
dising managers conduct sales 
meetings. The regional roster 
would report to Florida headquar- 
ters in Miami, and Grant would 
set up a Lakeland service office. 
Miami would direct the show, from 
plans and programs to production. 
John A. Dey, exec vp in charge 
of the Miami office, stressed that. 


important new customers. 


ating industrial publications . . 


they like it presented. 


Advertising techniques that get new business . . . how successful 
advertisers locate hidden buying influences, discover new and 
different product applications, measure market potential, sell 


Also contains helpful data for agencies and advertisers in evalu- 
. what industry’s most active 
buying group reads, the type of information they want, how 


Complete with latest data on N.E.D. market coverage and proof 
-of N.E.D.’s effectiveness in helping advertisers get more sales in 
all industrial markets. Write for your free copy, today. 


A |.PENTON | Publication, Penton Building, Cleveland 13, Ohio 


&» 


Industry's Leading Product News Publication 


Now over 88,000 copies (total distribution) in over 46,700 industrial plants 
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Facts, Color, Evangelism .. . 


Agencies Woo 
Florida Citrus 


LAKELAND, F.ia., Oct. 20—When $3,000,000-plus of billings goes 
up for grabs you'll find plenty of agency brass—and ideas—trying 
to nail down the prize. The catch, though, is that presentations 
usually are made behind closed doors and nobody finds out what 
went on. 

Not so with the Florida Citrus Commission. This state body in- 
vited agencies (including the incumbent) to parade their argu- 
ments in full view of the commission and public (for other news of 
the presentations, see Page 2). 

On hand were ADVERTISING AGE’s Robert Heady and Dan San- 
born, Sanborn Photo Service, Lakeland, who took these pictures as 
agency men went after Florida’s juiciest account. 


P.O.P.—Vp Paul Mathias reveals 
point of sale card with 12¢ off. 


Ep 


CITRUS SALESMAN—Puckish character pervaded seéius—With evangelistic fervor, 
KM&J Keyes, Madden & Jones presentation and pro-_ president Howard Jones sums up 
posed campaign. Here he pops out on stage. his case for KM&J. 


, 2 ‘ mW gal 9 Sp EES f ; 1F DE TS ARE TO TG. . 
RESEARCH APPROACH % os 


Ask your —— 
a FOR MARKET PLANNING | cs A 


presscepe poor | which of these they would 

“s . ! 
fesscaes ee ee. |e prefer you to drink 
Determine Market WHAT TO SAY Location and Product 


Potential ear Valves: Sn do Availability ; i “a . 
Trends of 4 Effect of Pricing - - 
Current Sales Consumer Opinions = 
by about the Product ed eevee 2 . (a Glin hapa masa 


FicERY—L&N president Adolph Toigo 
fires volley of sales points. 


Markets Determine Most | Evaluating 
SOmping, etn at 
ogee of and Wants Strategy Ape erp a = : 
Budget by Markets sale _ oo = 
Competit HOW TO SAY IT Test Markets = ' = 
Activities Test of different = = 
ideas a x 


re | 


, Yost Marketing Enjoy delicious FLORIDA Onaunge Juice 
eae ae Sa Me ad $ : a he 5 


“ae “Post-lesting ee OTT ian : aa 
STRATEGY—Media direc- PLAN OF ATTACK—Lennen & Newell media suggestions, including WHICH?—Proposed L&N campaign MOUTH-WATERING—Health angle 
L&N tor Herb Zeltner out- heavy spot tv (allowing switch of commercials if certain citrus batters competing drinks—cola, combines with appetite appeal for 
lines L@N scheme. shipments were held up), were part of above over-all plan. ginger ale, root beer. grapefruit, other citrus fruits. 


PNOUPLICATED-aunience 2 
EA 
(15 Years & Older) CHED 112,385,000 


US. CoveRAcE 
AVG.No. OF EXPOSURES PER PERSON 191 


IN?—B&B’s Atherton Hobler, Har- 
9 ry Warren, Ross O’Brien, Bob Lusk. 


UNDUPLICATED HOUSEHOLDS REACHED 50,008000 
U.S. COVERAGE 


é et ee es * s ae 
INCUMBENT’S TURN—Benton & Bowles, out to continue its U. S. COVERAGE—The kind of audience B&B would reach with pro- END—By the time the presentation 
B&B six-year hitch with Florida Citrus, shows latest Starch posed drive is shown on film. Atherton Hobler, executive committee ended, 38 B&B ads lined the audi- 
scores on a B&B magazine campaign. head in group at right, was big factor in landing account in 1955. torium walls. 


TENSION—Listening (Il. to r.): Bates’ Robert Nicholas, William 
Musser; C-E’s Walter Selover, Betty Skelton, John Forshew. 


GREATFRUIT—Campbell-Ewald showed 50 differ- SOFT-FOCUS FRUIT—A Campbell-Ewald ad included LONG RANGE SELL—Ted Bates & Co.’s hard-selling 
C-E ent ads. Kensinger Jones, senior vp and creative a magazine ad with dreamy, soft-focus, close-up Bates presentation included a summation of the citrus 
director, here discusses store poster. photo of fruit that “whets the appetite.” industry’s long range problems, seen by Bates. 
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Fels’ $4,000,000 
Account to Manoff 


(Continued from Page 2) 
travel to out-of-town clients. Of 
the nine accounts—all in the gro- 
cery field—three are New York- 
based. 


® Fels’ switch to a “smaller agen- 


cy” than Aitkin-Kynett (about 
$15,000,000) comes as no surprise 
to admen who know the account’s 
ramified history. Fels has hired | 
and fired several small shops. 

Fels appointed McKee & Al-| 
bright to introduce its then .new | 
liquid detergent in July, 1951.) 
At that time the remainder of the) 
account had been handled for more | 
than eight years by H. H. Du Bois, | 
formerly S. E. Roberts Co. (AA,) 
July 23, 1951, et seq.). 

In February, 1952, Fels switched 
the rest of its $1,000,000 account 
to McKee & Albright. Less than a 
year later it named Town Adver- 
tising, an agency which at the 
time was not accredited by Period- 
icals Publishing Assn. 


| 


= Town Advertising’s partners | 
parted in 1955, with Sol E. z. »row 
forming S. E. Zubrow Co., and 
Albert Eisenstat organizing Mar- 
keting & Advertising Associates. 
S. E. Zubrow retained the Fels 
billing. 

Again within a year, Fels named 
a new agency, this time Aitkin- 
Kynett, which was described to 
ADVERTISING AGE this summer as, 
“the right hand” to the entire new 
marketing team headed by youth-| 
ful David C. Melnicoff (AA, Aug. 
7). 

Although Aitkin was committed 
to operating so closely to the com- 
pany as to know “even the type of 
music played by each disc jockey | 
on each station in each market,” 
the present switch reportedly was 
triggered by Aitkin’s inability or 
refusal to supply even more mer- 
chandising services on the soap 
account. 


® While Manoff will not establish 
a Philadelphia office to serve Fels, 
the agency will more than double 
its personnel specifically to handle 
the advertising, merchandising and 
sales promotion services the client 
wants. 

Mr. Melnicoff has been talking 
to agencies since last January, even 
though he had not issued invita- 
tions to solicit the account, AA 
learned. He had considered as- 
signing new products to one or 
two other agencies, in order to 
lighten the load on Aitkin-Kynett. 
But Manoff’s willingness to ad- 
just to Fels’ regional marketing 
pattern is considered to be the 
major reason for keeping the en- 
tire account in one shop. The 
market-by-market policy will pre- 
vail, Mr. Melnicoff said, although 
the company will continue to ex- 
plore network radio and tv as 
they may fit into this plan. 


s Aitkin-Kynett’s announcement 
ascribed its resignation to “differ- 
ences with Fels regarding new 
marketing philosophies of the com- 
pany,” and added that in 1961 
Fels & Co. will achieve the highest 
sales volume in its history “at the 
lowest advertising cost per case 
since 1957.” 

Mr. Melnicoff termed the agen- 
cy’s statement as “basically ac- 
curate.” He admitted that the com- 
pany will enjoy record sales in 
1961 but would not comment fur- 
ther. + 


Kaufman Joins Dole 

Laurence G. Kaufman has joined 
Dole Corp., San Jose, Cal., as ad- 
vertising production coordinator. 
Mr. Kaufman was formerly an 
account executive of Richard N. 
Meltzer Advertising, San Fran- 
cisco. 
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Cauley, Seven Others Advertising, and Wendell S. Abern, | Spronck will continue as editor of 
Join Edward H. Weiss formerly with oe Advertising, the magazine, a post he has held 

1 _|as copywriters, and Richard Klan-| since 1958. r o/s 
Pings A Sgr Magy reece | formerly with Young & Rubi-| sy 
vp and account supervisor on the ©#™ San Francisco, as an art di- Alberto-Culver Sets TV Push 


| rector. Alberto-Culver Co., Melrose | MORE READERS 
Park, Ill., is using a multi-million 


Kings Men account. He previously | 
| dollar spot tv campaign, in addi- 


was a marketing executive on Lis- | 

terine for Lambert & Feasley, and Becht & Blomeyer Adds Troy for your highway signs 

a group head at Batten, Barton, | Becht & Blomeyer, Peoria, IIl.,| tion to network tv, to introduce na- | y & y 4 

Durstine & Osborn. has been appointed to handle ad-| tionally Get Set, once-a-week hair- 
Others who have recently joined | vertising for Troy Laundry Ma- setting lotion. Alberto-Culver will 

the agency include H. W. Shepard, | chinery and Troy Laundrite, divi- | promote its new product on 19 net- 

formerly manager of color televi- | sions of American Machine & Met-| work tv programs. Compton Ad- 

sion sales development for RCA als, East Moline, Ill., effective Jan. | vertising is the agency. 

Sales Corp., as a vp and account|1l. The accounts formerly were) : 

supervisor; Edward A. Atwood, | handled by L. W. Ramsey Co., Chi- | Borden Appoints Brogan 

formerly advertising director of| cago and Davenport. Borden Foods Co., New York, has 

Vulcan Materials Co. and Mead At- | 


; : : ® 
appointed J. Ferris Brogan director | 
lanta Paper Co., as associate ac-|Conover-Mast Promotes Two of advertising and promotion for 
count supervisor; Robert E.Immen,| Conover-Mast Publications, New | the international division. Previ-| 


formerly with Simoniz Co., and! York, has appointed Michael A. | ously secretary of the International 
Harry Croswell, who formerly op-| Spronck publisher of Construction| Assn. of Chain Stores, he joined REFLECTIVE LauiD 

erated his own bottling plant in| Equipment, succeeding Richard A.|Borden in 1957 and most recently Minnesota Mining & Manufacturing Co. 3m 
Texas, as account executives; Den- | Gagney, vp, who has been named a| was assistant marketing manager, Dept. RCW, St. Paul 6, Minn, 
nis Altman, formerly with North’ corporate staff vp, a new post. Mr.' milk based products. 


“Codit” Reflective Liquid gives your 
highway “tacker’ signs the power to 
impress motorists at night—without the 
cost of lights! Signs reflect light from 
oncoming cars. You get 50°7, more readers 
than with daytime-only signs, because 
Y, of all traffic travels after dark. 
WRITE FOR FOLDER AND 
FREE DEMONSTRATION SAMPLE 
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en ase 


when you think of 


Opportunities come in big sizes! Business activity forecasts 
published in Sales Management have consistently ranked 
Phoenix as a “Preferred City of the Month.” 

This means that business activity in the Phoenix area 
keeps soaring well above the national average. __ 

In fact, Phoenix has enjoyed the “Preferred City” 
distinction for the PAST 45 CONSECUTIVE MONTHS! 
(Only six cities in the United States have 
remained on the “Preferred City” honor roll 
for so long a period.) 

Fifty-seven cents of every retail dollar 
spent in Arizona BUYS in Metropolitan Phoenix, 
where nine out of ten families read and 
respond to the advertising of 
The Arizona Republic and 
The Phoenix Gazette. Investigate! 
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REPUBLI 


Morning and Sunday 


Evening 


WRITE OR WIRE NATIONAL ADVERTISING DEPARTMENT, BOX 1950, PHOENIX, ARIZONA. REPRESENTED NATIONALLY BY KELLY-SMITH CO. 
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HELP WANTED 


HELP WANTED 


HELP WANTED 


size and frequency apply. 


POSITIONS WANTED 


Rates: $1.50 per line, minimum charge $6.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; up 
line. Add two lines for box number. Replies are forwa 
line: Copy in written form in Chicago office not later than noon, Wed 
days preceding publication date. Pacific Coast Representative (Classified only) : 
Classified Departments, Inc., 4041 Marlton Ave., Los Angeles, 8. Axminster 2-0287. 
Closing deadline Los Angeles: Monda' 
Display classified takes card rate of $19.75 per column inch, 


Advertising Age, October 23, 1961 


© & lower case 40 per 
ed daily. Closing dead- 
nesday 5 


noon, 7 days precedi publication date. 


card discounts on 


REPRESENTATIVES WANTED 


SALESMAN OR WOMAN-—High 
Sell art & adv. 


comm 
Full or pt. Time. gd 
Oppty. 


Box 5344, ADVERTISING AGE 
630 Third Ave.. New York 17, New York 


i COPYWRITERS & ARTISTS 
'find jobs quickly 
|Persennel...and all they pay is $10. 
|No employment fees. For details about 
this i service, WRITE to: 


Expanding Midwestern agency needs A 
CREATIVE ADVERTISING COPYWRIT- 
ER who can arrange the above to excite, 
explain, convince, sell. A man who can 
come up with The Big Idea, then follow 
through with believable, memorable copy. 
If he has experience in heating and air 
conditioning copy, all the better. We of- 
fer a creative environment, a chance to 
reach your fullest potential, good salary, 
good benefits. Our own staff knows of 
this advertisement. Interested? Then send 
a resume with salary requirements and 3 
represenative no-return samples to: 

Box 5345, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 

ADVERTISING ASSISTANT 
Degree in journalism or major in adver- 
tising. Experience in working with agen- 
cies; some creative writing background. 
Age 28-33. Write full details to A. W. 
Moise, Ralston Purina Company, Checker- 
beard Square, St. Louis 2, Mo. 


ART DIRECTOR for medium size Ohio 
valley adv. agency. Make own roughs, 
know type, etc. Unite experience, age, 


etc. $10,000 up 
Box 5346, ADVERTISING AGE 
200 E. Illinois St.. Chicago 11, Illinois 
ASST. ADVERTISING MANAGER 
Well known Chicago concern engaged in 
manufacture of valves is seeking local 
young man with experience in planning 
and directing sales promotion, advertis- 
ing, and direct mail programs. Job re- 
quires excellent letter writing and con- 
tact abilities. Age 30 to 40. College degree 
or commensurate experience preferred 
Send resume and salary requirements 
Box 5348, ADVERTISING AGE 
200 E. Illinois St.. Chicago 11, Illinois 
SPACE SALESMAN 
Major multi-magazine industrial publish- 
er has opening for experienced, young, 
aggressive space salesman, in important 
Eastern territory. Our staff has been 
advised of this 
Box 5349, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING COPY SUPERVISOR- 
Challenging opportunity in Pittsburgh as 
Copy Supervisor in ad dept. of national- 
ly-known manufacturer of electrical 
wires and cables. Creative writing ability 
with knowledge of production essential. 
Should have minimum of three years’ 
industrial advertising experience. Excel- 
lent salary and growth potential. Give 
complete resume, including salary _ re- 
quirements and availability 
Box 5319, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
WRITE for free copy, “National Employ- 
ment Reports’. Describes hundreds of 
$7,000-$35.000 Executive job openings. 
National Employment Reports, 1065 W. 
Adams, 830-G, Chicage 3 


STRICTLY AD PERSONNEL 
60 East 42nd St. New York 17, N.Y. 
Or phone for appointment: YU 6-6947 


| 
through Strictly Ad 


ACCOUNT EXECUTIVES 
find jobs quickly through Strictly Ad 
Personnel...and all they pay is $10. 
No employment fees. For details about 
this unique service, WRITE to: 
STRICTLY AD PERSONNEL 
60 East 42nd St. New York 17, N.Y. 
Or phone for appointment: YU 6-6947 


| COPYWRITER 
|For our growing, medium size, south- 


western New York State agency. Several | 


years of agency copycontact experience 
handling industrial accounts absolutely 
necessary. You must be a self starter—a 
man that 


positive, salesminded style. 
interested in 
|atmosphere with young and enthusiastic 
| creative talent, send us a resume, realis- 
| tic salary requirements, a small snap shot 
and a few examples of your work 
Box 5217, ADVERTISING AGE 
630 Third Ave., New York 17, New York 

CIRCULATION MANAGER 
Growing multiple business magazine pub- 
lisher needs experienced circulation man 
who can write convincing mail promotion 
and capable of supervising fulfillment 
operations for both ABC and BPA pub- 
lications Midwest location Attractive 
salary, profit sharing, pension, group 
insurance and other fringe benefits. Give 
age, experience and salary required in 
first letter 

Box 5318, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 

ADVERTISING ASSISTANT 
National manufacturer of laminated 
structural members seeks young aggres- 
sive college trained man. Located upper 
Wisconsin. Assist in planning & execut- 
ing overall advertising & promotion pro- 
gram, coordinate programs with agency 
Some copy and layout. Send resume and 
salary requirements to: 

Vice President, Sales 
UNIT STRUCTURES, INC. 
Peshtigo, Wisconsin 


If 


can develop and write ads, | 
catalogs, direct mail, publicity in a clear, | 
you are | 
working in a stimulating | 


POSITIONS WANTED 
ARTIST SEEKS JOB IN ATLANTA 
Chicago illustrator (and layout) age 31, 
yrs broad adv. exp. on nat. 
Wants position in ad agency, 
similar. 
Box 5350, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


WHITHER COMMUNICATIONS? 


studio or 


| 


| 


| 


Want more original ideas? 9 yrs. writing | 


in PR, advertising and editorial fields. 
Heavy blue chip co. exp.—some agency. 


Must be creative writing job. Young 
eee, female. B.A. degree. NYC 
only. 


Box 5351, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
ADMINISTRATIVE ASSISTANT 
TO PUBLISHER 
30 years experience all phases magazine 


publishing Solid background editing, 
production, circulation, space-sales, both 
shirtsleeve and administrative. Seeks con- 


nection where he can earn at least $7800 
and render service worth much more 
Vigorous 59. Employed but desires more 
challenging position 
Box 5352, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
CREATIVE, TECH. AND MGMT. 
EXPERIENCE IN ONE PACKAGE 
Own a small business, but seek a greater 
challenge. Deg. in science with college 
teaching and industry experience. Age 34 
Adv & sales prom. ability with versatile 
background in visual presentations. Your 
position must offer mgmt potential. Make 
reply informative, please. Thank you. 
Box 5353, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ELECTRONIC SPACE SALESMAN want- 
ed immediately for Chicago territory. 
Must be familiar with accounts and 
agencies and have knowledge of indus- 
try. Salary commensurate with ability 
|} and experience. Many benefits including 
pension. Apply by letter giving complete 
information including personal data, busi- 
ness experience, earning record, recent 
photo. Replies held in strictest confidence. 
Sutten Publishing Company Inc. 
172 Seuth Broadway 
White Plains, New York 
j A SERVICE 
for the articulate deiasithicmgenneniedl and 
their cohorts 
Molene Personnel 


"105 W. Adams 


ANdover 3-4424 Chicage 3 
EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
| Publishers Employment 
|14 E. Erie St, SU 17-2255, Chicago 


who 
greener 


The grass is greener at 
dollar central agency i 


Profit sharing, bonus, i 


ness. 


Box 979, Advertising 
Chicago 11, Illinois. 


To a farm copy writer 


with important national accounts in the farm 
field—from antibiotics, 
storage bins and tractor heaters. 


If you know the American Farmer of 1961... 
possess a sixth sense for selling same . . . write 
farm copy for print and air media that’s lively, 
persuasive and knowledgeable . . . then this may 
indeed be your lush green pasture. 


How green? If you measure up so will the salary. 


you'll live in America’s most beautiful residential 
area in a city where agriculture is the +1 busi- 


Sound good? Then please send detailed outline of 
your record with samples of your print, and air 
media plus recent photo and salary desired. Write 


seeks 
pastures 


this growing, ten-million 
n the Heart of America 


fencing, crop dryers to 


nsurance incentives. And 


Age, 200 E. Illinois St., 


ACCOUNT EXECUTIVE 
Responsible A/E for Chicago industrial 
agency. Strong in construction advertis- 
ing. Can bring some billing. 

Box 5354, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ADV-SALES PROM. MGR. 
20 years exp. creating award-winning ads 
and promotions, all types products. Have 
created single promotions that sold more 
than $1,000,000 merchandise. Now with 
too large corporation, would like medi- 
um-size firm, preferably in South. Mature 


—42—hard working. Salary required: 
$13,000. 
Box 5355, ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Illinois 
SMALL AGENCY COPY/CONTACT ... 
AD. MGR. LOW BUDGET ADVERTISER 
Seasoned pro wants long-range challenge 
in either. Highly creative . complete 
admn. exp. and know-how. 14 yrs. top 
agency and mfgr. exp. Chicago area pref., 
but will consider relocating. Avail. now! 
Phone for action: (312) 748-2852, or write: 

Box 5356, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
STUDIO REPRESENTATIVE 
Established clients 
| tion with aggressive group 
Box 5358, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ART Director/Designer seeks staff pos. 
or free lance. Creativity, versatility, de- 
pendability, ind. & consumer exp. Prod. 


know-how & ability from design to finish. | 


| Box 27 Z 544, ADVERTISING AGE 
| 4041 Mariton Ave., 


WANTS TO GO WEST! 
ADVERTISING/MARKETING 
EXECUTIVE 
Young but experienced. Well qualified in 
all phases advertising, promotion, cons & 
mkt research, fiscal planning. Want posi- 
tion w/West Coast advertiser/agency look- 
ing for new and capable talent. Resume. 
Box 5359, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 

ARTISTS REP. 

|Can open doors. Get results 
Box 5357, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


Wishes new associa- | 


Los Angeles 4%, Calif. 


Fee basis. | 


BOOK BUSINESS 
FOR SALE... 


Book Business; preeminent in 
growth field. More than 70 titles 
in print, both paper and cloth 
bound; ideas for more. Known to 
every wholesaler, and retailer 
from coast to coast in the field. 
'| Publisher is developing non-book 
interests in same field, which 
have tied up working capital and 
required more time than originally 
anticipated. Present gross can be 
doubled in two to three years 
with proper attention and by in- 
fusing moderate amount of cap- 
ital. Cost book inventory valued 
above middle five-figures. Busi- 
ness can be operated in any city 
by active proprietor and two em- 
ployees. Publisher, connected with 
field 18 years, will gladly furnish 
counsel on continuing basis to 
purchaser. Only financial respon- 
sible inquiries will be answered. 
Write: 
Box 969, ADVERTISING AGE 
200 E. illinois St., Chicago 11, 11. 


AFRICA EXPERT 


OUTDOOR ADV. SALESMAN 


OR BRO- 


If your clients are interested in Africa, | KER to represent us in their home area. 
you may be looking for a man who is a | We are producers of 24-sheet posters and 
displays, both lithograph and silk screen. 


diplomat, a writer and an acknowledged 
expert on Africa with heavy PR experi- 
ence in trade and travel promotion. If 
you are, why not write to 
Box 5360, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
NOT FOR THE TIMID 

Copywriter: no agency background; no 
prize-winning campaigns. Knows a sales 


acctS. | value when he sees one, and can make 


an audience see it, too. Toiling for pub- 
lisher. Wants agency/advertiser slot. 
Box 5361, ADVERTISING AGE 
200 E. IMinois St., Chicago 11, Illinois 
CREATIVE RETAIL ART DIRECTOR 
ll years department store experience. 
Strong on fashion layout! Much success 
in coordinating efforts of art staff! Love 
department store pace! $12,000! 
Box 5362, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
FREE-LANCE wrtg by top NY pr exec 
& natl mag oOby-liner available eves, 
wkends. 
Box 5363, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
EXPERT INDUSTRIAL REPORTING, 
writing and photo-journalism on assign- 
ment. Send for brochure. Midwestern 
Editorial Service, P. O. Box 91, Evanston, 
Til 
WANT PARTTIME AGENCY RESEARCH 
Work-MBA, MA Diversified industry 


1 


Send us full particulars. 
Box 5364, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


BUSINESS OPPORTUNITIES 


ARTHUR CARWARDINE 


Negotiator for the Sale of 
Publication Properties 


208 So. LaSalle St. Chicago 4 FI 6-4577 


| English Tudor 
| finished playroom; 
| extras, 
| near schools, churches. 
}muting New York. Bayside Hills, 


experience-known writer. Surveys, advtg. | 


|promotion evaluation. Soc. psych. ori- 
ented. 
Box 5343, ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Illinois 


MISCELLANEOUS 
FURNISHED OFFICE 
To Sublet 
North Michigan Ave. Phone Ans. 
Part Time Steno. Reasonable rent 
Call Mi. 2-7780 

HOME FOR SALE—NEW YORK 
Warm, gracious home in beautiful section. 
3 bedrooms, 1% baths, 
many builtins and 
in and out; ideal location 
22 minutes com- 
Long 


tops 


Island. Good buy $32,500. 
Box 5365, ADVERTISING AGE 

630 Third Ave., New York 17, New York 

PHOTOJOURNALISM FOR ADV. & PR 
Ad man who talks your language, knows 
your needs, offers reasonable, reliable 
word/pix coverage in Chicago & Midwest. 
Store surveys, interviews, check outdoor 
adv.—you name it, I'll deliver 

R. Bersin, 242 Calumet, Aurora, Ill. 


(ECC COCCOR STV) DDD) 
Writer with 4A agency background 
consumer print and broadcast copy 
sires career with R/TV shop. 
Box 5367, ADVERTISING AGE 
630 Third Ave., New York 17, New York 


REPRESENTATIVES WANTED 


in 
de- 


PUBLISHERS’ REPRESENTATIVES 


|NATIONAL FOUNDRY DIGEST, new 
| vertical tabloid with terrific potential, 
still has a few key territories open (New 
England, North Central, Mid West) for 
reps who want in on ground floor with 
new group publisher. Two more maga- 
zines to be launched within 6 months. 
Digest Publications, 3691 Lee 
Cleveland 20. 


CREATIVE 

INTERNATIONAL MARKETING EXECUTIVE 
Who got his 15 years marketing ex- 
perience by doing successfully at 
home and in the field. Married, 39, 
well traveled, fluent Spanish. Heavy 
Latin America and Far East back- 
ground in competitive package con- 
sumer goods, commercial and mili- 
tary sales, merchandising promotion, 
sales training and selling, advertis- 
ing from layout to placement, Mar- 
ket research, budgets, finance, traffic, 
tax haven companies and strong 
management experience. Strong- 
points: Organization, Planning, and 
carrythrough 

Looking for lifetime career with 
authority and responsibility in build- 
ing a foreign business. Resident 
Phila. area. Will relocate. Resume 
available 

Box 976, Advertising Age 
630 Third Ave., New York 17, N. Y. 


| 
| 
| 


Our 50th Year 
ASST. MEDIA DIRECTOR—Man 


Agcy exp. consumer-indus $7,500 
RADIO-TV Commercials 

Agcy—man or woman 7,500 
COPYWRITER—Indus. Agcy exp 10,000 


MANY MORE—MAIL RESUME 


GLADER CORPORATION 


110 S. Dearborn St., CHICAGO, Ill. 
Phone’ CEntral 6-5353 


PUBLICATIONS AVAILABLE 


Publisher of monthly magazines 
and book business, all in same 
industry, finds himself short of 
time, capable help and short of 
cash to develop each to its full 
potential. Will consider sale of 
one or two or all of the enter- 
prises. Grossing over $215,000.00 
annually. Of interest to ade- 
quately financed individuals and 
specific organizations, whether 
trade or consumer aspects of 
the industry hold maior appeal; 
we cover both separately. Busi- 
nesses not dependent on location 
in any particular area of the 
country. No property connected 
with it. $100,000 investors. Work- 
able new book suggestions will 
be included. 


Box 990, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


| ADVISE: 


visit us. 


BARNARD PERSONNEL 


220 S. State St., Chicago 4 
Beth Turnbull /Arts Counsellor, M. L. Barnard & L. E. Wilson, Advertising Counsellors 


If you are imaginative, interested in a better position, 
greater responsibility and remuneration, we would like to 
know about your background and ambitions. 


Currently among many others we are looking for a fashion 
illustrator for one of the Midwest’s better stores; a copy 
writer for a large electronics firm; a copy /media man for a 
well established savings & loan association; a man to handle 
copy in one of the finest medium sized agencies in the coun- 
try, and a fellow to do mechanical illustration and produc- 
tion for a Chicago studio. Write, enclosing a resume or 
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PRODUCT MANAGER 


AUTOMOTIVE PARTS MANUFACTURER 
AFTERMARKET DIVISION 


Can you handle product line 
promotion and direct the mar- 
keting of products sold through 
automotive parts distributors 
and jobbers? Then this is an un- 
usual opportunity to establish a 
lifetime association with one of 
the largest manufacturers of au- 
tomotive components. Location 
is 100 miles radius of Chicago. 
Responsibilities include prepar- 
ing sales programs, creating 
merchandising aids, staging 
meetings, handling publicity, 
initiating new products and ex- 
panding distribution. If you are 
looking for a_ position with 
growth potential in an expand- 
ing organization, tell us about 
yourself in complete confidence. 


Box 974, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


WANTED: 
TELEVISION-RADIO 
WRITER-PRODUCER 


Strong Illinois agency has excellent 
opportunity for experienced AM-TV 
Writer-Producer. We are looking for 
a young man (25-35) who can: 
visualize and write creative com- 
mercials (spot and network) 


Follow-through and produce the 
job. 


If our man has a thorough knowl- 
edge of the latest broadcast produc- 
tion techniques and can use them 
profitably for clients and agency, he 
will assume full responsibility of the 
department. 

This is a challenging position for a 
“doer” and a person who can work 
in harmony with agency personnel 
and outside sources. Good fringe 
benefits. 


If you are willing to relocate, send 
resume, photo and salary require- 
ments to: 
Box 975, ADVERTISING AGE 
200 E. lilinois St., Chicago 11, Ill. 


CONTROLLER 
ADVERTISING AGENCY 


A sound, well established suc- 
cessful advertising agency of 
better than medium size located 
in downtown Chicago is seeking 
the services of a C.P.A., age 
27-40, with executive ability and 
initiative for position of con- 
troller. 
The individual in this position 
will be in charge of the usual 
financial operations and he will 
also be expected to contribute 
administrative thinking in the 
areas of agency cost, systems 
analysis, taxes, and accounting 
simplification. 
Applicants must have more than 
the average amount of ability 
and ambition. The rewards will 
be commensurate. 
Submit resume (including pho- 
tograph, if available) as to expe- 
rience, education, compensation 
expected and any other infor- 
mation essential to a preliminary 
evaluation. All replies will be 
treated in strict confidence. 
Write: 
Box 997, ADVERTISING AGE 
200 E. Iiinois St., Chicago 11, I. 


BIRCH 
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The Midwest's 
outstanding placement 
' service for Adv. + Art & 

allied fields. 

By appointment only 
67 E.MADISON - SUITE 1418 
CHICAGO 2, Ill. 
CEntral 6-5670 


Personnel 
Service, 
Inc. 


NEED WEST CCAST 
REPRESENTATION? 


Experienced medium-sized San Francisco 
advertising agency can be your West Coast 
office. Complete agency service available. 
Principal will be visiting Chicago and New 
York shortly for appointments. Write: 
Joseph Pedott Advertising Agency 
693 Mission St., Suite 511 
San Francisco 5, California 


CONSUMER AND INDUSTRIAL 
ADVERTISING DIRECTOR 
Presently corporate director of advertising 
and p.r. for multi-division consumer and 
industrial mfg. with sales approaching 
$100,000,000. Successful record in print me- 
dia; introduction of consumer products; 
sales training; annual reports; trade pro- 
motions; public speaking. Articulate, profit 
oriented. Seek greater opportunity. Box 
983, Advertising Age, 200 East Illinois St., 

Chicago, Ill. 


GRAPHIC ARTS REP. 
Desires connection with 
* Engraver * Printer 
* Art Studio * Top Photog 
For Out-of-Town Coverage 
Box 994, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


| Fine, Fast, Fairly Priced Photography 


PUBLICITY 
| CONVENTION 


pics 


Photographers 
DEARBORN 2-1062 
167 WORTH LAGALLEA STREET. CHICAGO 1 KLLINON 


COMMERCIAL 
INDUSTRIAL 


ADVERTISING MAN— 
EXPERIENCED 


We seek an experienced man to 
take over our entire advertising 
program .. . catalogs, flyers, mer- 
chandise aids, trade paper ad- 
vertising. This man must have the 
ability to work with photogra- 
phers, type setters, and printers. 
He must be a good layout man 
and artist. We want a go-getter 
—a fast mover! Ours is a highly 
competitive popular priced line in 
the Home Furnishing’s Field. We 
are going all out for expanded 
markets in discount, department 
store, and chain store fields. If you 
are the man, write us in strict 
confidence. Give all details in first 
letter. 
Box 984, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Hil. 


AGENCY WANTED 


We are interested in buying a small agency 
(not retail) located any where east of the 
Mississippi. Capitalized billings between 
$200,000 an ,000. Will buy outright 
and manage, or will retain principal on a 
consulting or full time basis. If you prefer, 
send specifics via your lawyer. All lies 
in strict confidence. Box 986, ADVERTIS- 
ING AGE, 630 Third Ave., New York 17, 
N. ¥. 


ADVERTISING AND SALES 
PROMOTION MANAGER 


Young advertising man with practical ex- 
perience in marketing as well as print, 
radio, tv buying; strong background direct 
mail and display copy, trade shows, pre- 
sentation work. Wants challenging oppor- 
tunity New York City or North Jersey. 
Box 988, ADVERTISING AGE 
630 Third Ave., New York 17, N. Y. 


ADVERTISING SALESMAN WANTED 


A fine opportunity to handle a ma- 
jor territory for an outstanding 
business publication and work for a 
leading publishing organization in 
Chicago and vicinity. Industrial ad- 
vertising space sales experience 
necessary. Write, in confidence, to: 
Box 969, ADVERTISING AGE 
630 Third Ave., New York 17, N. Y. 


giving background and qualifications. 


BRIDGEHEAD FOR EUROPE? 
THE BRITISH MARKET? 


Medium sized British Agency 
seeks contact with equivalent 
American Agency for European 
Market operations on behalf of 
American clients. Specialists in 
technical and consumer durable 
accounts. Marketing, Product De- 
sign, Public Relations, Advertis- 
ing, Audio Visual Selling facilities 
exist. 


Write to Box 981, ADVERTISING AGE, 
200 E. IMinois St., Chicago 11, Ill. 


INDUSTRIAL ADVERTISING MANAGER 


Creative, able copywriter, know art and advertising production. Duties 
entail ad preparation, direct mail, brochures, specification sheets, house 


organ and agency liaison. 


We sell large ticket equipment directly to the professional photographic 
and graphic arts trades and require a top notch man who can assume 
responsibility for managers 4 organizing and executing a complete program 

y 


of selling this equipment 


e printed and written word. 


A basic knowledge of the photographic and graphic arts processes 
would be extremely helpful. To be sales minded is a requisite, as a sup- 
plemental job description could be direct mail sales manager. Salary 
would be more than adequate for the right man. 

Send personal and professional resume, including past earnings, to- 
gether with recent snapshot. Answer by mail only to: 

Kenneth E. Becker, President 
Calumet Manufacturing Co. 
6550 N. Clark St., Chicago 26, Il. 


COPYWRITING STUDIO 
Confidential Work 


Add 26 copy experts to 
your stoff—but not to 
your poyrolli—get a 
top creative team fore 
pre-agreed per-job fee. 


MU 3-1455 


m270 madison /ny 16 


Publishers 


Established rep- 
resentative in- 
vites publishers’ 
inquiries regard- 
ing coverage of 
Middle-West terri- 
tory. Since 1952. 


james k. millhouse 
PUBLISHERS’ REPRESENTATIVE 
Palmolive Building, Chicago 11, Tl. 


MR. COMPANY EXECUTIVE 
Spending $250,000 or more per year 
for advertising and printing produc- 
tion? Want to save $30-$50,000, or 
more? I can do it for you! You must 
be sincere in your resolve; for I am 
in my statement. 

Box 958, ADVERTISING AGE 

630 Third Ave., New York 17, N. Y. 


SPACE SALESMAN 
WANTED 
Eastern territory, New York City head- 
quarters. Leading business publication in 
active O.E.M. field. Experienced, success- 
ful business publication salesman, under 
40 preferred. Substantial guarantee and 
commissions. Present salesman called into 
service, not returning to this territory 
This is a permanent, profitable opportun- 
ity for the right man. 
Box 982, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, I. 


EXPERIENCED ADVERTISING 
AGENCY EXECUTIVE AVAILABLE 
Advertising agency executive, experienced 

in all fields of ad agency work both do- 
mestic and foreign, seeks position with 
Chicago, midwest, or foreign agency. Ability 
to speak German and some Spanish. Pre- 
pared to invest in agency that wants some- 
one to operate in executive capacity and 
sell new business. Nominal salary required 
Box 996, ADVERTISING AGE 
630 Third Ave., New York 17, N. ¥ 


LAYOUT ARTIST 


Creative idea man with ability to 
do finished art and make type live. 
Knowledge of production desirable. 
We are an industrial advertising 
agency located in the Newark, N.J. 
area. We offer a starting salary in 
keeping with your ability and an 
opportunity to grow. Pleasant air 
conditioned offices, usual benefits 
and nice people. 
Box 978, ADVERTISING AGE 
630 Third Ave., New York 17, N. Y. 


MIDWEST ADV. SALES MANAGER 


For major national magazine pub- 
lishing company. Proven record sell- 
ing dominant space advertising to 
national food and appliance ac- 
counts. Highly creative and -—— 
rienced in group presentations. Age 
38-42. 
Box 991, ADVERTISING AGE 
200 E. Iilinois St., Chicago 11, Ill. 


ART DIRECTOR 
NEEDS NEW SHOES 


Ten years in present agency con- 
nection and now toes are cramped. 
Prolific idea man. Racy roughs— 
crisp comps—well versed in all areas. 
Box 985, ADVERTISING AGE 
200 E. Ilinois St., Chicago 11, Hl. 


DON HARRIS NEEDS: 


FOOD MARKETING, with top New York 
agency. 5 years national or regional sales 
management. Complete knowledge of food 
merchandising devices, including mechan- 
ies, ability to develop marketing promo- 
tion strategies basis field and market an- 
gen and distinctive, practical plans 
‘o 40 


MARKETING RESEARCH. Graduate de- 
gree psychology, sociology or socid] psy- 
chology. Heavy experience with all ac- 
cepted methods on wide variety of prob- 
lems $14-16M 
COPY, FOOD, print-broadcast. Can be 
young if exceptional ; To $15M 

TV-RADIO WRITERS: 
Man, to 40. Varied product experience 
$13-$15M 

food 


Man or Woman, varied 


and 
‘ ‘ $11-$12M 
COPY, industrial. Print, collateral...$10M 
MEDIA/MEDIA RESEARCH near-trainees 
(2) for one of New York's biggest, best 
agencies. Wide-open opportunity for bril- 
liant young men OPEN 


DON HARRIS, DIRECTOR 


LOU PAETH, Associate Director 
Advertising and Marketing Division 
MONARCH PERSONNEL 
28 E. Jackson Blvd., Chicago . WA 2-9400 


ADVERTISING AND MARKET 
RESEARCHER NEEDED 


Large Chicago Advertising Agency needs trained/ 
experienced research man at or near project super- 
visor level. Our employees know of this advertise- 


ment. Write fully in confidence enclosing resume to: 


Box 993, Advertising Age 
200 E. Illinois St., Chicago 11 


WANTED: 
MERCHANDISING 
MANAGER 


We're looking for that one 
man who can spearhead a 
“revolution in retailing” 
for an already well-estab- 
lished and successful 
company that has aggres- 
sive plans for the future. 
If you are an idea man 
with a sound background 
in consumer hard goods, 
experience in creating 
and directing promotions, 
you may be that man. 
Background in market 
research and statistics 
also helpful. Salary is 
open. You would be work- 
ing directly with the VP 
of Sales. 


Box 995, ADVERTISING AGE 
200 E. illinois St., Chicago 11, I. 


COPYWRITER 


Creative freedom for versatile young 
writer with agency experience. 
Work on national print and regional 
accounts, also radio and TV. We're 
a —— growing AAAA agency. 
Excellent opportunity to grow with 
us. — open. Our staff knows of 
this ad. Send resume in confidence 
to: Box 468, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, I. 


TO A PUBLISHER 
Who Wants A Good Space Salesman 
In Florida At Low Cost 
This man is at present employed 
with a AAAA New York Advertis- 
ing Agency. He is in no danger of 
losing his job. He is a thoroughly 
experienced advertising executive 
whose background includes space 
sales. He wants to move to Florida 
for family reasons—not for climate. 
He would prefer an incentive com- 
mission arrangement with a very 
modest drawing account. He can 
stand thorough investigation. 
Box 980, ADVERTISING AGE 
630 Third Ave., New York 17, N. Y. 


SUBSTANTIAL PUBLISHING 
HOUSE HAS OPENING FOR 
ASSISTANT TO SALES MAN- 
AGER. AS STAFF SUPERVISOR 
WOULD BE RESPONSIBLE FOR 
CONTRACT FULFILLMENT 
AND OTHER ADMINISTRATIVE 
DUTIES IN PUBLISHER’S AD- 
VERTISING DEPARTMENT. 
GENERAL KNOWLEDGE OF 
MAGAZINE PRINTING DESIR- 
ABLE. MUST BE WILLING TO 
RELOCATE IN SOUTHWEST. 
FULL DETAILS IN FIRST LET- 
TER PLEASE. 


Box 960, Advertising Age 
200 E. Illinois St., Chicago 11, Hl. 


WE WANT NEW 
ADVERTISING ACCOUNTS 


We have added an able, experienced 
account executive who is just below 
the break-even point on billing. In 
time we can help him develop new 
business to turn a loss into a profit. 
But, we'd rather not wait. We can 
pay a generous income over a long 
ey of time to someone who can 

ring in his accounts. Write in con- 
fidence, or, if you prefer, have your 
attorney write us. 

Box 977, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


TO AN AGENCY A. E.... 
LOOKING FOR 


PARTNERSHIP! 


One man agency-studio, serving blue chips 
plus small accounts, ready to explode! 
Strong art/copy talents, present dramatic 
growth potential for aggressive AE with 
some business. Plenty of new business 
prospects. If this fits you . . . let’s talk 
partnership. 
Box 992, ADVERTISING AGE 
630 Third Ave., New York 17, N. Y. 


CREATIVE 
ACCOUNT EXEC 


If you are truly an all-round adver- 
tising man; if you can plan adver- 
tising campaigns and collateral 
materials then also write the copy 
for major appliances; if you are ex- 
perienced in consumer, trade and 
newspaper advertising; if you want 
to become an important member of 
a fast-growing creative agency; if 
you prefer to live near but not in 
Chicago . . . then, send us your re- 
sume and salary requirements right 
now. 
Box 987, ADVERTISING AGE 
200 E. Ilinois St., Chicago 11, II. 


235 E. 42nd Street 


MARKET RESEARCH 


Expansion and diversification of our marketing re- 
search activities requires an additional analyst for 
agricultural products. 3-5 years’ experience in market 
research techniques, and agricultural background or 
education helpful. New York City headquarters. 

Send full details of your education, back- 

ground, experience & salary requirement to: 

W. A. Thompson 


Chas. Pfizer & Co., Inc. 


New York 17, N. Y. 
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a 6Admen’s Judgment of Ads May Not Be 
™ Relevant to Public's Attitude: Cox 


(Continued from Page 1) 
much as the public does? Or is it | 
that professionals are not con- 
cerned with quite the same prob- 
lems as the consuming public? 

“Another evidence of.this dis- 
parity between professional and 
public opinion,” Mr. Cox contin- 
ued, “is that food and automobiles 
lead in the number of complaints 
received in the interchange, where- 
as drugs, proprictaries and per- 
sonal products are away out in the 
front ranks of complaints in pub- 
lic studies.” 


s He said that in order to keep 
tabs on public opinion, he has rec- 
ommended that the Four A’s com- 
pile and analyze all recent and re- 
sponsible studies of public opinion 


about advertising, with particular 
‘emphasis on an analysis of media 
and product categories that are 


“worst offenders” and ad practices | 
\considered by the public to be 
|most objectionable. 


e Advertising’s 
counted for a large share of the 


|Four A’s open sessions. One of the 


principal speakers was John L. 
Bricker, vp and marketing direc- 
tor of Foremost Dairies, who made 
an impassioned plea for admen tuo 


juse their talents not only to sell | 
| products, but also “to sell Amer- 
icans on honesty, integrity and 


morality. 
“We work with the tools of com- 


|'munication that in a great meas- 
ure make the American what he |i.» pe said 


YOU CAN'T SELL THE ISOLATED 


AKRON || 


GIaM 


Ye 


DOLLAR MARKET WITHOUT THE 


AKRON BEACON JOURNAL 


Akron’s big. It’s rich and, best of all, it can be completely 


sold at one low cost by placing your sales messages in its 
ONE and ONLY Daily and Sunday newspaper. 


NOW AVAILABLE... 


YOUR CHOICE OF THREE CONTRACT PLANS 


OFFERING DISCOUNTS UP TO 24% 
Plan +1 Bulk Contract Discounts 


Plan #2 Continuity-impact Discounts 


Finley office. 


NOW READY FOR DISTRIBUTION 


Plan +3 Full-Page Contract Discounts 
For full information write The Beacon Journal General Ad- 
vertising Department or call your nearest Story, Brooks & 


image also ac-— 


Mite 


Marshall 


. “Our communication 
system is in large measure re- 
sponsible for how Americans think, 
act and represent themselves. How 
well are we, who directly and in- 
‘directly influence this tremendous 
force, using it? I contend that we 
jare using it in a manner about 
|as miserable as possible.” 

| Mr. Bricker said people in the 
|ad business have “not an oppor- 
|tunity but an obligation” to im- 
|prove national standards. “We are 
|the greatest communicators and 


jinfluencers in the world, and our | 


sales records show it. 


| “But if Rosser Reeves can sell | 
|Anacin to relieve the common 


\pains of headache, neuritis and | 


| neuralgia, can’t he help sell Amer- 
jicans on honesty, integrity and 
morality? Can’t we sell pride in 
\ our country; can’t teach chil- 
y; can’t we teach chi 

|dren respect for authority and the 


Mrs. Pearson 

POOLSIDE PARLEY—On hand for the Four A’s regional meeting were 

Burt Marshall, Sunset Outdoor Advertising, and Mr. and Mrs. Har- 
ry Pearson, McCarty Co. Washington, all of Seattle. 


Pearson 
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,promote one hour a week or ev- 


ery two weeks for our people and 
our country?” 

Mr. Bricker suggested that tv 
networks, agency people and the 
nation’s leading advertisers coop- 
erate in a weekly or bi-weekly 
telecast, aimed specifically at im- 


proving national values. 


“This program would be one 
hour a week—prime time—all net- 
works simultaneously, and pre- 
sented with all the urgency, drama 
and impact of an ‘Untouchables.’ 
It would be endorsed by the Pres- 
ident of the U.S.; written, di- 
rected and produced by the top 
talent this country has to offer; and 
underwritten by the networks and 
leading advertisers who, if we 
must be mercenary, have the 
|greatest stake in the rebirth of 
| American pride, integrity, honesty, 
| morality and purpose,” he con- 
| cluded. # 


advantages offered by our school | 


| system? We had better be able to, 
or we’ll soon have nothing left,” 
, he said. 

| “We spend $10 billion to sell 
|merchandise, but no program sells 
|Americans on basic principles. 
[We spend] $10 billion on tv west- 
lerns, couples with monkeys for 
|children, horses that talk, men in 
|white coats, diagrams on deodor- 
jants and the important quarter- 
inch in smoking—ad absurdum. 


ls “I don’t say this is wrong,” he 
| continued, “but with all this time, 


| 


| energy, talent and money, can’t we | 


NEW 1961-1962 TOP TEN BRANDS 
CONSUMER INVENTORY 


A personal Consumer Inventory 
Survey consisting of 130 differ- 
ent categories with brand profiles 
by income, age and number of 
persons per household. A com- 
plete profile of your products 
compared with competition. 


IF YOU WANT TO SELL AKRON, DO IT THE COMPLETE, 
ECONOMICAL WAY. Akron’s ONLY Daily and Sunday 
newspaper offers ROP spot and full color in all issues. Roto- 
gravure, Comic and TV Guide Sections on Sunday. Let us 


tell you the complete Akron story. 


TOTAL BEACON JOURNAL CIRCULATION 


oy 167,686 


BEACON JOURNAL 


sender 178,613 


— JOHN S. KNIGHT, President and Editor — 


GReth Problem 


Here you can get completely 
new offices—constructed to your 
plans—at surprisingly low ren- 
tal. Space to grow — modern — 
very handy location. 
Prestige at low cost. 
35 ie 

WA Cc KER 


McCORMICK BEATTY 
COMPANY...HA 77-6560 
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Minneapolis Star and Tribune... 9 
Minnesota Mining & Manufac- 

Caen GI cncccscntnessesinisenss 52, 113 
Montana Advertising Group. ........ 42 
Municipal Group ..........-00ceecee 48 
Muskegon Chronicle .............0000 52 
National Future Farmer ................ 50 


New Equipment Digest 
New York Times ............... 
a ee 


Newspaper Agency Corp. ............ 68 
Orchids of Hawaii... 54 
Orlando Sentinel-Star ................ 106 
CID NeleecteetnitcsicsFicvedrattostecesiess 90 
CE snicinctreriinshsatianiceisrnesevens 51 
People’s Broadcasting Corp. ........ 36 
Philadelphia Bulletin .................. 34 
PE TEIN A. vncrivenssonacevincpecsyomnasctn 64 
PRRIEEE sevensicocensvancancsanssnsnsomneie 45 
Purchasing Week ...........cee 100 
Reader's Digest ............ccccessesersee 87 
Riverside Press and Enterprise .... 118 
Saginaw News ........cccccccseeseeeeeees 54 
San Bernardino Sun-Telegram .... 85 
San Jose Mercury and News ...... 78 


Saturday Evening Post 
GIES to cernsccnsccasevesinninenineniesnaseree 


SERIO. secqeercagecslcsennncporecumorenianss 

Statistical Tabulating Corp. ........ 103 
Tacoma News Tribune ................ 4 
Thomas Publishing Co. ................ 49 
J. Walter Thompson ................ 18-19 
BITE. secisdyeveenttgeeretnadeceeciennenins 32-33 
DE sicrccrssstonpetingsvigeiponscrensecigsiials 36-37 
WU ID: ha. Hic ctecsecrsresnerrscoreseiseseees 13 


U. S. News & World Report ...... 74-75 


Wall Street Journal 
Washington Post ...... 
ene 
Western Horseman 
Western Union Telegraph Co. .... 39 
WIIG siccsasevinscccicsssssscosevseeveccnee 108 
Winston Salem Journal 

BE TI | stcecscrtncicesecerccstysee 78 
WJAC-TV 
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HOW WE DO IT—Members of the 


National Federation of Advertising 


Agencies give advice to each other during a two-day meeting of the 
eastern division in Washington on cost accounting, effectiveness of 
special premiums and market research. Shown here are, standing left 


to right, John Pearl, NFAA; Cha 
New York; Stanley Elkman, Elk 


rles Harrison, Lester Harrison Inc., 
man Advertising Co., Philadelphia; 


Louis E. Reinhold, Richmond Advertising Service, Brooklyn; George 


Full Reports Can 
Help Agencies Keep 
Accounts, Giles Says 


WASHINGTON, Oct. 17—Members 
of the eastern division of National 
Federation of Advertising Agen- 
cies were advised here a week 
ago that rigorously-maintained 
systems of conference reports can 
be highly important in helping an 
agency serve—and keep—its cli- 
ents. 

In a discussion of ‘How to Get 
& Hold New Business,” Ernest T. 
Giles, retired senior vp of Ketch- 
um, MacLeod & Grove, Pitts- 
burgh, said account executives 
leave and take accounts with them 
because “agencies form within the 
nucleus of existing agencies.” By 
insisting that every account ex- 
ecutive give complete reports on 
the status of each account, he said, 
management can make sure that 
no executive is stronger than the 
agency itself. 

The use of a system of this kind 
has been tested effectively at 
KM&G and Fuller & Smith & Ross, 
he said. “Nobody has ever left 
KM&G or F&S&R to go for them- 
selves,” he said. 


s The meeting of the eastern divi- 
sion was one of three regional fall 
meetings of the network now un- 
der way. Earlier, the central divi- 
sion met in Chicago. Last week, 
the western division held their 
meeting in Beverly Hills. 

Mr. Giles said every phone call, 
every meeting, every new job must 
be recorded in a system of minutes. 
From these records, the agency 
knows the state of all the work 
under way in each account. 

One special use of the records, 
he said, is to provide clients with 
a “monthly statement” of where 
the account stands. This continu- 
ous accounting also assures that 
service will continue in the event 
some of the key personnel are lost. 


8s Among the other subjects dis- 
cussed at the two-day meeting was 
the “integration” of public rela- 


tions service in a small agency. | 


Earle Palmer Brown, Earle Pal- 
mer “rown Associates, Washington, 


said “integrated” public relations| 


specialists give the small adver- 
tising agency “versatility.” He rec- 
ommended that agencies pay more 
attention to “financial public re- 
lations,” including stockholder~re- 
lations, and assistance to clients in 
the marketing of securities. 
Beverly R. Lawler, Atlantic Na- 
tional Advertising Agency, Nor- 
folk, recommended an independ- 


ent public relations affiliate. He 
reported the existence of an in- 
dependent pr affiliate can be a 
“good selling point” in soliciting 
| business. Mr. Lawler reported the 
pr fee system often makes the sep- 
jarate operation more profitable 
|than the advertising affiliate. + 

| 

‘Compton Appoints Six 

| Six persons have been added to 
the creative staff of Compton Ad- 
vertising, Chicago. The new staff- 
ers, their titles and previous af- | 
filiations are Terry Burnside, | 
‘assistant to creative director of | 
|Chicago operations, formerly with | 
Foote, Cone & Belding; Robert S. | 
Darling, copywriter, previously | 
with MacFarland, Aveyard & 
Co.; Robert Gross, tv producer, | 
| formerly with Meridian Films Ltd.; 
| Milton Houston, tv producer, pre- 
| viously with Doyle Dane Bernbach 
|Inc.; Allan Kurtzman, copywriter, 
|formerly with FC&B; Rose Ann 
|Shearin, copy group head, pre- 
viously with J. Walter Thompson | 
Co.; and Howard Swenson, art 
director, formerly with Leo Bur- | 
nett Co. 


|Burson-Marsteller Names 
O'Reilly General Manager 
Burson-Marsteller Associates, pr 
|affiliate of Marsteller Inc., Chicago, 
|has appointed John N. O’Reilly| 
vp and general manager. Mr. 
O’Reilly, formerly vp of Daniel J. 
Edelman & Associates, succeeds 
Harry Henderson, vp, who will 
| handle special corporate public re- 
|lations projects and creative plan- | 
ning. 


| 
} 
| 
| 


(D'Arcy Adds Lufthansa Unit | 
moved | 


Lufthansa Airlines has 
the international portion of its ad-| 
vertising account to D’Arcy Adver- 
tising, New York, effective Jan. 1. | 
The agency has been handling U.S., | 
Latin American and Canadian ad-| 
vertising. The new portion will in-| 
icrease Lufthansa billings about 
|25%-30%, D’Arcy reported. The 
/account previously was handled by 
| several small overseas agencies. | 


Urban Joins Benrus 
Charles J. Urban has joined Ben- | 
rus Watch Co., New York, as vp, | 
marketing. Mr. Urban was former- | 
ly marketing manager of Bryant) 
Electric Co., subsidiary of Westing- | 
house Electric Corp. 
| 
‘Haynes to Armstrong-Warden 
Muriel Haynes, formerly with! 
Compton Advertising, New York, 
has joined Armstrong-Warden 
Ltd., London agency, as a television 
consultant. 


j 


‘Computer May Solve 
Problems of Media 


Selection: Coleman 


Cuicaco, Oct. 17—The media 
scheduling of national advertising 
campaigns in the future may be 
done with the aid of computers to 
get optimum results, according to 
James S. Coleman, member of the 
research board of Simulmatics 
| Corp., New York, chairman of the 
|social relations department at 
Johns Hopkins University. 

He told a session of the Amer- 
ican Assn. of Advertising Agencies 
central region meeting last week 
that the problem of determining 
size of media audiences for cam- 
paigns will soon be solved by com- 
puter simulation. 


s “Out of the use of this device,” 
he said, “will come advertising 
campaigns far more complex than 
present ones in their use of differ- 


B. McHenry, McHenry Advertising, Greensburg, Pa. Seated, clock- | ent media, different formats in the 
wise, are John A. Horton, Horton, Church, Goff, Providence; Jack|same media, regionalization, and 
Goldman, Goldman & Walter, Albany; Tally Embry, Tally Embry/| the use of local media. The most 
Inc., Miami; Norman Tillman, Goldman & Walter; George Lieber- | efficient campaign may be one too 
man, Ritter-Lieberman, Allentown, Pa.; Norman Myers, Hays Ad- ©°™mplex to be devised without ar- 


vertising Agency, Burlington, Vt. (guest); Martin Ritter, Ritter-Lieb- 
erman, Allentown; and Harold Black, Little & Co., Newark (guest). 


tificial aid.” 
The Simulmatics “media mix 
model” is capable of giving expect- 


Nielsen 


MMH MMM ce 


Network TV 


ed circulation figures for hypothet- 
ical advertising campaigns, he 
said. “Thus numerous different 


Two Weeks Ending Oct. 1, 196] combinations of media can be ex- 


Copyright by A. C. Nielsen Co. 


Nielsen Total Audience* 
TOTAL HOMES REACHED 


Rank 


1 
2 
3 


4 
5 
6 
7 
8 
9 
10 


SL LULU Witt 


Program 
Sing Along with Mitch (Several sponsors, NBC) 
Bonanza—1 hr. avg. (Chevrolet, NBC) ..............cccccccccceessesseeeeeeees 
Garry Moore Show (Oldsmobile, $. C. Johnson, R. J. 
EERE Re ee Ee ae 
Wagon Train (R. J. Reynolds, National Biscuit Co., NBC) 
Perry Mason Show (Several sponsors, CBS) 
Gunsmoke—10:30 p.m. (S. C. Johnson, CBS) 
87th Precinct (Several sponsors, NBC) 
Rawhide (Drackett, Colgate, CBS) .........:.ccccccscsceesseseeseeees 
Saturday Night at the Movies (Several sponsors, NBC) .... 
Ed Sullivan Show (Colgate, Kodak, CBS) 


Hutt 


PER CENT OF TV HOMES REACHED 


Rank 


oVMVON OWS 


wi HOLT HHUNL HHH 


Nielsen 


Average Audience** 


Program 

Sing Along with Mitch (Several sponsors, NBC) 
Bonanza—1 hr. avg. (Chevrolet, NBC) 
Garry Moore Show (Oldsmobile, S. C. Joh 
NID SID is stectasccnnsatge neinstlapad aida pendence 
Wagon Train (R. J. Reynolds, National Biscuit Co., NBC) 
Perry Mason Show (Several sponsors, CBS) .................0ccccceeeeeeeee 
Gunsmoke—10:30 p.m. (S. C. Johnson, CBS) .... 
87th Precinct (Several sponsors, NBC) 
Rawhide (Dracketi, Colgate, CBS) .........ccccccccccccsecesseeeeeneeeee 
Saturday Night at the Movies (Several sponsors, NBC) ... 
Ed Sullivan Show (Colgate, Kodak, CBS) 


TOTAL HOMES REACHED 


Rank 


ATLL LALLA ULLLLA CRLALA LLL LLG LLL LLL 


| PER CENT OF TV HOMES 


Rank 


a wn- 


5 
6 
v 
8 
9 
10 


MMU 


* Homes reached by all or any part of the program, except for homes viewing only one 


Program 

Bonanza—1 hr. avg. (Chevrolet, NBC) ........:cccccccccssseeseesseeeeeereeres 
Sing Along with Mitch (Several sponsors, NBC) ..............ccceeeeceees 
Gunsmoke—10:30 p.m. (Remington Rand, General Foods, CBS) 
Garry Moore Show (Oldsmobile, S. C. Johnson, R. J. ; 

Caapenln, CED,  seiciscadsisinvstnnssecssctcnsererieneiinetiaatigitinenctateanievecsetiees 
Red Skelton Show (Sinclair, S. C. Johnson, CBS) 
Gunsmoke—10:00 p.m. (Remington Rand, General Foods, CBS) 
Ss ne re en ne gvovecesevecccntneceneeesesonoeente 
Perry Mason Show (Several spensors, CBS) 
Real McCoys (Procter & Gamble, ABC) ...........cccccccccceeseeeeesereneeeees 
Wagon Train (R. J. Reynolds, National Biscuit Co., NBC) ........ 


wine MM ' Wh nue Monn 


REACHED 


Program 
Bonanza—! hr. avg. (Chevrolet, NBC) ...........cccccecssseeeeneeseeseenerens 
Sing Along with Mitch (Several sponsors, NBC) «0... 
Gunsmoke—10:30 p.m. (Remington Rand, General Foods, CBS) 
Garry Moore Show (Oldsmobile, S. C. Johnson, R. J. 

Reynolds, CBS) 
Red Skelton Show (Sinclair, S$. C. Johnson, CBS) 
Gunsmoke—10:00 p.m. (Remington Rand, General Foods, CBS) 
Hazel (Ford, NBC) 
Perry Mason Show (Several sponsors, CBS) ..........000.0. ‘ 
Real McCoys (Procter & Gamble, ABC) 
Wagon Train (R. J. Reynolds, National Biscuit Co., NBC) 


to five minutes. 


**Homes reached during the average minute of the program. 


Homes | 
(000 
16,462 


13,226 
12,898 


5 subs from $9 to $11, 


perimented with, not in the field, 
but on the machine.” 


® Don Calhoun, of Jack Tinker & 
|Partners, the experimental crea- 
| tive subsidiary of Interpublic Inc., 
surveyed some of the areas in 
which the group is working, in- 
cluding research, journalistic ad- 
vertising and new forms of media. 

“But perhaps the most important 
experiment of all,” he said, “lies in 
what is simply a new approach to 
creative working conditions. 

“In many agencies the brightest 
people eventually are promoted up 
and out of the work they do best. 
The budding Leonardo da Vincis, 
Hemingways and Gallups end up 
as department managers and budg- 
et balancers. 

“Our experiment in effect pro- 
vides a home for people who 
couldn’t care less about managing, 
or answering phones that never 
stop ringing, or the constant daily 
race that eats up time, leaving you 
nights and weekends to try to catch 
up on the work you'd really like to 
do,” Mr. Calhoun said. “Here we 
are free to concentrate all our en- 
ergies on purely creative prob- 
lems.” + 
Trans-World Folds; 

‘Power Drive’ May Resume 

Trans-World Publishing Co., 
Cleveland, has filed a petition in 
bankruptcy, listing assets of $38,169 
and debts of $39,062. One of its two 
publications, Global Technology, 
was published from April to Au- 
gust this year; a second, Global 
Electronics, was never published. 

Power Drive Engineering, a bi- 
monthly whose management 
Trans-World took over in associa- 
tion with its original publisher, 
Berne Keough, has been suspended. 
It is expected to revert to Mr. 
Keough and resume publication. 


‘Newsweek’ Will Raise Prices 

Newsweek, New York, will raise 
its subscription prices by 16% to 
22% beginning next March 1. One- 
year subscriptions will be ad- 
vanced from $6 to $7, two-year 
and three- 
year subs from $12 to $14. 


Century Electric to Ruther 

Century Electric Co., St. Louis, 
has named Bob Ruther & Associ- 
ates, St. Louis, to handle its adver- 
tising, effective Jan. 1. Marsteller 
Inc. handled the account until re- 
cently. The account reportedly bills 
under $100,000. 
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PASO 


A BLEND OF 


750,950 


CONSUMERS 


rr 
. xa. 
El Paso, big Sth city of 


| Texas, is the buying 


= 


center for two states 
and two nations. 


750,950 consumers in 


southern New Mexico, 

West Texas, and l 
Juarez, Old Mexico’s_ | 
4th largest city, look | 
and listen to El Paso 


for buying news. 


El Paso Broadcasters 
deliver 100-proof 


coverage of this vital | 


market that rates well 
within the nation’s 
TOP FIFTY. 
Buy El Paso, Texas, | 

and help yourself 
to the Big Sth. 


This Week in Washington ... 


By Stanley E. Cohen 
Washington Editor 
WASHINGTON, Oct. 19—Advertis- 
|ing men are constantly urging the 
members of the Federal Trade 


|Commission to say, in plain lan-| 


| guage, what is legal and what isn’t. 
|The flareup which occurred last 
| week when the commission was 
hearing oral arguments in the 
Colgate-Palmolive Rapid Shave 
“sandpaper” case (AA, Oct. 16) 
shows why this is a thorny prob- 
lem. ’ 

In an effort to help harassed ad- 
men, former Chairman Ear! Kint- 


Dixon Aims FTC Enforcement Guns; § 
Puts Less Stress on Explaining Stand § 


| pleasant and agreeable, ending up } 


| by promising more than their fel- 
|low commissioners would be will- 
|ing to deliver. 
e The other factor reflected the 
human frailty of the advertiser. He 
not only wants to hear plain lan- 
guage from a commissioner, but 
j}he wants to hear plain language 
| which says it is all right to do ex- 
| actly what he has in mind. In such 
| situations the listener has a tend- 
/ency to ignore the “buts” and 
| “ifs,” and hear only that part of 


the statement which he wishes t0| +, introduce its new pint “table 


| service” jar for three of its vari- 


hear. 


ner had repeatedly promised that | 


FTC will not concern itself with! 


non-deceptive “mockups” that are 
necessary solely because of tv’s 
technical limitations. This is tossed 
back at FTC every time a tv com- 
mercial is challenged. Last week, 
Chairman Paul Rand Dixon lost his 
patience and warned that no mat- 
ter what a commissioner may say, 
FTC can’t be bound by it. 

Worded this way, this was, of 
course, a shocking statement. Ma- 
thias Correa, attorney for Colgate- 
Palmolive, was properly outraged. 
“Business men would indeed be in 
a bad fix,” he exclaimed, “if they 
cannot rely on the promises of FTC 
commissioners.” 


s Only in recent years have any 
FTC commissioners promised any- 
thing. Traditionally, commissioners 
have been frustratingly uncom- 
municative. On the rare occasions 


when they accepted a speaking en- | 


gagement, their remarks were 
starkly unenlightening. Normally 
witty and charming commissioners 
stood deadpan to deliver speeches 
that were little more than a re- 
cital of the commission’s statutory 
duties and statistical record, lifted 
almost verbatim from the FTC an- 
nual report. If something more 
profound was in order, the alter- 
native was a speech loaded with 
deadly quotations from past deci- 
sions of the commission and the 
courts. 

At least two obvious factors ac- 
counted for this reserve. 


@ One of these reflected the hu- 
man frailties of commissioners. 
Many had achieved prominence as 
workers in the political vineyards. 
On a platform, they feared that 
they instinctively might seek to be 


® Former Commissioner Lowell 
Mason was among the first to 
brush aside traditional restraints. 
Under Earl Kintner, however, the 
commission for the first time had 
a chairman who _ systematically 
took the commission’s story to the 
business men who wanted to know 
more about it. 

Mr. Kintner profoundly believed 
that FTC best served the public 
when it helped business men avoid 
trouble, instead of standing by, 
waiting for them to wander into 
forbidden areas. In press inter- 
views and on lecture platforms he 
discussed FTC policy clearly and 
forcefully. Under his direction, 
FTC for the first time put real em- 
phasis on guides which spelled out 


do’s and don’ts in the advertising| 


field, in language which no honest 
business man could misunderstand. 


8 Although Chairman Dixon has 
now been on the job seven months, 
admen still know relatively little 
about him. He has been busy re- 
molding FTC along more efficient 
procedural lines. His efforts in this 
direction have received almost uni- 
versal approval here. 

Last week, for example, FTC 
created a new post, which is 
likely to be of unusual importance. 
As program review officer, Frank 
Hale, a staff attorney with many 
years of experience, is supposed to 
measure. the commission’s per- 
formance against the needs of the 
economy. On the basis of his re- 
ports, the chairman hopes to chan- 
nel manpower and money into the 
areas where it will do the most 
good. 

This decision to have a single, 
independent program review of- 
ficer demonstrates Chairman Dix- 


Reach 28.8% more GROCERY 
SHOPPERS with WAVE-TV 


—who buy 28.8% more food products 
in Kentucky and Southern Indiana! 


That’s because WAVE-TV has 28.8% more 
viewers, from sign-on to sign-off, in any 
average week. Source: N.S.1., July, 1961. 


CHANNEL 3 © MAXIMUM POWER 


THE KATZ AGENCY, National Representatives 


NBC 
LOUISVILLE 
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LOOK WHAT'S NEW 
IN PICKLE PACKAGING ° 
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NEW JAR—This is a page from a| 
brochure which Squire Dingee Co.,| 
Peterson Joins Fredricks 


SOME Deh co Ueers tee 


Chicago, is sending to its customers | 


eties of Ma Brown pickles. 


on’s ability to stand up to pressure. 
Within FTC, the “old guard” hoped 
the review assignment would be 
entrusted to a council composed of 
top division chiefs. Obviously the 
chairman sensed that these inter- 
ested parties could hardly be suf- 
ficiently objective to give their 
own bureaus low performance 
marks. 


@ Under the new chairman, a de- 
ceptive calm has settled over the 
work of FTC. Some of the ques- 
tioning at the Colgate-Palmolive | 
hearing last week suggests that) 
the calm is only temporary. 

Soon after taking office, Chair- | 
man Dixon made it clear that he 
intended to talk less, and do more. 
But he had a considerable amount 
to say at last week’s Colgate- 
Palmolive hearings. Once he lashed 
out at tv demonstration commer- 
cials as a “shill game.” “It is like 
pulling rabbits out of a hat,” he} 
declared. 

In reality, his statement that. 
FTC isn’t bound by anything that 
the commissioners say in speeches 
is likely to be less significant than | 
Mr. Correa suggested. When he 
popped off, the FTC chairman was 
reminding the business world that 
the law, rather than the off-the- 
cuff remarks of commissioners, 
determines the advertising prac- 
tices which are permissible and 
those which are not. 


# One of the reasons FTC com- 
missioners get into trouble when 
they generalize is that the cir- 
cumstances vary with the indi- 
vidual ad. Though mockups may 
be harmless under some circum- 
stances, Chairman Dixon and his 
colleagues must still decide wheth- 
er the particular mockup used for 
Rapid Shave resulted in a mate- 
rial deception. 

In an indirect way, the chair- 
man was emphasizing that it is 
self-deceiving for admen to cling 
to a generality from a speech or 
article signed by any FTC com- 
missioner. The law provides the 
test, and the courts measure the 
commission’s actions against the 
law. No FTC commissioner can 
give immunity; and if the ad is not 
false and deceptive, no commis- 
sion can strike it down. + 


Stammer Succeeds Seward 

Stanley P. Seward, vp, director 
and manager of the D’Arcy Ad- 
vertising Co. office in Cleveland, 
will retire at the end of the month. 
He has been with the agency 24 
years. Mr. Seward will be succeed- 
ed by Newt Stammer, another 
D’Arcy vp, currently working in 
the New York office. Mr. Stammer 
has been with D’Arcy 10 years. He 
now is vp and coordinator on the 
General Tire & Rubber account. 
Vern Eastman, vp and manager of 
D’Arcy’s West Coast operations, 
will temporarily assist Mr. Stam- 
mer and act as creative head of the 
Cleveland office. 


Dodge Names Lott to New Post 
Dodge division of Chrysler Corp. 


jhas named Doyle W. Lott manager 


of advertising, sales promotion and 
training for Dodge trucks, a new 
position. Mr. Lott has been a vp of 
Electrographic Corp. for the past 
year; before that he was a vp and 
account supervisor of Grant Ad- 
vertising in Detroit, and an account 
executive with William Hart Adler 
Inc., Chicago. From 1947 to 1955 he 
was director of advertising, sales 
promotion and public relations for 
Reo Motors, Lansing. Mr. Lott re- 
ports to David R. Crandall, re- 
cently named director of truck 
marketing for Dodge. Richard 
Goodwin continues as advertising 
manager, trucks. 


Robert F. Peterson has joined 
Fredricks & Co., New York agen- 
cy, aS an account executive. Mr. 
Peterson has been doing free lance 
public relations work for the past 
three years. 


This describes, in a phrase, 
the Independent Standard 
Metropolitan Area of 

San Bernardino and 
Riverside Counties, 
California’s 4th largest 
market, and the 29th largest 
market in the United States! 
A booming community of 
proven buyers! ... whose 
Effective Buying Income last 
year exceeded $1.4 BILLION! 
An exploding community 
whose population increase in 
the last decade has been 12th 
largest, numerically, in the 
Nation! In gasoline sales, 
18th in the U. S.! The land 

of America’s most glamorous 
resorts, center of industry, 
mining and military 
establishments. If you’re 

not getting your share of this 
fabulous market, there’s only 
one way to reach it! Through 
the two newspapers which 
saturate it with unduplicated 
coverage and which have 
helped make Metropolitan 
San Bernardino- Riverside the 
LAND OF SALES GIANTS! 
Source: 

1960 Survey of Buying Power 


RIVERSIDE 


PRESS-ENTERPRISE 


Represented Nationally by 
Newspaper Marketing Associates. 


SAN BERNARDINO 


SUN-TELEGRAM 


Represented Nationally by 
Cresmer and Woodward Inc. 
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Nikolai Lenin 


COMMUNISM 


Today, the 22nd Communist Party Congress is still 
meeting in Moscow—to further its “open plot to rule 
the world.” 

Today, the thirty-six million members of Commu- 
nist parties in the world already control the lives and 
destinies of one billion people. 

Today, it is more vital than ever for Americans to 
understand the nature of the enemy—his beliefs, his 
plans, his progress—and what we can do to stop him. 


4 


- 


a. 


Red Army atrocities during Civil War of 19 


~~ 


° —~ ; : 
17-21 


LIFE in the October 20th issue begins a major new 
series on Communism. Part I shows how Communism 
has been transformed from a philosophic cloud to an 
intercontinental missile. 13 pages of pictures, plus 
5,000 words of text by LIFE’s chief editorial writer, 
John Knox Jessup, give you a clearer understanding 
of the original philosophy of the German Karl Marx; 
how Lenin changed it to further his Russian Revolu- 
tion; the tyranny now spreading all over the world. 


O° ee eee 


Part II will deal with the techniques and goals of 
today’s Number One Communist — Nikita Khrushchev. 
Part III will propose methods of counterattack. 

This is a series every American should read — pre- 
sented with depth and urgency that you find only in 
LIFE. It is a most timely example of how LIFE makes 
a complex subject clear to millions. 

Today, more than ever, LIFE is a Great Magazine 
of History and Civilization, of Events and Politics. 


Says Lee H. Bristol, Chairman of 
the Board of Bristol-Myers, “A 


Says Roger H. Ferger, Publisher 
of the Cincinnati Enquirer,“ Y our 


David O. Selznick, “LIFE has 


magazine which is read by the vast 
number that LIFE reaches has a 
great responsibility. Your new 
LIFE has met that challenge nobly, 
not only in balanced news cover- 
age, but in your editorials, too.” 


redesigned LIFE magazine and 
the added depth in coverage you 
have given it, as well as its in- 
creased objectivity, make it more 
of a ‘must’ for readers who want 
to be informed.” 


long offered a window through 
which to see the world in all its 
beauty and terror. The new for- 
mat expands the view and sup- 
plies a perceptive guide.” 
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NO MATTER HOW 
YOU FIGURE IT; 
McCALLS IS #1 


_IN ADVERTISING 


IN THE WOMEN’S 
SERVICE FIELD 


FROM JANUARY THROUGH OCTOBER, THIS IS HOW 
ADVERTISERS RATED THE THREE MAGAZINES: 


McCall's LWJ GH 
in advertising linage ... 589,200 424,900 342,500 
| im advertising columns... 3,466 2,499 2,395 
ba in advertising pages... 866 625 798 
| in advertising revenue... | $31,192,000 | $22,550,000 | $17,100,000 


And,advertiser investment in McCall’s during the first 
ten months of I9GIi, over the same 1960 period,is up 24%! 


Source: Space and revenue estimates based on latest PIB records and issue handcounts. 
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